
A  G U I D E  T O  D E V E L O P I N G  A R T S  M A R K E T I N G  P L A N S 163

AFTERWORD

Point me towards tomorrow…

‘Kiss today goodbye, and point me towards tomorrow…’ the words from one of the memorable
numbers in A Chorus Line.  The musical was a study in hopes, dreams, successes, failures, joys and
disappointments.  It’s a play that anyone involved in any aspect of the arts can relate to easily.

When you do something you’ve always wanted to do, or go off in a new direction, or do
something you’ve never done before, the hardest steps are the first ones.  Even if those first steps
are hesitant or in the wrong direction, they are, indeed, the first steps.  Once you’re moving it’s
not all that hard to change directions — it’s the starting up that can be difficult.

Planning can help you feel more confident about your direction, it can help you identify where
you’re going and recognise the milestones along the way.

Planning isn’t a one-off activity.  Hopefully by the time you reach this part of the Guide, you not
only understand the basics of planning, you’ve done the exercises and you’re here, now, with a
plan.  A realistic plan that identifies your dreams, considers your strengths and weaknesses, sets
your goals, and provides you with practical, achievable tasks to complete as you progress.

Of course over time your plans may change — but the dream will, hopefully, stay intact.  It’s your
dream, your mission, your vision and your plan.  Good luck.

If it is to be, it is up to me.
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If you have access to the Internet, there are several

addresses which will be of interest.  

The Australia Council (http://www.ozco.gov.au) is not

only full of useful information, it provides links with

related sites in Australia and overseas. Also see its arts

marketing web site (http://www.fuel4arts.com) — once

you’re in the Fuel web site, be sure to check out their

resources section on marketing web sites. It lists more

than 30 Australian and overseas web sites which cover

all aspects of the arts.

The Department of Communications and the Arts

(http://www.dca.gov.au) is also an excellent site, with

useful information and links.  

Arts information can also be obtained through the site

(http://www.artsinfo.net.au) which provides

information on current events, grants and activities.

RECOMMENDED INTERNET SITES
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action plan, 25,
see also planning

action plan, cost benefit  analysis  
(Worksheet 7), 147-149

components of, 144
consider this, 151-153
cost benefit analysis, 145-146
definition, 143
detail, 150
key points, 153
opportunities, handling the

unexpected, 150-151
time period, 150

advertising, 18, 116
broadcast media, 116
direct marketing, 117
display, 117
message
— evaluation of effectiveness, 119

consider this, 119
— preparation, 118
print, 116

arts audiences, 82,
see also buyers

audience research, 82-83
data, gathering your own, 83-84
further reading, 82-83
information, collecting, 87
— life scenes (gallery owners, 

Tasmania), 87
key points, 91
potential markets, reaching, 88
— consider this, 89
— life scenes (Victorian Arts 

Marketing Taskforce; SBS, 
Sydney), 88

purchase motivators, 90
— consider this, 91
understanding your market 
(Worksheet 3), 85-86

arts industry, 12-13
median income in the, 12

arts marketing,
see also arts audiences; buyers

in Australia, 12-13 
key points, 13
planning, see planning
marketing principles, 

review of, 14-22
— assessing position, 21-22

checklist, 21
— definition, 14

consider this, 15
— elements of, 17

life scenes (Club Wild), 18
— identifying markets, 15

consider this, 17
life scenes (case study: identifying 

markets), 16
— key points, 22
— six Ps, 18-20, 

see also marketing mix
consider this, 20
life scenes (the six Ps of 

marketing), 19

Australia Council Handbook, 38

Australian Bureau of Statistics
How Australians use their time, 51

business plan, 13,
see also marketing plan; planning

buyers, 51-62,
see also arts audiences

assessing buyer satisfaction, 54-55
competition, 45-46
consumer behaviour, 

understanding, 52
— identifying buyer needs, 52
— Maslow’s hierarchy of needs, 

52-53
consider this, 54

buyers continued
customers, understanding, 51-52
— ABS research, 51
decision-making, 54-56
— consider this, 56, 58
defining your art, 

(Worksheet 1), 60-61
economic approaches, 56-58
— convenience, 57
— dependability, 57
— extras, 58
— location, 57

life scenes (Postcard Productions), 57
— price, 56
— quality, 57
key points, 62
market types, identifying, 59
— customised, 59
— differentiated, 59
— mass, 59
— niche, 59
— target, 59

case studies,
see life scenes

cash flow, 104,
see also pricing

cash flow forecast for one year 
(Worksheet 5), 106-107

checklists
marketing, assessing current 

position, 21
pricing, 104-105
success, evaluation, 156
SWOT analysis, 64-71

competition/competitors,
see buyers; environment

‘consider this’ exercises
action plan, 151-153
advertising, evaluation of 

effectiveness, 119
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‘consider this’ exercises continued
arts audiences
— potential markets, reaching, 89
— purchase motivators, 91
arts marketing
— definition, 15
— identifying markets, 17
— six Ps, 18-20
buyers
— Maslow’s hierarchy of needs, 54
— decision-making, 56, 58
environment
— assessment of, 49
— competition, 46-48
— environmental and ecological 

issues, 45
— economic factors, 42
— political impacts, 39
— social and cultural issues, 43
— sponsorship, 41
— technological changes, 44
goal-oriented activities, 

identifying, 34
marketing mix, 110
— people, 111
marketing plan
— mission/vision statements, 77
— objectives and goals, setting, 79
planning
— implementation, 141-142
— list-making, 31-32
product life cycle, 98
promotions, 114, 115
— publicity, types, of, 121
— public relations, 123
resources, assessing
— support networks, 133
— time, 130
situation analysis, 49-50
success, measuring, 158-159

contingency plans, 25

cost/benefit analysis, 145-146,
see also action plan

cultural issues,
see environment

customers,
see arts audiences; buyers

direct marketing,
see promotions

environment
assessment of, 36, 49
— consider this, 49
competition, 45-46
— consider this, 46-48
environmental and ecological 

issues, 45 
— consider this, 45

environment continued
economic factors, 41
— consider this, 42
external, 37
funding source policies, 39
— life scenes (Ethnic Communities 

Council, NSW), 40
key points, 50
political impacts, 37 
— consider this, 39
— life scenes (Town Hall Arts House, 

North Melbourne), 39
social and cultural issues, 42-43
— consider this, 43
— life scenes (Co*Opera), 42-43
sponsorship, 40
— consider this, 41
technological changes, 44
— consider this, 44

funding, 
see environment

goals, 29, 30, 75,
see also marketing plan

activities
— goal-oriented, 32-33

consider this, 34
— short-term, 30-33
direction, three ways to 

determine, 28
lifetime goals, 31, 33, see also mission 

statements; vision statements
priorities, 33
setting, 143

human resources,
see resources, assessing

ideas
developing, 136, see also resources, 

assessing

‘life scenes’
Aeon Design, 132, 140
calculating costs (case study), 101
Club Wild, 18
commitment of time (case study), 130
Co*Opera, 42-43
Chunky Move, 77
Donna Hensen (case study), 134
Double T’s, 139
Ethnic Communities Council, 

NSW, 40
Gallery Society, The, 24
gallery owners, Tasmania (case 

study), 87
identifying markets (case study), 16
J Peterman Company’s Owners 

Manual, 93
marketing, the six Ps (case study), 19
Northern Rivers Performing Arts, 

Lismore, 109

‘life scenes’ continued
plan, having in place (case study), 141
planning for a career change (case 

study), 30
planning time (case study), 129
Postcard Productions (Macbeth in the 

You Yangs), 57
Ran Dan Club, The, 102
SBS, Sydney, 88
time out to plan (case study), 23
Town Hall Arts House, North 

Melbourne, 39
Victorian Arts Marketing 

Taskforce, 88
volunteering (case study), 131

Lakein, Alan, 29, 31
exercises, 31-32

marketing basics, review of, 13-34,
see also arts marketing

market segments,
see buyers

marketing mix
consider this, 110
key points, 112
six Ps, 18-19, 92-94
— people, 110

consider this, 111
— place, 108_109
— positioning, 109

life scenes (Northern Rivers 
Performing  Arts, Lismore), 109

— price, see pricing
— product, see product
— promotion, see promotion

marketing plan, 13,
see also planning

creating a, 74
— formal outline, 74-75
key points, 79
marketing plan (Worksheet 8), 

160-161
mission/vision statements, 75-76, 

see also mission statements; vision 
statements

— consider this, 77
— difference between, 75
— examples, 75
— life scenes (Chunky Move), 77
objectives and goals, setting, 77, 

see also goals
— consider this, 79

Maslow
hierarchy of needs, 52

mission statements, 29, 33, 34,
see also marketing plan
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objectives, 34, 143,
see also goals

Performing Arts Market, 133

planning, 12-13, 23-24,
see also planning, implementation 

benefits of, 29-33
— life scenes (case study: planning for a 

career change), 30
big picture, 30
environment, assessment of, 36, 

see also environment
formal planning, 23
— elements of, 25

six basic concepts, 25
technical terminology, 25

— from planning to action, 27
— planning day, 25
— scene, change of, 24

life scenes (The Gallery Society), 24
— strategy

what to do, 26
where to work, 26
who to work with, 26-27

— time to plan, 23
life scenes (case study: taking time 

out to plan), 23
goal-oriented activities, identifying, 

see goals
key points, 28
list-making, 31
— consider this, 31-32
need for planning, 29
priorities, 33

planning, implementation, 138-161
see also action plan; marketing plan

key points, 153
plans, in writing, 138-142
— how many?, 138
— what kind?, 138
— why?, 139
— consider this, 141-142
— life scenes

(Aeon Design), 140
(case study: having a plan in place), 141
(Double T’s), 139

pricing, 18, 98-104,
see also cash flow

calculating costs for, 99-103
— artist/craftsperson, 99-101

life scenes (case study: calculating 
costs), 101

— arts organisations, 102
— life scenes (The Ran Dan Club), 102
— performances, 103
checklist, 104-105
options, 103-104

product, 18, 92-97
analysing your product 

(Worksheet 4), 95-96
core product, 93
extras, 93
life cycle, 97-98
— consider this, 98
presentation, 93-94
— life scenes (J Peterman Company's 

Owners Manual), 93

promotions, 18, 110, 113-127
activities, putting together 
program  of, 124
advertising, see advertising
budget, setting, 125
consider this, 114, 115
direct marketing, 117-118
— consider this, 118
— message, preparation, 118
key points, 127
merchandising, 119-120
organising, 125
paid, 114
promotions plan 

(Worksheet 6), 126
publicity, 120
— types of, 120

consider this, 121
public relations, 123
— consider this, 123
timing, 114
unpaid, 114

public relations, 
see promotions

resources, assessing, 128
equipment, 134-135
— consider this, 135
human resources, 131
— life scenes

(case study: volunteering), 131
(Aeon Design, Western Australia), 132

information, 133
— grants available, 133

life scenes: (case study: Donna 
Hensen), 134

money, 128
support networks, 132
— consider this, 133
time, 128
— consider this, 130
— life scenes

(case study: planning time), 129
(case study: commitment of  time), 130

situation analysis, 25, 75
see also SWOT analysis

environment, assessment of, 36-37
your situation, 49-50
— consider this, 49

social issues,
see environment

sponsorship, 40
consider this, 41

success, measuring
defining, 155
— objectives, achieving, 155-166, 

see also objectives
evaluating, 156
— checklist, 156
feedback, 157-158
key points, 162
non-measurables, measuring, 158
— consider this, 158-159

no-surprise strategies, 154-155
tips from top managers, 154

support networks,
see resources, assessing

SWOT analysis
checklist, 64-70
how to do a, 63
importance of, 63
key points, 73
results, evaluation, 71
review, 71
summary of SWOT analysis 
(Worksheet 2), 72 

technology, 44
consider this, 44

vision statements, 33, 34,
see also marketing plan

worksheets
Worksheet 1: Defining your art, 

60-61
Worksheet 2: Summary of SWOT 

analysis, 72
Worksheet 3: Understanding your 

market, 85-86
Worksheet 4: Analysing your 

product, 95-96
Worksheet 5: Cash flow forecast for 

one year, 106-107
Worksheet 6: Promotions plan, 126
Worksheet 7: Action plan, cost 

benefit analysis, 147-149
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