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Assumptions

· In season — weekly ad in the Los Angeles Times tab section The Guide on Thursdays

· Program mentions in UCLA Live monthly e-newsletter

· Listings in print calendars handled by publicist

· UCLA Live maintains outdoor banners during the season

· UCLA Live participates in a general student outreach program beyond Student 

· Internal promotions such as house ads in program books, posters in the theaters, and brochures, postcards, etc. in theater racks regularly occur when possible 

· Committee for the Arts (such as tabling at the start of the academic year)

· Much of the student, faculty, and staff outreach is based on relationships the Education Department may already have

· Marketing plan would ultimately include production timelines and advertising schedules

· I did not take marketing budget into account for this exercise

· Season series plans not included below

General
· Outreach

· Contact UCLA Center for Intercultural Performance for co-promotions of all three performances listed below
· Ask for mailing list from Bridge: Choreographic Dialogues Live From Israel program on Sunday, May 4, 2008 for Batsheva Dance Company postcard
· Find out if they have an email list and would be willing to send emails on UCLA Live’s behalf
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Online

· Use fullcalendar.com to list events in a variety of Los Angeles online listings
· Other places to list UCLA Live events
· experiencela.com cultural calendar
· artslant.com — mainly a visual arts site, but also includes other arts events
· culturaleventsinlosangeles.com
· Flavorpill
· social.com
· Create a Facebook page

· Use forum feature for feedback/interactivity

· Create a Facebook groups 

· UCLA Alums — include special offers and incentives
· Current students — include video and information about upcoming performances (although the Student Committee for the Arts is already on Facebook, it is important for branding and future relationship purposes for UCLA Live to establish a separate relationship with current students)
· Create UCLA Live Youtube video channel
· Meetup.com

· Create a UCLA Live meetup group

· Connect with the existing meetup groups (such as the following). As part of the meetup activity, in addition to attendance at performances, work with Education Department to set up an event as a learning experience:

· Los Angeles Arts, Culture and Creativity Collaborative 
· Cultured So Cal Alliance 
· Print Advertising
· Season ad in LA Magazine — attempt sponsorship for ad

· Season ad in Venice Magazine — attempt sponsorship for ad

· Advertise select events TBD in local area community newspapers (such as Santa Monica Mirror) 

· Group Sales
· Work with an independent contractor who specializes in group sales for performing arts organizations

· Other Promotions
· Work with Development Department to procure sponsorship with mobile phone service provider(s) for mobile marketing opportunities — reminding patrons of upcoming performances and suggesting other performances patrons might enjoy. Explore a partnership with Google to provide directions to the venues and performance dates/times via text message

· For all three performances listed below, partner with galleries in West Hollywood and/or Bergamot Station — work with Education Department to create video or other display with enter-to-win promotion to show in the galleries. In exchange, display the art of emerging artists in the lobbies of Royce Hall and Freud Auditorium during select performances

· Partner with local bookstore(s) (independent, not chains) — for book purchases over a certain price, patron will receive a code for a 10% discount for a ticket to a UCLA Live performance or with purchase of one UCLA Live ticket, patron is eligible for discount on second ticket (exact promotion TBD). In exchange, patrons showing a UCLA Live ticket stub at the bookstore will be eligible for a discount on book purchases. Exhibit UCLA Live display, postcards, or poster at the bookstore(s)

· Maintain relationships with hotel concierges — forward print collateral and information about performances
· Continued Conversation
· Encourage continued conversation and awareness of UCLA Live after each performance has ended
· For select performances, work with Education Department to create lobby displays designed to encourage continued conversation and awareness of UCLA Live after the performance has ended — especially for International Theatre Festival (see Robert Lepage below). If possible, during non-performance times, open the theater(s) to the general public to view lobby displays 

· Work with Education Department to present post performance discussions with artists for select performances — especially for International Theatre Festival (see Robert Lepage below)

· Send a follow-up email to patrons after each performance — solicit feedback, create a topic and encourage patrons to visit the forum on Facebook, Suggest other performances patrons might enjoy

Batsheva Dance Company
· General

· Many of the outreach efforts would also involve mention of the Jerusalem Symphony Orchestra and Klezmatics performances
· Outreach

· Students, faculty and staff 
· Contact UCLA Department of World Arts and Cultures staff and professors (work with Education Department contacts) — encourage them tell their students and colleagues about Batsheva and other UCLA Live dance performances (target students in the MFA Dance program)
· Find out if department/professors have an email list they will send Batsheva information to
· Stack drop postcards or stuffers/bookmarks, or place posters
· Contact UCLA Center for Jewish Studies staff and professors (work with Education Department contacts) — encourage them tell their students and colleagues about Batsheva performance
· Find out if department/professors have an email list they will send Batsheva information to

· Ask if they will add Batsheva to their “Affiliated Events” list
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Dance programs at other local universities
· Contact staff and professors of dance programs at other universities (work with Education Department contacts) — encourage them tell their students and colleagues about Batsheva and other UCLA Live dance performances
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Ask if department/professors have an email list and will send out information on UCLA Live’s behalf about dance performances (discount with code for students TBD)
· High Schools
· Work with Education Department to identify high schools with significant dance programs
· Offer students a significant discount to attend Batsheva and other UCLA Live dance performances (offer discounted rate for one parent to come with each student)
· Jewish/Israeli organizations (affinity groups)

· Consulate General of Israel in Los Angeles (most likely a sponsor)

· Add event to their online calendar

· Ask them to send an email out on UCLA Live’s behalf (10% discount with code)

· Become a fan of Consulate General of Israel Los Angeles on Facebook and write information about Batsheva performance on their wall (include video obtained from Batsheva Company)

· Jewish Federation

· Ask to add Batsheva Dance Company to their online calendar of events

· Contact YLD (Young Leadership Division) to organize an event around the Batsheva performance — involve Development Department in helping them set up the event to cultivate for possible future ticket buyer/donor potential
· Look up affinity schools/organizations on the Federation’s web site

· East Coast Connections — networking organization for Jewish east coasters in their 30’s and 40’s living in LA. Set up an event around attendance at the Batsheva performance. Involve Development Department in helping them set up the event to cultivate for possible future ticket buyer/donor potential
· Other schools/organizations TBD
· Ask the Federation to send an email out on UCLA Live’s behalf (10% discount code)

· Contact Hadassah to see if they will send out Batsheva information in one of their emails (10% discount with code)

· Nearby Jewish Community Center(s)

· Stack drop postcards or stuffers/bookmarks, or hang posters
· Ask them to send an email out on our behalf or include Batsheva in one of their regular emails (10% discount with code)

· Synagogues (somewhat progressive, outwardly pro-Israel ones)

· identify appropriate synagogues using the Jewish Journal “Synagogue Search” function 
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Ask them to send an email out on UCLA Live’s behalf or include Batsheva in one of their regular emails (10% discount with code)

· Ask Rabbis to mention Batsheva performances

· Contact Campus Hillels

· Stack drop postcards or stuffers/bookmarks, or hang posters 

· Ask them to send an email out on UCLA Live’s behalf or include Batsheva in one of their regular emails (10% discount with code)
· Dance Schools and Teachers
· Dance Schools that teach modern dance. 10% discount with code.
· Stack drop postcards or stuffers/bookmarks, or place posters 
· See if they have an email list and will send out an announcement on UCLA Live’s behalf or include Batsheva in one of their regular emails (10% discount with code)
· Ask if the teachers can make an announcement to their classes
· Dance Masters of Southern California, Inc. (non-profit organization of dance teachers)
· Create an email (that they can send out) encouraging attendance and asking dance teachers to tell their students about the performance (10% discount with code for dance students). Create special group sales incentive 
· Media
· Print
· Ads in the LA Weekly
· Topper ad in LA Times theatre listings (I couldn’t tell from the online media kit if this section exists)
· Ads/calendar listings in local dance magazines
· Possible ads/calendar listings in local yoga magazines (ad must have compelling movement photo)
· Advertise in program book of Lester Horton Dance Awards
· Jewish Journal of Los Angeles — print ad and pitch story
· Ad in the Daily Bruin
· Online
· List performances on the following sites:
· dancemagazine.com
· LA Times — The Guide 
· Lajewishguide.com calendar
· Metromix 
· Craigslist
· Thrillist.com
· Contact Flavorpill and Daily Candy for listings 
· Contact laist.com for coverage
· Find other appropriate online lists, user-generated content and review sites, etc.
· Contact and maintain a relationship with local dance bloggers
· Add UCLA Live to Critical Dance listing of Dance Presenters
· voiceofdance.com
· List on calendar
· Send out information via e-newsletter to local subscribers
· Offer ½ price tickets on LAStageTIX.com and Goldstar — determine if necessary 2 ½ weeks out
· Email to UCLA Live list of patrons who received the postcard but have not yet responded — 1 ½ weeks out
· Radio
· Buy underwriting on local public radio stations
· KCRW — also pitch interviews for Politics of Culture and Art Talk  shows
· KPFK — also pitch interviews for Arts in Review show and add event to online community calendar
· Ask if local non-commercial radio stations will do giveaways
· Television
· Buy underwriting spots on local PBS station(s)
· Collateral
· Postcard
· Send to
· Internal lists
· Dance patrons 
· Select world or classical music performances patrons
· Select International Theatre Festival performances patrons
· Lists from other local dance companies (including Los Angeles Ballet)
· Jewish Film Festival
· Israel Film Festival
· Skirball Cultural Center
· Patrons of LA Opera’s “Recovered Voices” project
· Names from the Big List segmented by organization and demographics
· Stack drop
· Outreach organizations listed above
· Dance schools
· Local dance companies
· Dancewear clothing stores
· Other postcards dropped at specified locations by distribution company
· Posters
· Hire postcard distribution company
· Hang posters at dance schools, dancewear stores, local dance companies, etc.
· Other Promotions
· Contact the following organizations for possible co-promotions, including: mailing list exchanges, email exchanges (sending emails on each other’s behalf, not exchange of lists), collateral exchanges, information in lobby racks, posters, etc.

· The Los Angeles Jewish Film Festival

· Israel Film Festival
· Skirball Cultural Center
· Los Angeles Dance Resource Center
· Celebrate Dance 2009 
· Local dance companies (including Los Angeles Ballet)
· City of Los Angeles Cultural Affairs Department
· Subscriber retention and (possibly) donor event — invite select subscribers and donors to an open rehearsal and a Gaga (form of movement invented by choreographer Ohad Naharin, used by Batsheva dancers to warm up and classes taught to the general public in Israel) lesson by one or two of the company’s dancers 
· Group Sales Opportunities
· Outreach organizations listed above
· Local dance companies 
· Los Angeles Ballet
· Ledges and Bones Dance Project
· Trip Dance Theatre
· Method Contemporary Dance
· Etc.
Robert Lepage / Ex Machina: The Blue Dragon 
· General

· Rare performance by Robert Lepage will be highlighted, with emphasis that this is the first time he is performing in Los Angeles
· Emphasize theatre that has never before been seen in the U.S. and exclusive UCLA Live engagements
· Outreach

· Students, faculty and staff 
· Contact UCLA School of Theater, Film and Television and Department of Design | Media Arts staff and professors (work with Education Department contacts) — encourage them tell their students and colleagues about The Blue Dragon and other UCLA Live International Theatre Festival performances 
· Find out if department/professors have email lists they will send UCLA Live International Theatre Festival information to
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Theatre programs at other local universities
· Contact staff and professors of theatre programs at other universities (work with Education Department contacts) — encourage them tell their students and colleagues about The Blue Dragon and other UCLA Live International Theatre Festival performances
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Ask if department/professors have email lists and will send out information on UCLA Live’s behalf about International Theatre Festival performances (discount with code for students TBD)
· High Schools
· Work with Education Department to identify high schools with significant theatre programs and performing arts high schools
· Offer students a significant discount to attend The Blue Dragon and other UCLA Live International Theatre Festival performances (offer discounted rate for one parent to come with the student)
· Theatre Schools and Teachers
· Find local theatre schools — stack drop postcards, display a poster, and ask if they have email lists to distribute information about the Festival to their teachers students
· Affinity groups 

· Canadian Consulate General in Los Angeles 
· Find out if they have an email list and ask them to send an email about The Blue Dragon out on UCLA Live’s behalf (10% discount with code)
· Brainstorm with cultural attaché 
· Brainstorm with marketing staff and contacts in the Chinese community about effectiveness of possible outreach to the Chinese community through print ads, online listings, posters, etc.
· Corporate
· Work with Development Department — leverage Yahoo! International Theatre Festival sponsorship
· Create a display/video to maintain at the local Yahoo! campus/corporate offices 
· Explore events and group sales opportunities for employees/executives
· Media
· Print
· Ads in the LA Weekly
· Topper ad in LA Times theatre listings
· Ads/calendar listings in local theatre magazines
· LA Stage
· Ads in theatre awards program books
· Ovation Awards
· Los Angeles Drama Critics Circle Awards
· Ads in theatre program books
· Center Theatre Group — Ahmanson or Kirk Douglas Theatre based on what is playing
· Other ads TBD
· Ad in the Daily Bruin
· Pitch stories about International Theatre Festival to such major publications as Vanity Fair, Hollywood Reporter, Variety, etc.
· Online
· List performances on the following sites: 
· Online theatre listings
· LA Times — The Guide 
· Metromix 
· Thrillist.com
· Craigslist
· Contact Flavorpill and Daily Candy for listings
· Contact laist.com for coverage
· Find other appropriate online lists, user-generated content and review sites, etc
· Contact and maintain a relationship with local theatre bloggers
· LAStageblog.com
· matthewsalibi.com/
· Others TBD
· Email to UCLA Live list of patrons who received the postcard but have not yet responded — 1 ½ weeks out
· Offer limited number of International Theatre Festival series packages for ½ price on Goldstar
· Ask local theatre companies and festivals to send emails out on UCLA Live’s behalf, or include International Theatre Festival performances in monthly email newsletter
· EdgeFest
· Contact meetup.com groups to create events centered around attending The Blue Dragon
· Los Angeles Expat Canadians
· Theatre groups
· Film groups
· West Los Angeles Film Fanatic group 
· Offer The Blue Dragon ½ price tickets on LAStageTIX.com and Goldstar — determine if necessary 2 ½ weeks out
· Web banner on latimes.com Arts & Culture page 
· Radio
· Buy underwriting on local public radio stations
· KCRW — also pitch interview for Politics of Culture, and Theatre Talk shows
· KPFK — also pitch interview for Arts in Review show and add event to online community calendar
· Ask if local non-commercial radio stations will do giveaways
· Buy spots and do giveaways on commercial radio stations TBD
· Television
· Buy underwriting spots on local PBS station(s)
· Contact Adlink (cable advertising)
· Informational Vignettes advertising on A&E LA Fine Arts Calendar and other spots TBD
· Integrated Marketing Programs — signage at high profile LA events
· Work with local news broadcasters to ensure International Theatre Festival performances are mentioned during local news broadcast segments mentioning arts & culture events and festivals to attend over the weekend
· Outdoor
· Hire poster distribution company
· Advertising on the side of the Big Blue Bus. Work with Development Department to possibly obtain sponsorship 
· Work with Development Department to partner with a company/person that owns a mid or high-rise building in the area — project International Theatre Festival performance images onto the side of the building (check city code guidelines)
· Other
· Buy or obtain sponsorship for ads on movie screens at local art house cinemas. Brainstorm to find other ways to collaborate with local art house cinemas
· Collateral
· Postcard
· Send to
· Internal lists
· International Theatre Festival patrons 
· Select dance performances patrons
· Select world and classical music performances patrons
· Big list names segmented by demographics and by organization
· List exchanges:
· Cirque du Soliel performances in Los Angeles
· Select local theatre companies (look at LA Stage Alliance membership to determine)
· Local theatre festivals
· EdgeFest
· Others TBD
· Local film festivals
· Los Angeles Film Festival
· Others TBD
· Stack drop
· Outreach organizations listed above
· Theatre schools
· Lobby racks of select local theatre companies
· Lobby racks of select local art house cinemas
· Other postcards dropped at specified locations by distribution company
· Posters
· Hire poster distribution company
· At local art house cinemas
· Around UCLA and other campuses
· Other Promotions
· Contact the following organizations for possible co-promotions, including: mailing list exchanges, email exchanges (sending emails on each other’s behalf, not exchange of lists), collateral exchanges, information in lobby racks, posters, etc.

· Local theatre companies 
· East West Players
· Other theatre companies TBD
· City of Los Angeles Cultural Affairs Department
· Local theatre festivals
· Work with Education Department
· Present post-performance discussion with artists for select performances
· Create lobby displays
· Subscriber retention and (possible) donor event — invite select subscribers and donors to an open rehearsal. As part of the event, meet and greet with some of the artists and tour of the set with someone on tech crew providing explanation of how it is built, operated etc
· Work with Alumni Relations to identify a UCLA alum (School of Theater, Film and Television), who is a well-known actor and also very well respected for theatre work, to be a spokesperson/face for International Theatre Festival in print, radio, and television ads
· Work with Development and Education Departments and Alumni Relations to create additional sponsorship, ticket sales, and alumni and student-relations opportunities:
· Identify UCLA graduate who has an important position with a prominent local architectural firm. Ask the firm to sponsor the International Theatre Festival, featuring a contest by UCLA architecture students to design mock sets for the production. Architecture firm employees determine the top 4-5 sets for each production, to be displayed for the entire run of the production. Sell discounted (group sale price) block of tickets to the firm and provide opportunity for winning students to attend performance and meet members of the firm
· Identify UCLA graduates who are local clothing designers — create exchange or sponsorship to display UCLA Live video (or other presentation) promoting International Theatre Festival performances at design studio(s)/shop(s). In exchange, display some designs at International Theatre Festival performances. Also, try to create the same kind of contest as above with the architectural firm 
· Identify UCLA graduate who has an important position with a prominent local design firm. Arrange the same type of sponsorship/contest as with the architectural firm for UCLA Design | Media Arts students
· Ensure that all lobby displays from above sponsorships/partnerships are placed in a way that enhances the experience for patrons
· Partner with big department stores around Los Angeles to display set designs (Ask UCLA student to create a model from the plans), costumes, and production photos of International Theatre Festival performances in store windows before and during the festival
· Work with Development Department to create opening night event for the International Theatre Festival. Consult with Alumni Relations to find important UCLA graduates to invite. Invite major media 
· Group Sales Opportunities
· Outreach organizations listed above
· Local theatre company members (use LA Stage Alliance membership list)
· Yahoo! employees and executives
Kronos Quartet — Awakening: A Musical Meditation on the Anniversary of 9/11
· Outreach

· Students, faculty, and staff 
· Contact staff and professors at UCLA Ethnomusicology, Music, and World Arts and Cultures departments (work with Education Department contacts) — encourage them tell their students and colleagues about the Kronos Quartet performance 
· Find out if they department/professors have email lists they will send information about Kronos to
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Work with professor Ali Jihad Racy to spread word to local Arabic music fans
· Music, World Cultures, and similar programs at other local universities
· Contact staff and professors of theatre programs at other universities (work with Education Department contacts) — encourage them tell their students and colleagues about the Kronos Quartet performance
· Stack drop postcards or stuffers/bookmarks, or hang posters
· Ask if departments/professors have email lists and will send out information about Kronos on UCLA Live’s behalf (discount with code for students TBD)
· High Schools
· Work with Education Department to identify high schools with significant music programs and performing arts high schools
· Offer students a significant discount to attend the Kronos Quartet and other classical music performances (offer discounted rate for one parent to come with the student)
· Music Teachers
· Find local music teachers — ask teachers if they have email lists and/or will distribute postcards to students (10% discount with a code)
· Religious organizations — work with Education Department to invite (group discount price) and open dialogue with various religious organizations in order to explore the message of hope and a world united in common humanity
· Muslim organizations
· Unitarian churches
· Society of Friends
· Other progressive churches
· Jewish congregations
· Buddhist organizations
· Brainstorm other groups
· Media
· Print
· Ads in the LA Weekly
· Ad in the Daily Bruin
· Program books
· LA Philharmonic Green Umbrella Series
· Other contemporary classical music events
· Online
· List performances on the following sites: 
· LA Times — The Guide 
· Metromix 
· Thrillist.com
· Craigslist
· Musi-cal
· Contact Flavorpill and Daily Candy for listings
· Contact laist.com for coverage
· Find other appropriate online lists, user-generated content and review sites, etc
· Contact and maintain a relationship with music bloggers
· Sequenza 21 — also has an online calendar of contemporary classical performances 
· Email to UCLA Live list of patrons who received the postcard but have not yet responded — 1 ½ weeks out
· Offer ½ price tickets on Goldstar — determine if necessary 2 ½ weeks out
· Email exchange with the LA Philharmonic, targeted to Green Umbrella series patrons
· Co-promotion with museums — exchange mentions in monthly email newsletters
· LACMA
· Museum of Contemporary Art
· Fowler Museum
· The Getty
· Radio
· Buy underwriting on local public radio station(s)
· KCSN — sponsorship/underwriting and information on their web site  
· KUSC — sponsorship/underwriting, list information on Arts and Culture Sponsors page of web site. Provide 10% discount to KUSC members for select classical music performances (explore advertising discount through LA Stage Alliance)

· KCRW — also pitch interview for Politics of Culture
· KPFK — also pitch interview for Arts in Review show and add event to online community calendar
· Ask if local non-commercial radio stations will do giveaways
· Television
· Buy underwriting spots on local PBS station(s)
· Collateral
· Postcard
· Send to
· Internal lists
· Contemporary classical music patrons (including Kronos Quartet the last time they were at UCLA Live and Philip Glass performances) 
· Select world music events
· Dance patrons 
· Big list names — segment by demographics and attendance at contemporary classical music events and museums
· List exchanges (some of these organizations may be on the big list and will be reached that way):
· LA Philharmonic Green Umbrella Series
· Monday Evening Concerts
· World Festival of Sacred Music
· Museums
· LACMA
· Museum of Contemporary Art
· Fowler Museum
· The Getty
· Kronos Quartet Los Angeles list (if they have one)
· List from choir group performing with Kronos Quartet (if local)
· Stack drop
· Outreach organizations listed above
· Contemporary classical music organizations and the LA Philharmonic during Green Umbrella series performances (if possible)
· Museums (strong cross-over with classical music)
· Music teachers
· Other postcards dropped at specified locations by distribution company
· Posters
· Hire poster distribution company
· Around UCLA and other campuses
· Amoeba Music store (and other similar music stores)
· Whole Foods and Erewhon health food stores
· Other Promotions
· Contact the following organizations for possible co-promotions, including: mailing list exchanges, email exchanges (sending emails on each other’s behalf, not exchange of lists), collateral exchanges, information in lobby racks, posters, etc.

· Local contemporary classical music organizations 
· Monday Evening Concerts 
· World Festival of Sacred Music, presented in part by UCLA Center for Intercultural Performance
· South Indian Music Academy 
· Spicmacay UCLA — an organization disseminated information about India and the world’s classical music heritage. Work with Education Department to organize an event for them surrounding attendance at the Kronos Quartet performance
· Groups that present Arabic music
· Search for and co-promote with other groups that present multi-cultural music and performances
· Work with Education Department
· Present lobby displays and post-performance discussion with Kronos Quartet
· Brainstorm other co-promotions with Choir performing with Kronos Quartet (if Choir is local)
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