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ABSTRACT 

 “Art is communication.”1 By analogy, training professional arts administrators 

entails teaching communication. This dissertation investigates a real-world professional 

problem: the challenges and opportunities inherent in the communicative art of staging 

musical works – specifically opera and musical theater – within the environment of a 

Christian higher-education institution or other mission-centric performing arts 

organization.  

As a medium for discussing or presenting social and political issues, staged 

musical works can dramatize challenging social issues – with or without a Christian lens.2 

Controversy in staged musical works is no new trend. From the premieres of Strauss’ 

Salome (1905) and Stravinsky’s The Rite of Spring (1913), to Avenue Q (2003) and its 

songs of pornography and the sexual awakening of adolescents in Spring Awakening 

(2006), staged musical works often challenge communities’ social norms. Laurence 

Malson suggests that it is the narrative spine of the musical [work] that gives it such 

communicative power: “from the epic Kern-Hammerstein Show Boat and its view of race 

relations (1927) to Oklahoma! (1943) through West Side Story (1957), Hair and its 

antiwar sentiments (1967), Company (1970), and Rent (1996), the themes of prominent 

 
1. Madeleine L’Engle, Walking on Water: Reflections On Faith and Art, (Colorado Springs, CO:  

WaterBrook Press, 1972), 30. 
 
2. In this context, ‘controversy’ more specifically speaks to social controversy and the inclusion of 

subject matter via plot, characters, text, music, or staging that addresses inflammatory social, cultural, or 
political issues. 
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Broadway musicals [have] reflected the controversial, revolutionary, and nostalgic issues 

of an evolving American culture.”3 

 The reception of this controversial material becomes increasingly complicated 

when the worldview of the audience risks conflict with the content of such works. In the 

case of Oklahoma Baptist University, the doctrines of the Southern Baptist Church and 

the worldview of the surrounding community make it even more essential that strategic 

marketing provide audiences opportunities to learn about and engage with a work prior to 

attending a performance, and thereby increase their ability to form positive aesthetic 

reactions. This document outlines a unified strategic marketing plan for the Warren M. 

Angell College of Fine Arts: a plan which proactively addresses controversial topics 

through the integration of audience engagement and education. Based in this real-world 

and specific case study, this document articulates a comprehensive strategy for general 

communication and advertising, promotional materials, director’s statements, pre-

production lectures, post-production talk back sessions, and a crisis management plan for 

any fully staged musical work at Oklahoma Baptist University—including those which 

may be perceived as controversial. The document argues that unified outreach preceding 

a production can minimize potential negative responses, facilitating thoughtful reception 

and, while providing necessary strategies for implementation of crisis management plans, 

centralizes the strengthening of community relationships and audience growth. 

 
3. Laurence Maslon, “Elements of the Musical,” Public Broadcasting Service, 

http://www.pbs.org/wnet/broadway/essays/elements-of-the-musical/. 
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CHAPTER I 

INTRODUCTORY MATERIALS 

Project Formation 

 In the fall of 2015 in the small town of Shawnee, Oklahoma, I found myself 

beginning my first year as an Assistant Professor of Voice at Oklahoma Baptist 

University (OBU). I excitedly approached my first semester, which included serving as 

the assistant music and stage director for the Theater program’s production of The Music 

Man. Throughout the production process I felt that marketing efforts were rather 

restrained and dates, particularly regarding social media use, and I worried that the 

students’ efforts were inadequately supported. To my surprise, The Music Man averaged 

a 94% capacity over a five-show run. The show was a success due to a “perfect storm” of 

environmental factors, including family ticket purchases, the popularity of the show 

itself, and its alignment with OBU’s homecoming weekend. However, the lack of 

methodically organized, modern marketing made me question OBU’s ability to draw 

audiences to more challenging shows, and consider how a thorough, aggressive 

marketing plan might grow both audiences and OBU performance programs. 

My Music Man colleagues and I were also charged with drafting the proposal for 

a collaborative musical theater degree shared between the Music Department and Theater 

program. As the planning process began, thoughtful consideration was given to the 

repertoire demands for a well-rounded musical theater education within the context of a 

Christian liberal arts environment. It was agreed that students should be exposed to a 

wide variety of eras and styles of repertoire through both private vocal study and fully 
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staged works.4 The study of diverse musical styles and characters is essential in fostering 

the professional growth of young performers and in creating a well-balanced resume. 

However, complex characters are often accompanied by complex and controversial 

subject matter. The issue of sensitive topics like sexuality, strong language, violence, and 

other themes are more easily addressed within the context of the private studio and 

classroom where there exist opportunities to guide the exploration of complex characters 

within a Christian worldview, thus allowing the student to confront difficult material in a 

safe environment.5 In contrast, there are many hurdles for exploring the same material in 

a fully staged production. Students must make these same discoveries in a group setting 

and in a significantly truncated timeline, while also meeting the other performative 

demands of the production. Faculty must recognize and appropriately plan for differences 

in the various interpreters of the work as they expand beyond the teacher-student 

dynamic to include the teacher, students, director, cast, crew, and audience. Additionally, 

OBU audiences (community members, students, faculty, staff, administration) are able to 

digest themes in family-friendly material like the Music Man with relative ease, but have 

responded negatively to past staged musical works with more complex content. These 

challenges raised questions concerning the viability of staging modern musical 

productions and operas that explore more complex, mature characters, language, and 

 
4. Due to the specific religious context of the university’s guiding mission, the performing arts 

within the context of Christian higher education exist within an additional set of guiding parameters when 
compared with public institutions. These parameters are explained at length in Chapter 2 of this document 
and provide the foundation for all subsequent strategic planning. 
 

5. Christian worldview is discussed at length in Chapter 2.  
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topics. Would students be able to gain all the necessary competencies to be successful 

musical theatre professionals within the constraints of a Christian liberal-arts institution? 

 In my second academic year (2016-2017), I was invited to produce and direct the 

Division of Music’s spring opera A Porcelain Doll—the world premiere of a complex 

new work about the life of Laura Bridgeman. I was thrilled to bring this work to life, but 

the project faced numerous challenges including limited financial, personnel, and 

planning resources. This production faced what seemed like every obstacle imaginable: a 

miniscule budget and production team, obscure topic, significant costuming demands, 

limited staging and set options, a difficult musical score, all the challenges inherent when 

premiering a work, and the absence of a marketing plan and examples of prior opera 

marketing. Many marketing tactics that proved successful for The Music Man could not 

be applied to this production due to differences in expected audiences, show popularity, 

and when the performances fell on the university calendar, among others. As producer, I 

knew the key to the viability of this project lay in marketing the unique qualities of the 

opera, showcasing the talent involved in both the creative and performance teams, and 

somehow filling knowledge gaps for audiences prior to attending the show. However, I 

believed that by expanding the target audience beyond the OBU community, creating a 

dynamic online presence to disseminate needed insights to the opera’s story and music, 

and instituting other educational experiences, we could make a strong case for why this 

production was worthy of patron’s time, cost, and effort to attend.6 

 
6. These elements represent part of what is considered by an individual when making the purchase 

decision, which will be discussed in later chapters. 
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 Thus, a small-scale strategic marketing plan was designed and executed, resulting 

in a sold-out run of A Porcelain Doll. Due to the limited budget, most marketing tactics 

employed were free or of minimal cost yet functioned at a high rate of efficiency with 

potential to expand. Digital marketing played a key role in promotion efforts, employing 

easily accessible visual media combined with detailed information for new events, such 

as the “Get to Know the Show” pre-show lecture (which was filled beyond capacity each 

performance), the OBU-student only preview performance, and a ticket giveaway. I used 

these successes to implement a similar digital media marketing plan for The Addams 

Family in the fall of 2017. This increased social media presence led to over 90% of all 

seats sold for the third consecutive musical stage production and the addition of a 

midnight Halloween performance due to high community demand. 

The success of these marketing strategies and the popularity of our educational 

experiences lend credence to the benefits of a unified strategic marketing plan for staged 

musical works at OBU. Though plans for a for a musical theatre degree have been put 

aside for now, the importance of diversity in staged musical works throughout the 

College of Fine Arts remains a relevant concern. Also concerning, however, is the prior 

reaction of both audiences and administration to challenging works. The canons of opera 

and the modern musical are rife with material that audiences at OBU might find difficult 

in their formulation of an aesthetic response to that work. This document argues that 

marketing and audience engagement are the most effective tools to address repertoire 

challenges and build audience loyalty. Clear, concise, timely, and effective 

communication efforts can influence the level of both understanding of and connection to 

the materials being presented. Educational opportunities like pre-show lectures, content 
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posted on social media, or director’s notes can guide audiences through challenging 

materials to a cognitive outcome that better reflects the vision of the director. Marketing 

and communications open the educational door to the audience. The strategic marketing 

plan coordinates the seemingly disparate elements of communication, strengthening the 

production team’s artistic choices and enticing audiences to join the journey. 

Methodology 

 The main body of this document falls into the categories of research of a problem 

in community relations, reception and marketing, and the design of a solution for that 

problem. To create the marketing and communications plan for staged musical works at 

Oklahoma Baptist University, I have developed a methodology which is problem-

oriented, involving fundamental research from texts, periodicals, journals and 

professional blogs concerning marketing strategies for non-profit or non-profit arts 

organizations. I have also gathered and analyzed data on existing institutions and 

neighboring major universities, which is generally available via digital media. Data 

gathered from current faculty at OBU and my personal directing and marketing 

experience as an assistant professor of voice at OBU provided insights regarding the state 

of the University’s current marketing of staged musical works, a SWOT analysis the 

specific marketing needs within the Division of Music and Theater program, and the 

University’s mission the demands of the institution. Byrnes accurately states that “a clear 

mission statement, which defines the organization’s ‘purpose or reason to be,’ is the 
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source from which all plans should spring, [and] typically includes wording to help the 

reader understand what the organization does and why it does [it].”7  

As indicated in my bibliography and review of research, there is significant pre-

existing material concerning the construction of marketing and communications plans, 

marketing for arts organizations, dealing with controversial elements, and strategies for 

audience outreach and growth. However, the literature lacks marketing strategies and 

audience engagement activities that are specifically tailored to the small, Christian liberal 

arts college and, likewise, to the address of potentially controversial material in main-

stage academic musical performances. Initial research suggests that many materials 

assume academic freedom and stable funding in university programming, and therefore 

may fail to address issues of audience engagement, the need to elevate marketing, and/or 

the need to enhance audience size in an academic setting. This area of activity is 

increasingly important not only for Christian educational environments, but for any arts 

organization functioning within a more conservative audience base for whom 

programming content can be a significant concern.  

Expected Conclusions and Scope 

 Given the fact that little strategic marketing for staged musical works is currently 

taking place at OBU, it is expected that both awareness of and attendance at productions 

and related audience engagement events will increase for both opera productions and 

musical theater productions. Long-term goals include diversifying audiences in regard to 

their market segment (i.e. faculty and staff, students, alumni, and community members), 

 
7. William J. Byrnes, Management and the Arts, 4th edition (Burlington, MA: Focal Press, 2013), 

p. 128.  
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and an increase in the range of subject matter and musical style of public musical 

performances available to the students of the university. As might be anticipated, the 

process of completing this study and the follow-up report yielded conclusions which both 

supported and also nuanced my initial expectations. 

Any expected conclusion must take into account the Christian mission of the 

school and the necessity that activities “be worthy of the high calling of God in Christ.”8 

This is, after all, consistent with the duty of any arts administrator: to function effectively 

within the mission of the organization. In the OBU context, goals for increased diversity 

of works produced must connect with the university’s mission to design realistic 

programming. An example of a realistic programming goal might be to stage a 

production of Hairspray—a musical which includes strong language, some sexual 

undertones and innuendos, racial tension, and a male dressed in female clothing—within 

five years. An unrealistic goal would be a production of Rent or Avenue Q, works 

including considerably more challenging content, in the next five years. At the same time, 

it is essential to remember that within the context of the Southern Baptist denomination 

and Christian faith, all people regardless of background, race, or gender are considered 

worthy of the love of God. Staged musical productions at Christian-missioned 

universities thus provide remarkable opportunities to engage ostracized or marginalized 

people groups via the accessibility and expressivity of the performing arts. 

Because this specific professional problem functions within the constraints of the 

mission statement of OBU, the role of academic freedom or censorship in religious or 

 
8. “About OBU: Our Mission,” Oklahoma Baptist University, updated 2019, 

www.okbu.edu/about/mission.html. 
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otherwise private colleges will be considered outside the immediate sphere of the study. 

At the same time, a few materials on censorship are employed to provide context and 

contrast to the OBU mission and current programming issues to serve as a lens through 

which controversy can be more accurately defined in this specific set of circumstances. 

Though an expected outcome of the implementation of a strategic marketing plan is 

increased enrollment in fine arts programs at OBU, collegiate recruitment strategy is also 

not a central focus. 

Review of Related Research 

Though this document specifically focuses upon the Christian liberal-arts college, 

strategic marketing and communications planning is an integral element of effective 

strategic management in any type of arts organization. Many texts, such as Byrnes’s 

Management of the Arts and both Bernstein’s Standing Room Only: Strategies for 

Marketing the Arts and Arts Marketing Insights describe the role of marketing within an 

arts organization and the recommended steps to create a successful plan, including 

SWOT analysis and long-term goals.9 These are seminal texts in the realm of arts 

management. Other sources such as Radtke’s Strategic Communications for Nonprofit 

Organizations: Seven Steps to Creating a Successful Plan, Sargeant’s Marketing 

Management for Nonprofit Organizations, Hatton’s Marketing Plans With a Winning 

Edge, and Rados’ Marketing for Nonprofit Organizations more widely address issues of 

marketing strategy in for-profit businesses or non-profits as a whole without emphasizing 

 
9. Byrnes, Management and the Arts; Joanne Scheff Bernstein, Standing Room Only: Strategies 

for Marketing the Performing Arts, 2nd ed. (Boston: Harvard Business School Press, 2014); Joanne Scheff 
Bernstein, Arts Marketing Insights: The Dynamics of Building and Retaining Performing Arts Audiences 
(San Francisco, CA: Jossey-Bass, 2007). 
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the arts specifically.10 Each of these texts can provide guidelines for successful marketing 

of less-tangible products found in the non-profit realm, but none target ideas specifically 

intended for artistic products.  

This is not to say that the material found in these texts is unusable, only that they 

lack the context and nuance needed to be immediately applicable in a creative 

environment, which is inherently different from other non-profits. Joseph V. Melillo 

states in the preface of Market the Arts! that:  

The superimposition of standard corporate marketing processes and techniques 
onto a performing-arts organization is an error made out of naiveté. The 
performing arts, by their essential artistic nature, require the marketing principles 
(and the resulting processes and techniques) to go through a transformation before 
being inseminated into the creative process. Only then are they ready to offer a 
performing-arts event, an audience.11  

 
In his introduction to the same text, Charles Ziff makes two key points: first that 

“the marketer of art is an interpreter of the work of the artist” and second, that “the 

quality of the marketing communications you create will represent the quality of your 

art.”12 The living nature of the performing arts creates an innately different marketable 

product compared with traditional business models. 

An analogous unspecificity can be observed in the superimposition of non-profit 

performing arts marketing practices on higher education, and, more specifically, 

 
10. Janel M. Radtke, Strategic Communications for Nonprofit Organizations: Seven Steps to 

Creating a Successful Plan (New York: John Wiley and Sons, Inc., 1998); Adrian Sargeant, Marketing 
Management for Nonprofit Organizations (Oxford: Oxford University Press, 1999); Angela Hatton, 
Marketing Plans with a Winning Edge (London: Pitman Publishing, 1996); David L. Rados, Marketing for 
Nonprofit Organizations, 2nd ed. (Westport, CT: Greenwood Publishing Group, Inc., 1996). 

 
11. Joseph V. Melillo, Market the Arts! (New York: Published by the Foundation for the 

Extension and Development of the American Professional Theater, 1983), 11. 
 
12. Charles Ziff, foreword to Market the Arts! (New York: Published by the Foundation for the 

Extension and Development of the American Professional Theater, 1983), 13. 



 Texas Tech University, Rebecca Ballinger Clark, May 2021 

  10 

Christian higher education situations. Most of the texts listed above deal specifically with 

the creation of marketing and communications plans outside the academic world—a gap 

which can also be noted in the texts and articles listed in the bibliography. None is 

primarily meant as a university resource—blanket application of these texts’ strategies, 

then, requires that the university must be conceptualized as a non-profit which utilizes the 

university, school, or departmental mission statement as the rallying point for strategic 

planning. Such a conception is inherently problematic. As Thomas Wolfe states in 

Managing a Nonprofit Organization: 

An essential difference between profit and nonprofit organizations centers around 
the concept of mission…The concept of ownership is completely absent…and 
consequently the nonprofit’s mission has a totally different thrust. There can be 
no owners…the law is clear in specifying that ownership (with concomitant 
private gain) is incompatible with public purpose.13   
 
Likewise, the core mission for Christian schools differs from that of their public 

counterparts—while budgets for programming are often small or non-existent, making 

marketing both philosophically and financially difficult. For example, the Oklahoma 

Baptist University mission statement as well as Dockery’s Faith and Learning and 

Ostrander’s Why College Matters to God (texts utilized by OBU to emphasize integrated 

faith and learning to both students and faculty) significantly impact the goals of its 

performing arts program, as well as any organizational strategies.14 These texts provide 

the framework and lens for all university functions, from student life to administrative 

goals, and thus impact strategic decision-making.  

 
13. Thomas Wolf, Managing a Nonprofit Organization (New York: Simon and Schuster, 1990), 7.  
 
14. David S. Dockery, ed., Faith and Learning: A Handbook for Christian Higher Education 

(Nashville: B & H Books, 2012); Rick Ostrander, Why College Matters to God: An Introduction to the 
Christian College, Revised ed. (Abilene, TX: Abilene Christian University Press, 2012). 
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This mission-orientation likewise impacts choices made concerning programming 

of staged musical works. It complicates a selection process in which a director must 

already consider several significant issues, such as the show’s musical and acting 

demands, cast numbers (forces), cast gender needs, production costs, and so forth. While 

arguments can be made in favor of controversial programming in articles like “If It’s 

Controversial, Why Teach It?” and articles published by the National Coalition Against 

Censorship, it is also still the duty of a non-profit to function within its mission 

statement.15 These articles contextualize missional considerations regarding what is 

considered controversial and the place of such material in the classroom. As a result, 

production selection and marketing must be informed by relevant works and 

environmental changes in the operatic and musical theater canon, but are also subject to 

the audience of the organization’s mission statement.  

At the same time that the program or company must grow to remain relevant, 

growth is also impacted by the mission of the non-profit. This targeting is a key factor in 

attracting and retaining audiences, as well as in efficient budgeting. As Byrnes states in 

Management and the Arts “It is a simple fact that if the enterprise does not adapt to 

changes in the world, it is likely to be less effective fulfilling its mission; and if it is too 

rigid or too slow to change, it will cease to exist.”16 Lapierre’s “Leadership in Arts 

Management” discusses the responsibility of the arts manager in making strategic choices 

 
15. Mary Soley, “If It’s Controversial, Why Teach It?,” Social Education: National Council for 

the Social Studies, Col. 60, No. 1. 1996, http://www.socialstudies.org/sites/default/files/ publications/se/ 
6001/600101.html 

 
16. Byrnes, Management and the Arts, 86. 
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for an organization, while Leaming’s Academic Leadership: A Practical Guide to 

Chairing the Department provides a guide for negotiating change in higher education.17  

A significant challenge that OBU faces is identifying and marketing to its 

audience niche. Wolf states, “[it is] the challenge of constituency identification and 

involvement. A nonprofit organization must identify clearly those it intends to serve, and 

once it does so, it must work toward an organizational structure…that reinforces its 

commitment to that group.”18 “Event Preferences Among Arts Patrons: Implications for 

Market Segmentation and Arts Management,” from The 2015 Arts Marketing Benchmark 

Survey, provides examples of strategies for finding and targeting an ideal audience.19 As 

Liz Hill has argued in Creative Arts Marketing, marketing theory has shifted away from a 

single-transaction model of marketing to a relationship-focused model. Many 

relationship-marketing theorists even stress that the relationship must be in place for the 

transaction to occur, rather than building a relationship via continued transactions.20 This 

makes a strong case for including both a relationship-building or service element within 

strategic marketing, as well as instituting crisis management and contingency plans. Both 

Sigmon’s Linking Service With Learning in Liberal Arts Education and Bringle’s 

“Implementing Service Learning in Higher Education” emphasize this importance and 

 
17. Laurent Lapierre, “Leadership and Arts Management,” International Journal of Arts 

Management, Vol. 3, No. 3 (Spring 2001); Deryl R. Leaming. Academic Leadership: A Practical Guide to 
Chairing the Department, 2nd ed. (San Francisco, CA: Jossey-Bass, 2007). 

 
18. Wolf, Managing a Nonprofit Organization, 17. 
 
19. Capacity Interactive, 2015 Arts Marketing Benchmark Survey, 

http://ideas.capacityinteractive.com/benchmark-survey-2015. 
 
20. Liz Hill, Catherine O’Sullivan, and Terry O’Sullivan, eds., Creative Arts Marketing, 2nd ed. 

(Boston: Butterworth-Heinemann, 2003), xvi. 
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implementation of service learning in an academic setting.21 In the particular case of 

OBU, a Christian institution, a level of service is expected, and relationship building is 

much needed. Service can come in a variety of forms, from outreach to help underserved 

people groups like children with autism, to on-campus educational programming. We 

offered opportunities for the community to learn about the origins of blind-deaf education 

in America prior to each performance of the opera A Porcelain Doll, which was filled 

over capacity at every offering.  

However, no matter how well-planned or well-marketed a production process 

may be, in a socially conservative environment there is a high likelihood that some 

element of the production may be offensive to an audience member. Crisis management 

and contingency plans are therefore just as important in the strategic process as are 

marketing and audience outreach planning. Traditional plans are often in place to guide a 

business or non-profit organization through a critical event, such as the loss of key 

personnel (such as a founder or CEO), a natural disaster or attack, or even the loss of 

critical funding. However, in the arts they must also include means for effectively 

anticipating negative reactions to artistic material and for helping the organization to 

provide quick, clear, and persuasive communication concerning artistic choices. 

Contingency planning for a university production in particular can provide unique 

opportunities to increase dialogue between the department and administrators concerning 

 
21. Robert L. Sigmon, Linking Service With Learning in Liberal Arts Education (Washington, 

D.C.: Council of Independent Colleges, 1997), http://www.cic.edu/newspubs/pubs/sigmon94/ 
sigmon94.shtml; Robert G. Bringle and Julie A. Hatcher, “Implementing Service Learning in Higher 
Education,” The Journal of Higher Education, Vol. 67, No. 2 (Mar. - Apr., 1996). 
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potentially sensitive materials and to encourage working together to strengthen missional 

connections.  

Literary Review 

Christian Higher Education 

 Due to the direct affiliation of Christian higher education with the doctrines and 

theologies of the Christian religion, there are many resources available intended to guide 

administrators, faculty, staff, and even students in the justification and integration of faith 

and learning. Though each university adopts their own specific methods of fulfilling this 

integration as is appropriate to their specific beliefs, there are two texts utilized by 

Oklahoma Baptist University to navigate the purpose of Christian higher education and 

the desired outcomes for students attending this university.  

 Why College Matters to God by Rick Ostrander is a condensed introductory text 

used with incoming students during the university’s welcome week to immediately and 

succinctly link the worldly purposes and benefits of receiving a college degree with its 

distinctively Christian ones.22 Ostrander concisely describes Christian worldview and the 

process of its continual development (discussed in length in the following chapter) and 

states boldly that the difference between secular and sacred institutions of higher learning 

lies in the mission of Christian colleges to “weave a Christian worldview into the entire 

 
22. In this instance, the term ‘worldly’ indicates what the Bible would describe as purposes or 

motives of the earthly realm as opposed to those of the spiritual or heavenly realm and implies a negative 
connotation. There are many cautions in both the New and Old Testaments concerning love of ‘worldly’ 
things, such as possessions or desires of the flesh. 1 John 2: 15-17 states: “Do not love the world or the 
things in the world. If anyone loves the world, the love of the Father is not in him. For all that is in the 
world—the lust of the flesh, the lust of the eyes, and the pride of life—is not of the Father but is of the 
world. And the word is passing away, and the lust of it; but he who does the will of God abides forever” 
(NKJV). 
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fabric of the institution, including academic life…and help [students] live every part of 

life purposefully and effectively as a follower of Christ.”23  

 As is common in Evangelical Christian ideology, a trinitarian construct is applied 

to the foundation and application of education.24 God created all elements in the world 

and they are inherently good, the Fall (or the sin of men) corrupts the purpose of God’s 

creation, and God is working to redeem His creation. Of important note to the topic of 

this project, Ostrander does not advocate that elements of creation are inherently evil 

since all creation is of God, but that people tend to “identify evil with certain parts of 

creation itself, rather than as a corruption of creation.”25 Thus, as Jesus was called to 

redeem the sins of man, Christians are called to redeem their discipline and therefore the 

world through their discipline.  

 Faculty members at Christian institutions are thus charged with the task of 

implementing Christian worldview in their instruction, as well as guiding students in the 

formation of their own worldview. The tool of implementation in the classroom is the 

integration of faith and learning, briefly introduced to students by Ostrander, but 

elaborated upon for faculty members in Faith and Learning: A Handbook for Christian 

Higher Education, edited by David S. Dockery. Dockery’s text more intimately explores 

the challenges and opportunities found in Christian higher education, specifically 

Christian liberal arts education. 

 
23. Ostrander, Why College Matters to God, 17.  
 
24. Trinitarian elements in Christian life stem from the belief that God is one God in three 

consubstantial persons—the Father, the Son (Jesus Christ), and the Holy Spirit. Most Evangelical 
Protestant faiths uphold the Trinitarian doctrine, as was first adopted in the Nicene Creed by the First 
Council of Nicaea in 325.  

 
25. Ostrander, Why College Matters to God, 81. 
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Like Ostrander, Dockery’s Faith and Learning addresses the challenges of 

defining and developing Christian worldview, as well as the difficulty of approaching the 

world with the mind of Christ. Dockery states, “What we are calling for is certainly 

intellectually challenging…but it is the [road] faithful to the best of our Christian 

heritage…[requiring] us to think and wrestle with the challenging ideas of history and the 

issues of our day.”26 In the context of a liberal arts education, this concept directly 

impacts both the selection of materials presented in the classroom and the manner in 

which they are delivered. Material is carefully chosen to both present standard canonical 

materials taught at any university and presented with the intention of connecting to a 

Christian worldview, and students are given ample opportunities for discourse to address 

cognitive dissonance. The concept of integrating faith and learning is then expanded into 

specific disciplines, including the arts, music education, and business. Each chapter 

provides insight regarding the significance of that learning area to the development of an 

over-arching worldview and targets challenges pertaining to its professional field.  

Arts Management  

 Arts management has become an area of significant professional and academic 

focus since the peak of the American culture wars and government arts funding 

 
26. Dockery, Faith and Learning, 13. 
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controversies of the 1980-1990s.27 Though artistic controversy was not a new concept at 

this time, the specific challenges of the late twentieth century combined with increases in 

public interest and  the availability of information led to the demand for transparency in 

financial reporting and in all operations supporting the organization’s mission. 

Subsequently, this demonstrated the need for arts organizations to hire individuals well-

versed in the intricacies of business management, government funding regulations, 

information systems, public relations, and people management. Arts managers have 

assumed the role of liaison between the arts-makers of an organization and financiers: 

namely, granting organizations, donors, and patrons. As production costs soar, the 

percentage of income provided by ticket sales decreases, increasing the need for 

donations and securing both private and government competitive grants. Byrnes states in 

the introduction of Management and the Arts: 

Our responsibilities as arts managers…are daunting. Internally, we are charged 
with providing and atmosphere for artist to develop and realize their visions with 
resources that would otherwise be unavailable…if left to the pressures of the 
traditional free-market system. Externally, we must bring audiences to the work in 
as effective and efficient a manner as possible, and to do so with them eager and 
well-prepared for those experiences.28 
 

 
27. The term “culture war” within the context of American history most commonly refers to the 

conflict between traditional and progressive ideologies in many facets of life, including art, philosophy, 
politics, social norms, and so on. The term is further contextualized by the era and events being described. 
For example, the culture wars of the late 1960s to early 1970s (i.e. the counterculture movement) rejected 
the social norms of the 1950s. In the 1980-1990s, “culture war” described the polarized public and political 
debates concerning homosexuality, abortion, the separation of religion and state, feminism, censorship, and 
other hot-button topics. This manifested in the arts via government funding of artworks considered to be 
extremely progressive and offensive by conservative American politicians and action groups, as well as 
members of the public. Controversial works by Robert Mapplethorpe, Andres Serrano, and other notable 
artists created reactionary public pressure to defund the National Endowment for the Arts and regulate 
works of art that are accessible to the public, rhetoric perceived as censorship by the artistic community. 

 
28. Byrnes, Management and the Arts, ix-x. 
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 As the availability of free time and available funds for leisure activities decrease 

and competition and costs in the entertainment industry increase, audiences are 

increasingly selective regarding where and how they utilize their time and monetary 

resources. Similarly, as self-promoted digital media and popular art forms rise, the 

classical arts, and even (to an extent) musical theatre, have seen a decline in attendance at 

live performances. As audiences seek resources to determine which entertainment 

opportunities will provide the highest degree of return on their investment, arts 

organizations must provide clear, transparent, and easily accessible communication to 

potential patrons. 

The need for strong leadership in the arts, both in artistic and managerial 

positions, is thus at an all-time high. Even the highest caliber performances affiliated with 

world-famous organizations go unattended if their value is inadequately perceived by the 

consumer. Strategic planning allows an organization to clearly define their purpose via 

the mission statement, determining specific goals to be met by the artistic program and 

budget, and identifying for whom their services are intended. The combined efforts of 

administrative and artistic leadership guide the organization through the strategic 

planning process to address its overall health and growth. 

It is thus not a surprise that, due to the increasing importance of the arts manager, 

a multitude of resources exist to address management needs.29 Management and the Arts: 

 
29. It is important to note that arts management resources written prior to the 1990s or 2000s often 

advocate strategies that are not considered as efficient today, though they introduce useful principles. For 
example, Subscribe Now! by Danny Newman provides excellent information regarding the success of 
companies that stressed season ticket campaigns prior to the year 2000. Today, season ticket sales have 
declined rapidly, replaced by flex packages and single tickets as the predominant ticket types sold due to 
changes in patron cultures. These changed are more adequately addressed in newer materials which better 
reflect changes in consumer cultures and purchasing habits. 
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Fourth Edition is a seminal text in arts administration.30 Though many of the principles 

discussed can be found in any business text, special attention is given to providing 

context for application in the arts. Organizational structures, strategies, and planning 

speak to the unique challenges arts organizations face at the local, regional, and national 

levels. As an overview for arts managers, this text emphasizes the skills and qualities of 

an effective administrator whose primary responsibility is to provide leadership and 

vision to the organization. Efficacy in each area of operation, from budgets to marketing, 

is touched upon lightly as Byrnes discusses each area’s role within the larger strategic 

plan and clearly defines the role the area plays in the overall health of the organization.  

Marketing the Arts 

Marketing strategies for the arts have become increasingly important in the digital 

age. As the arts manager has become the liaison between patrons and the arts 

organization, marketing has become a significant communicative tool for the arts 

manager to “sell” the value of the products offered. The digital evolution of both non-

profit and for-profit business in the twenty-first century has significantly impacted the 

reach of traditional marketing tools, shifting priorities and significantly elevating the 

importance of marketing strategy and digital media management. In order to remain 

viable, arts organizations must adapt to these changes. New audience segments are 

defined not only by age, income, ethnicity, and gender, but also by social behaviors and 

digital-centric lifestyles. Though consumer preferences differ in these market segments 

and marketing resources change quickly, there are many resources available for arts 

 
30. Though a fifth edition of this text has been printed, changes between editions largely increased 

ease for teachers utilizing this text for the classroom and have no significant impact upon the research 
conducted for this professional solution.   
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managers to further their understanding of marketing theory, to understand the 

importance of digital presence, and to engage creatively in imaginative and forward-

thinking marketing. 

 The second edition of Standing Room Only by Joanne Scheff Bernstein provides a 

comprehensive resource for arts managers for the philosophical context, history, and 

needs that drive arts marketing, as well as the processes of creating and implementing 

strategic marketing plans. Unlike Management of the Arts, Bernstein’s text is concerned 

specifically with marketing, though the author takes care to stress that the marketing plan 

is only one component of a successful organizational strategic plan and should function 

cohesively with other administrative areas. Bernstein tailors general marketing theory to 

the specificities of the arts, addressing the challenges and needs of various market 

segments in detail. She states,  

In the arts, intrinsic value varies from production to production and from patron to 
patron. Furthermore, people’s interests and needs transform over the course of 
their lives. To further complicate matters, in our dynamic society, the behavior of 
current and prospective arts patrons is changing dramatically. Thus, the central 
importance of marketing. The role of marketing is to bring an audience to the art 
and the art to the audience in ways that are relevant, meaningful, and 
compelling.31 
  
Because of this link between the marketing plan and an organization’s strategic 

plan, Standing Room Only advocates employing strategies that fit its specific needs. Such 

needs are unique to the individual organization relative to the characteristics of its 

mission statement, strategic goals, and target audiences. In order to better understand the 

role strategic marketing planning plays in the success of a marketing campaign and in 

 
31. Bernstein, Standing Room Only, p. 2-3.  
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achieving organizational goals, it is necessary to understand the evolution of marketing 

tactics and audience segments as shaped by changing global environments.   

Marketing challenges and opportunities are as unique as the organizations 

themselves, resulting in a multitude of diverse marketing questions. Standing Room Only 

addresses a wide range of issues and topics in marketing including: attracting and 

engaging new audience members, increasing attendance frequency, developing patron 

loyalty, how to better understand customers, how can organizations develop long-term 

strategic plans in a rapidly changing environment, how can an organization determine if 

strategies are working effectively, and what role marketing has in an organization.32 In 

order to plan strategically, organizational leadership must also provide the tools needed 

for the marketing plan to be successful. Market research, marketing audits, and careful 

examination of the mission, branding, and positioning in the community are integral to 

success. As previously noted, the marketing plan is only a part of the larger strategic plan 

for the organization.  

Arts Impact Reports & Surveys 

The primary tools that provide arts organizations with an understanding of 

audience demographics, trends in arts and cultural event attendance, and the current state 

of the arts are surveys and reports generated by local, state, or federal arts agencies. 

Studies of a broad regional or national scope are achievable by only the largest non-

profits, most of whom survey only their potential market and needs rather than providing 

information that can be used to draw broad conclusions about arts consumers. The 

 
32. Ibid., p. 3-4.  
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National Endowment for the Arts (NEA), a federal government funding body, and 

Americans for the Arts (AFTA), a national arts advocacy group, regularly conduct 

research whose purpose is to generate precise statistical data on a national scale, and to 

assist arts organizations in effectively integrating with their communities.33 

When creating a strategic marketing plan, it is imperative to consider trends in 

attendance, overall preventative barriers for potential patrons, and other factors that might 

otherwise alter existing marketing tactics or budgets. AFTA has recently partnered with 

state and regional arts organizations to complete Arts & Economic Prosperity 5, a study 

evaluating the arts as an economic driver. This study emphasizes data used to advocate 

the importance of the arts to donors, corporate sponsors, and government policy makers, 

but includes audience attendance data that marketers can use to determine the rate of 

audience growth or decline in a state, region, or even participating cities. The National 

Arts Marketing Project (NAMP) and the Arts Industry Digital Marketing Benchmark 

Study by Capacity Interactive provide data concerning current marketing trends, 

concerns, effective marketing strategies, and successes in arts marketing.  

Marketing is an increasingly specialized and highly pressured aspect of arts 

management, which has resulted in a sharp increase in the demand for both literature and 

experienced, technologically minded individuals. For marketing to function effectively, 

the organization must gather as much and as precise information as possible concerning 

targeted audience segments and what marketing strategies create the most return on 

 
33. An arts advocacy group is an organization dedicated to the education of individuals, the public, 

arts organizations, and elected officials about the importance or value, both intrinsic and fiscal, of the arts; 
The National Arts Marketing Project (NAMP) is a subsidiary of Americans for the Arts. 
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investment. This data can be used to identify and address the factors of influence for both 

current and potential patrons, breaking down barriers to attending an event and avoided a 

costly trial-and-error period.34 Even a small organization like OBU can benefit from the 

incorporation of these large-scale studies when the data is informed by market research. 

Each community has its own unique structure, and the simple transfer of data will not 

speak at an intimate, organizational level. Surveys used to gather this information are also 

effective evaluative tools to assess the efficacy of an organization’s strategic plan. The 

most efficacious strategic plan is one which is both aware of and responds to necessary 

shifts supported by solid data. 

Audience 

 As this document unfolds, it is important to note the existence of two different 

audiences to whom this information is intended and the way gaps in technical language 

must be addressed for each.  

Arts Administrators 

The first audience consists of professional arts administrators who are concerned 

primarily with marketing strategy content and how the challenges presented in this case 

study are resolved in the marketing plan. These professionals understand the purpose and 

process of creating a strategic marketing plan within a professional arts organization but 

may lack expertise in the missional challenges of Christian higher education. Chapter 2 is 

 
34. “Factors of influence” are a variety of elements that a customer considers when making a 

ticket purchase, which vary significantly based upon the type of patron. For example, a young family will 
not present the same factors of influence as a retired couple. The young family might evaluate monetary 
factors based on the cumulative costs of their children’s activities, babysitter cost, or the total cost for four 
tickets. A retired couple might consider their fixed income, charitable work, or other opportunities 
available. 



 Texas Tech University, Rebecca Ballinger Clark, May 2021 

  24 

intended to assist this audience in understanding the missional purpose of a Christian 

college—a mission which must be honored in the creation of a marketing plan. This 

chapter explores Christian worldview, the integration of faith and learning, and some 

effects of faith elements on university life and the performing arts. This context is 

essential to understanding environmental analysis, strategic marketing mission, and the 

importance of audience education to this project. Chapter 3 provides environmental 

information specific to OBU, framing the strategic marketing plan content found in 

Chapter 4 and the Appendix materials.  

University Faculty, Staff, and Administrators 

The second audience is comprised of those who do not have formal training or 

extensive experience as an arts administrator—namely university faculty, staff, and 

administrators. These persons often must act as an arts administrator in addition to their 

university duties but lack technical knowledge of marketing strategy and audience 

engagement. Should they face similar circumstances, they may then be able to implement 

various aspects of the plan in accordance with their own set of needs. Chapter 3 provides 

the basis of comparison to their own organization and Chapter 4 provides technical 

definitions and theoretical support from the field of arts administration for the content of 

the Appendix. The Appendix is a practical guide for faculty, staff, and administrators to 

generate marketing materials during the run of a staged musical work at OBU, though 

much of this material may be adapted and utilized at other public and private institutions 

of higher learning. 
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CHAPTER II 

CHRISTIAN WORLDVIEW AND THE PERFORMING ARTS 

Distinguishing Characteristics of Christian Higher Education 

Introduction 

 At the beginning of each school year at Oklahoma Baptist University, new faculty 

hires participate in mandatory new faculty orientation. For several days, my cohort met 

over copious amounts of coffee in a small room in the Mabee Learning Center (the 

campus library) to learn the ins and outs of professorial life. Typical mundane materials 

such as academic calendars, faculty forum, committees and the like are explained, but 

two special topics were also covered. Each of us received a copy of Why College Matters 

to God and Faith and Learning, learning that we would be discussing Christian 

worldview and the integration of faith and learning in monthly meetings throughout the 

first year of teaching.35 I knew that I had accepted a position at a Christian, specifically 

Southern Baptist, university and that my faith would be a factor in my teaching career. I 

was required to submit a statement of faith with my application, asked about my faith and 

religious activities during my interview, and knew from my undergraduate experience at 

a similar university in Texas that students would encounter Christian teachings and 

activities in both academic and recreational environments on campus. As a student at a 

Southern Baptist university, I led prayer in class, discussed the elements of my profession 

 
35. Why College Matters to God is used to explain Christian worldview during both the new 

student ‘Welcome Week’ (a one-week period prior to the beginning of the fall semester to acquaint 
students with college life at OBU), as well as in the optional Christian Worldview course; Faith and 
Learning is explored in depth during the New Faculty Orientation seminars which begin two weeks prior to 
the start of a new faculty’s first fall term and continue monthly through the conclusion of the first academic 
year. 
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from the perspective of a Christian, and been encouraged to participate in many bible 

studies, worship nights, and mission trips. However, the formal concepts of ‘Christian 

worldview’ and ‘the integration of faith and learning’ were new to me and required some 

study to fully understand their significance within OBU’s mission, purpose statement, 

and educational goals.36 The comprehension and implementation of these are essential to 

the viability of the mission, extending far beyond my initial beliefs about what teaching 

at a Christian college would be.  

Christian Worldview 

Christian worldview is a complex subject that has direct bearing upon all 

administrative, academic, and social elements of a Christian university.37 According to 

worldview scholars, two fundamental elements exist:  

1. All persons cannot help but have a worldview as a result of their unique 
exposure to the world 

2. All education is presented within the context of a worldview, though it may 
not be religious or consciously acknowledged by either the educational 
institution or instructor38  

 
The dictionary defines worldview as a comprehensive conception or apprehension 

of the world from a specific standpoint, or the way someone thinks about the world.39 

Rick Ostrander states that worldview is better defined as “a framework of ideas, values, 

 
36. The mission, purpose statement, and educational goals can be found in Appendix A. 
  
37. The designation “Christian university” includes bible colleges, Christian colleges, and divinity 

or theological schools. These are discussed in further detail in Chapter 3 of this document. 
 
38. Rick Ostrander, Why College Matters to God: An Introduction to the Christian College, rev. 

ed. (Abilene: Abilene Christian University Press, 2013), 17-18. 
 
39. Merriam-Webster.com Dictionary, s.v. “Worldview,” https://www.merriam-

webster.com/dictionary/worldview. 
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and beliefs about the basic makeup of the world.”40 These simple definitions still fail to 

encompass all elements of what worldview actually is. 

Rather than a set of beliefs one chooses to live by, a worldview exists in the 

subconscious—there is no awareness of its formation nor of its application in daily life. It 

is shaped by our experiences but expressed in our actions and behavior. Ostrander 

clarifies that a life philosophy and worldview differ in that “a philosophy of life implies a 

rational, deliberately-constructed, formal system of thought that one applies to one’s 

world. A worldview is pre-rational and instinctive. It is shaped by my experiences and 

the community in which I live more than by logical analysis.”41 A life philosophy is 

inherently an intellectual expression—a way in which we choose to live. An individual’s 

worldview is a behavioral expression where actions manifest based upon experience 

regardless of conscious description. A current example of the national influence of 

subconscious worldview is systemic racism. It could be argued that many Americans 

have constructed a life philosophy that includes a belief in equality among all people, 

regardless of race. However, there is evidence that those raised in the worldview of 

racism personally mediate racism or support institutional racism with their opinions, 

behaviors, or actions despite claims otherwise.42  

In both the secular and religious university settings, worldview effects not only 

the interpretation of data or facts, but the selection of the facts that are presented. This is 

 
40. Ostrander, Why College Matters to God, 18. 
 
41. Ibid, 19. 
  
42. Types of subconscious support can include creating generalizations about the characteristics of 

a particular people group, ignoring economic, political, or municipal structures that favor one race over 
another. 
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often realized in the construction of curriculum or the contextualization of material for a 

course. In primary and secondary education, the influence of modern academic teaching 

worldviews can be seen in the selection of material for standardized testing, science, and 

health or sexual education courses, as well as in organizational structures which 

emphasize a “STEM” curriculum. Conversely, student worldviews might influence 

receptivity to materials presented in the classroom, their belief regarding the importance 

of education in their lives, and even their ability to succeed in their education and life 

endeavors. However, a Christian university benefits from a unified, trinitarian worldview 

which unites all elements of university life: God created the universe, and we delight in 

His creation, humans chose to fall from God’s grace which impacts God’s creation, God 

redeemed the fallen creation through the death and resurrection of Jesus Christ.43 

For believers in the Christian faith, when this trinitarian view of the world is 

further analyzed, a deeper understanding of the world and how humanity relates to it is 

achieved. 

• Creation—Knowledge of God is gained through His creation. Humanity fulfills 
its role as co-creator in God’s image, prompting the study of works by believers 
and non-believers alike, and we take delight in creation which is inherently 
good.44 
 

• The Fall—The fall, which is also described as the original sin or the creation of 
universal [hereditary] sin, corrupted creation which leads to the belief that some 
things are evil (for example sex, alcohol, movies, or politics).45 Due to this 

 
43. Ostrander, Why College Matters to God, 25. 
 
44. The understanding of common grace allows for this study to take place, and therefore 

Christian students are not insulated from non-Christian scholars but are taught to seek understanding within 
a larger Christian framework (Ibid., 63-64). 

  
45. Encyclopaedia Britannica, s.v. “Original Sin,” updated January 31, 2008, 

https://www.britannica.com/topic/original-sin#ref2692. 
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corruption, we recognize that we must be suspicious and discerning of 
information presented to us and of ourselves, despite the good intentions of the 
material at hand. Christian worldview helps to both understand and contextualize 
the effects of the fall on the world. Christians must be flexible in discerning the 
nature of something and its relationship to the fall for all of life is a mixture of the 
good of creation and the corruption of the fall. 

 
• Redemption—Christians are called to redeem the world which extends God’s 

reign over creation by redeeming our academic disciplines.46 This redemption 
requires a depth of insight about the world in its entirety to propagate intelligent 
evangelists who express empathy, insightfulness, and interest in others, 
recognizing that evangelism rarely begins with a Christ-centric conversation.47  
 
To some, there may exist a cognitive dissonance between the idea of Christian 

worldview as a pre-rational behavioral/belief framework and the teaching of worldview 

in a classroom. As an artist, parallels can be drawn to levels of musical skill and the 

continual process of artistic improvement. A ‘life philosophy’ can be likened to the 

student level of artistic proficiency. The student has or is learning the technical, musical, 

and physical skills of their instrument, but must continuously think through these 

processes to achieve the desired sound or effect. The professional musician has practiced 

these elements correctly enough to consistently perform each element at a highly skilled 

level without conscious thought. Violinists achieve the muscle memory to know where 

each pitch rests on a fretless fingerboard. Singers instinctively breathe with an expanded 

rib cage. The flautist’s fingers move at blinding speed through memorized scales for 

florid musical passages. OBU strives to achieve a similar result by teaching the concepts 

of worldview in both Welcome Week and the Christian Worldview course, forming the 

 
46. This does not refer to presenting only “nice” images, sacred subjects, or other types of cultural 

whitewashing, but instead refers to creating things that have eternal value. 
 
47. Ostrander, Why College Matters to God, 25-26. 
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habit of living through a Christian worldview with “practice” (assisted through the 

integration of faith and learning as well as attending school in a Christian environment), 

then leave OBU with the tools needed to become a worldview ‘professional.’  

As Christian worldview transcends the professional field to meta-application in 

life, the foundational trinitarian belief of creation—fall—redemption is unchanging. This 

provides the navigational tools needed to interpret modern social and cultural issues, 

relationships, and other information. “A Christian way of thinking about life is not just 

one’s personal faith expression, nor is it simply a theory. It is an all-consuming way of 

life, applicable to all spheres of life.”48 This complex manner of living is a cornerstone of 

what makes attending a Christian university distinctly different, creating a personal draw 

for many university students. 

Integration of Faith and Learning 

As previously stated, the integration of faith into the classroom is essential to the 

successful development of a Christian worldview. Ostrander states that “today’s Christian 

college recognizes that part of its mission is to equip students to effectively engage their 

culture as Christians in their profession.”49 The integration of faith and learning is the 

primary tool course instructors utilize to demonstrate and teach their own Christian 

worldview, in both its philosophy and application in life. Dockery states that there are ten 

foundational commitments for faculty and instructors that are necessary for the successful 

 
48. David S. Dockery, “Introduction,” in Faith and Learning: A Handbook for Christian Higher 

Education, ed. David S. Dockery (Nashville: B&H Publishing Group, 2012), 15. 
 
49. Ostrander, Why College Matters to God, 52. 
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integration of the Christian faith and higher education.50 These can be condensed to the 

singular concept that faculty and staff must think with a Christ-like mind as they 

intentionally engage the world as Christians.  

When this engagement happens, faculty effectively demonstrate living through a 

Christian worldview to students and fulfill the calling of Christ in the workplace, for 

which these commitments provide a framework. Ostrander states that some are called to 

simply be a “ ‘faithful presence’ in their particular sphere of creation,” while others might 

be called to challenge or change the system around them.51 Being a faithful presence in 

the classroom includes structuring materials and creating exercises that build mutual love 

and respect, demonstrating the love of Christ through the fruit of the spirit (love, joy, 

peace, patience, kindness, goodness, faithfulness, gentleness, and self-control), and 

setting an example for applying the teachings of Christ in daily life. Pope John Paul II 

states in his letter to artists “the human who crafts something mirrors the image of God as 

Creator,” meaning that artists have the unique ability to demonstrate the direct 

relationship between God and mankind—that man is created in God’s image.52 As faculty 

strive to carry out the OBU mission, they must remember that the integration of faith and 

learning is not easy. This is well-stated by Dockery who says: 

What we are calling for is certainly intellectually challenging. It is not the easiest 
road for us to travel but it is the one faithful to the best of our Christian heritage, 

 
50. A detailed summary of each commitment can be found in Appendix A. Each entry is followed 

by the page number(s) upon which corresponding information can be found in Dockery’s The Integration 
of Faith and Learning. 

 
51. Ostrander, Why College Matters to God, 105. 
 
52. Galatians 5:22-23 (NKJV; all subsequent citations are from this version); John Paul II, Letter 

to Artists, encyclical letter, Vatican Website, April 4, 1999, http://www.vatican.va/content/john-paul-
ii/en/letters/1999/documents/hf_jp-ii_let_23041999_artists.html. 
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and it provides no room for mere anti-intellectual piety, much less some vague 
spirituality. We are to have the mind of Christ; this certainly requires us to think 
and wrestle with the challenging ideas of history and the issues of our day. The 
loss of theological verve weakens churches, Christian institutions and 
organizations, and ultimately hampers the Missio Dei.53 
 

Christianity and the Performing Arts 

None can sense more deeply than you artist, ingenious creators that you are, 
something of the pathos with which God, at the dawn of creation, looked upon the 
work of divine hands…sensing in it some echo of the mystery of creation with 
which God, the sole creator of all things, has wished in some way to associate 
you. 

--Pope John Paul II, Letter to Artists 

Christian artists have the unique ability to apply the Christian worldview to their 

artistic discipline. Some interpret this act as the responsibility to present solely biblically 

based material in their artistic medium, others as a chance to interpret any artistic work 

through a Christian lens, and still others as simply being a Christian while laboring as an 

artist. Steve Halla states that:  

Our art, like our lives, should be substantive, authentic, and always seeking to 
move people forward and upward in their pilgrimage through life. Our art should 
be not like a mirror but like a window, which not only reflects something of our 
audience in it but also provides them with a vision to see beyond it. Goodness, 
truth, and beauty should characterize all that we make, regardless of artistic 
medium.54 
 
Christian artists undoubtedly add additional moral, psychological, and spiritual 

complexities to a field already fraught with numerous personal and professional 

challenges. As Christian artists in higher education, faculty and administration in the 

Warren M. Angell College of Fine Arts are faced with the difficulty of striking balance 

 
53. Dockery, “Introduction,” 13. 
 
54. Steve Halla, “Christianity and the Arts,” in Faith and Learning: A Handbook for Christian 

Higher Education, ed. David S. Dockery (Nashville: B&H Publishing Group, 2012), 296. 
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between these concepts, particularly when facing the demands of providing a 

comprehensive liberal arts education. 

In the performing arts, educational and professional challenges are primarily 

found in the integration of faith in artistic practice (i.e., performance). Faculty must 

prepare students to encounter situations in their professional field which might not reflect 

their Christian values, as well as to address issues such as historic and contemporary 

sexuality, secular social norms, and challenging characters in all forms of artistic 

expression (art song, opera, musical theatre, visual art, dance, and others) through their 

Christian worldview. Exposing students to these difficult topics, providing opportunities 

for discussion, and contextualizing their role as a Christian artist in both the classroom 

and on the stage is an integral part of providing the tools needed to develop a Christian 

worldview as a Christian artist. The commitments to the integration of faith and learning 

outlined by Dockery permeate all production elements staged musical works at OBU, 

from the selection of materials presented, to the instruction of participants and the 

educational opportunities provided to audience members. Faculty directors who are 

trained in the integration of faith and learning strive to honor the University’s mission 

with each production, whether stated outright or not. This provides a unique combination 

of educational, performance-oriented, and outreach goals and objectives. As previously 

mentioned, faculty and instructors must help students, and by extension—audiences, 

navigate material that often challenges a conservative, Christian worldview. Shows are 

selected not only for their traditional educational importance, but for their ability to allow 

students to be exposed to a wide variety of subject matter and genres, and to appeal to a 
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variety of people groups.55 According to Chris Mathews, dean of the College of Fine 

Arts, the main objective of staged musical works at OBU is to equip students to enter 

their professional field, but by equipping students, the lives of both students and 

audiences are transformed. He elaborates that this can be done without pandering an 

explicit theological or Christian connection, but by simply pursuing excellence in the art 

form. Mathews states: 

That is an eternal perspective and that should be at the core of everything we 
do…we believe we are citizens of another kingdom. In that regard, everything we 
do is viewed through those lenses…through a Kingdom-perspective. So if I do a 
musical then I think it is important that we as disciples of Christ be viewing that 
from a Christian perspective. In an environment of believers coming together then 
obviously there needs to be, there will be, should be, opportunities for us to have 
those conversations. And I think that it is somewhat organic then where it goes 
from there. I will tell you as dean I have no barriers that I would put up to faculty 
members or students who would want to highlight a redemptive element of a 
musical, or perhaps connect a musical performance with a service opportunity or 
something. I think there are brilliant ideas that the faculty and students have in the 
moment that particular semester, that particular piece, those particular students 
that come together and create an idea—I think this is how the Spirit works and 
how God calls us so I have no hurdles there. The caveat is, though, that we have 
to be careful—the life of the mind is worship. The pursuit of excellence is a way 
that we honor Christ and we have to be careful that we don’t inadvertently 
communicate that we pursue excellence with this musical but that’s not 
particularly Christian, so we have to add a Christian element to it to then sanctify 
it.56 

 
A utopian performance environment might see the meeting of Christian minds at a 

performance to discuss challenging material in mutual understanding come to successful 

 
55. These three points correlate with an element of the mission statement: equipping students to 

pursue academic excellence (show selection), integrate faith with all areas of knowledge (variety), and 
engage a diverse world (people groups). The OBU mission statement can be found in its entirety in 
Appendix A. 

 
56. Chris Mathews in discussion with the author, 5.  
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fruition, in truth the selection of musical works is fraught with challenge and requires 

delicate navigation of potentially controversial material. 

Controversy: Christianity and the Performing Arts 

 Controversy is an inherently subjective term, the application or interpretation of 

which is inseparably rooted in the worldview of the individual. The entomology of the 

word points to this ambiguity, more literally translating as turned against or disputed:  

actions which are only possible in the context of sets of opinions or the taking of a 

particular stance.57 Historically, the visual, performing, and literary arts are found at the 

center of many high-profile controversies due to their commentary on or disruption of 

cultural, social, or political issues. From Duchamp’s Fountain (1917) to Stravinsky’s Rite 

of Spring (1913), from Nijinsky’s erotic choreography for Debussy’s Prelude to the 

Afternoon of a Faun (1912) to Picasso’s Guernica (1937), artistic works have created 

strong, polarized public opinion. At times, works of this nature have even caused degrees 

of change in the world, particularly in their specific medium. Conversations concerning 

these and other artistic works were wide-spread and hotly debated, policies and laws 

written in reaction against them, and generations inspired to question the very nature of 

their art. Controversial works are often found at the apex of change, challenging or even 

redefining the field. These works often become canonical due to their historic 

importance, innovative qualities, or their ability to create deep intellectual or emotional 

stimulation. Jordan Bates describes the canon as “a body of …works considered to be the 

most important and influential of a particular time period or place,” and many define the 

 
57. Online Etymology Dictionary, s.v. “Controversy,” https://www.etymonline.com/ 

word/controversy. 
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term as being among the best of its kind.58 As a result of these traits, canonic works are 

widely studied and performed by many university programs and performing arts 

organizations.  

In a public university, the study of controversial materials in either the classroom 

or in practice is protected by academic freedom.59 Academic freedom is the freedom of 

faculty and students to discuss facts or ideas without the risk of negative or disciplinary 

repercussions from administrative bodies.60 The American Association of University 

Professors states that this also protects the presentation of these ideas in academic setting, 

including productions staged for the public.61 Mary Soley’s article “If It’s controversial, 

Why Teach It?” poses that presenting controversial material in an academic setting 

provides a safe environment for students to express fears, ask questions, discover 

differing worldviews and how they are formed, and learn to listen to one another to better 

cope with an increasingly diverse cultural landscape.62 This concept, though secular in its 

 
58. Jordan Bates, "Literary Canons Exclude Works No Matter How Selective Canon Makers Are," 

The Daily Nebraskan, April 25, 2013, http://www.dailynebraskan.com/culture/literary-canons-exclude-
works-no-matter-how-selective-canon-makers/article_da83def2-ad43-11e2-b07a-0019bb30f31a.html. 

 
59. The concept of academic freedom will be briefly introduced to highlight the missional 

differences between private and public institutions, providing additional context to the creation of this 
particular marketing and communications plan. This document will not discuss nor debate the 
appropriateness of academic freedom as defined and implemented by private universities. 

 
60. Encyclopaedia Britannica, “Academic Freedom,” updated February 8, 2017, 

https://www.britannica.com/topic/academic-freedom. 
  
61. AAUP Coalition for Theatre Education, Statement on Freedom of Expression, 

https://cdn.ymaws.com/www.athe.org/resource/resmgr/imported/AppendixAAUP.pdf. 
 
62. Mary Soley, “If It’s Controversial, Why Teach It?,” Social Education: National Council for 

the Social Studies, Col. 60, No. 1 (1996), http://www.socialstudies.org/sites/default/files/publications/ 
se/6001/600101.html. 
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origins, closely reflects the desired outcomes of integrating faith in the classroom—

providing a safe, structured space to discuss challenging or controversial materials. 

Within the added context of the Christian higher education mission, the scope of 

academic freedom and controversy is altered. Though materials presented in the 

classroom are often not formally restricted, the integration of faith and intentionally 

teaching Christian worldview influences what materials are selected and the manner of 

their presentation. In the case of the arts at OBU, the litmus question for selection of 

artistic works is often ‘does this show/music/material align with the mission and goals of 

an education based in the Christian faith, following the Southern Baptist doctrine?’ Chris 

Mathews, dean of the OBU College of Fine Arts places immense trust in faculty to 

exercise their judgement in selecting materials which provide appropriate opportunities to 

integrate faith and learning. Since the start of his tenure this selection technique has 

proven effective, but provides little long-term strategic impetus.63 Mathews also states 

that though more discretion is needed for the selection of works presented publicly, there 

is often increased freedom to present controversial material in small settings, such as in 

the academic classroom or private studio.64  

These intimate spaces naturally provide the type of environment previously 

described by Mary Soley as necessary to the successful navigation of difficult topics. In 

the larger-scale arena of traditionally structured public performance, there are few, if any, 

 
63. During the interview with Chris Mathews, it was discussed that during this period of transition 

in the College of Fine Arts, it has been necessary to maintain a level of flexibility to accommodate 
changing structures. Though an operational element might not be canonized at the current time, various 
items will be formalized as dictated by the needs of future growth and stability.  

  
64. Chris Mathews, 8-9. 
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opportunities for dialogue with the audience and responses have greater opportunity be 

reactive in nature. Reactive responses are a defensive and often negative emotional state 

caused by exposure to new or difficult situations. Reactive behaviors are the antithesis to 

proactive behaviors, which are characterized by distancing one’s self from an instinctual 

emotional response and following a practiced, logical analytic process.65 In these 

traditional performance scenarios, the “conversation” can seem one sided. The production 

team makes their statement with the work via the performance itself, program notes, 

director’s statements, artistic displays, and others. These activities stimulate the audience 

to creatively engage with the work on a deeper level, but is optional and often done 

without providing opportunity for questioning or rebuttal. This lack of conversational 

outlet can lead to inflammatory responses and an increased lack of understanding among 

audiences, particularly when the chosen production conflicts directly with their 

worldview.  

 For a Christian to overcome instinctually negative reactions to concepts that 

conflict with their worldview, they must recall that knowledge of secular or worldly 

cultures and vulnerability to one’s self are needed to construct a Christian worldview. 

This openness to understanding allows the digestion of materials as a Christian scholar is 

possible. Madeline L’Engle states:  

Vulnerability is something we instinctively reject because we are taught from 
kindergarten on that we must protect ourselves, control our behavior and our 
lives. But in becoming man for us, Christ made himself totally vulnerable for us 

 
65. Preston Ni, “10 Tips to Change From Reactive to Proactive in Situations: How to Be Less 

Reactive in Difficult Situations,” Psychology Today (blog), April 19, 2015, 
https://www.psychologytoday.com/us/blog/ communication-success/201504/10-tips-change-reactive-
proactive-in-situations. 
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in Jesus of Nazareth, and it is not possible to be a Christian while refusing to be 
vulnerable.66 

 
To change a worldview, one must first be vulnerable to the possibility of a new 

understanding of the world and the purpose of the Christian faith in that world. The 

integration of faith and learning is essential in providing the tools needed to create 

proactive behaviors in situations that induce cognitive dissonance, as well as in the ability 

to process controversial materials. In the case of the arts, these skills must extend beyond 

the classroom into the community. Dockery challenges Christian university faculty to be 

agents of change in a post-fall world, encouraging the prayer “that God would give us 

grace to be agents of redemption in this broken world…in order to do so, it will be vital 

for us to understand how to think about an interpret the ideas and issues of our day.”67  

These proactive behaviors allow Christian scholars to consider artistic works 

through the lens of the Fall. The ideal that all creation celebrates God, but when used 

inappropriately or abused can lead away from God is supported by many Christian 

scholars and artists. Pope John Paul II described this by saying “through his artistic 

creativity man appears more than ever in the image of God…exercising creative 

dominion over the universe which surrounds him.”68 Steve Halla, Associate Professor of 

Art at Union University (a Christian college), says “it is one thing to worship a painting, 

and quite another to learn from a scene represented in a painting what ought to be 

 
66. Madeline L’Engle, Walking on Water (Colorado Springs: Waterbrook Publishing, 1972), 229. 
 
67. Dockery, “Introduction,” 22. 
 
68. John Paul II, Letter to Artists. 
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worshipped.”69 Renowned author Madeline L’Engle states that “a painting of a nude 

body can glorify the wonder of incarnation or it can titillate and degrade.”70  

Often, Christians act as armchair cultural critics commenting on rather than 

engaging with artistic products, “thus there is an ongoing need to cultivate and maintain 

meaningful Christian dialogues with the arts that encourage artistic activity and 

innovation as well as biblical, theological, and philosophical artistic reflection.”71 It is 

natural to react aesthetically to artistic works and crave these experiences. Christian 

artists, companies, and universities can guide these experiences by creating artistic 

products that celebrate our creationary calling, demonstrate their love of God by striving 

for artistic excellence, and creating art that keeps the best interests of the audience in 

mind, “always seeking to move people forward and upward in their pilgrimage through 

life.”72 Strategic, intentional audience engagement and marketing are the most obvious 

tools to allow for the successful navigation of these deep, thought-provoking experiences. 

 
69. Halla, “Christianity and the Arts,” 287. 
 
70. L’Engle, Walking on Water, 89. 
 
71. Halla, “Christianity and the Arts,” 280. 
 
72. Ibid, 296. 
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CHAPTER III 

OKLAHOMA BAPTIST UNIVERSITY: AN EXAMINATION OF 

OPERATIONAL STRUCTURES 

 
Religious Roots and Their Impact 

Introduction 

As I began to arrive at a personal understanding of the complex nature of teaching 

in a school which integrates faith into the classroom through a Christian worldview, I 

turned my attention to the application of these ideals at OBU. Every college and 

university brings unique identifying characteristics to the shaping of a program’s 

structure and purpose. OBU, a faith-based institution of higher learning in a period of 

administrative change, is no different. Each environmental element could be expected to 

shape the goals, strategies and tactics of a strategic marketing plan, which is explored in 

greater detail in Chapter 4.  

While most strategic planning in arts nonprofit organizations is presumed to be 

analogous across each operational area (marketing, development, and programming, 

among others), university systems can instead employ several strategic plans at once, 

whose perspectives, content, and implementation may vary highly amongst different 

programs, schools, and colleges. The typical university system strategic plan might 

include factors like enrollment increases, diversity initiatives, campus safety, fundraising 

goals, capital or endowment campaigns, and facility improvements to improve the health 

of the university at large. Micro-level strategic plans at the college, school, or division 

level often align with many goals of the university’s macro-level plan, but may also 
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include items tailored to the needs of a specific professional area. For example, a 

research-based science department might emphasize an increase in faculty and student 

professional publications and conference presentations, whereas a music department 

might choose to emphasize strengthening community ties and teaching opportunities 

through a community classroom. A strategic marketing plan depends on the mission and 

individual needs of the organization to create strategies, goals, and tactics. The present 

chapter provides details about the academic, administrative, and cultural environments at 

OBU that directly impact both the needs that a strategic marketing plan addresses, as well 

as the way they will be addressed.  

Religious Affiliation 

OBU was founded in 1910 by the Baptist General Convention of Oklahoma 

(BGCO) and has been functioning continuously since 1915.73 The BGCO is an 

organizational member of the Southern Baptist Convention (SBC), an association of over 

47,000 cooperating churches, 9,000 missionaries, 6 theological seminaries, and 794 

Baptist Student Ministries at college campuses across North America.74 OBU remains 

intimately connected with the evangelical, Protestant Southern Baptist denomination and 

is directly supported by the BGCO. In addition to obvious theological ties to the Southern 

Baptist denomination, 9.66% of the BGCO’s 2019 operational budget, approximately 2.5 

million dollars, was allocated for OBU as a BGCO “affiliate.”75 This affiliation is an 

 
73. “The First 100 Years: A Glimpse of OBU’s History,” Oklahoma Baptist University, updated 

2019, https://www.okbu.edu/centennial/history.html. 
 
74. “Fast Facts About the SBC,” Southern Baptist Convention, updated 2019, 

http://www.sbc.net/BecomingSouthernBaptist/FastFacts.asp. 
 
75. “2019 BGCO Financial Plan,” Baptist General Convention of Oklahoma, 

https://cdn.bgco.org/2018/12/04172406/2019-BGCO-Financial-Plan.pdf. 
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important identifying factor of OBU, particularly since many Christian colleges shed 

their religious ties as they grow and develop individual identities. It has become a 

common occurrence throughout America in the nineteenth and twentieth centuries for 

historically Christian colleges and universities (such as the Ivy League) to separate 

religious studies into a divinity or theological school, minimize the impact of religion on 

the general student body, or abandon these initial religious connections altogether.76  

Though the depth of its relationship with the BGCO and the Southern Baptist 

denomination is not mentioned in OBU’s mission, further investigation reveals these ties 

in multiple areas. The Baptist faith is directly referenced in three of OBU’s purpose 

statement goals and seen in the placement of “members of the various Baptist churches 

throughout Oklahoma” on the university’s board of trustees.77 Furthermore, the exact 

nature of OBU’s connection to the BGCO is stated in the student handbook: 

Owned by the Baptist General Convention of Oklahoma and operated through a 
Board of Trustees elected by the Convention, the University engages in 
educational tasks in a manner consistent with the purposes of the Convention: to 
furnish the means by which the churches may carry out the Great Commission 
(Matthew 28:18-20).78  

 
76. Roger L. Geiger, The History of Higher Education: Learning and Culture from the Founding 

to World War II, (Princeton, NJ:  Princeton University Press, 2015), 1-15; A divinity or theological school 
is incorporated into a university system in the same manner as a medical or law school. It impacts those 
enrolled in theological programs of study, but not the student population at large. In its truest definition, a 
seminary is a stand-alone educational entity whose primary purpose is the training of those entering the 
ministry. These terms as well as other terms descriptive of Christian universities have become somewhat 
interchangeable in use. For example, Baylor University retains both some qualities of a bible or Christian 
college and houses a seminary in its university system, though it functions most similarly to a divinity 
school. Both a divinity school and a seminary typically offer only postgraduate degrees. 

  
77. A list of OBU’s purpose statement goals can be found in their entirety in Appendix A of this 

document. Goals two, five, and ten specifically reference the Southern Baptist faith; “About OBU: Our 
Mission,” Oklahoma Baptist University, updated 2019, https://www.okbu.edu/about/mission.html; “About 
OBU: Quick Facts,” Oklahoma Baptist University, updated 2019, https://www.okbu.edu/about/quick-
facts.html. 

  
78. “Oklahoma Baptist University Student Handbook: The Green Book,” Oklahoma Baptist 

University, updated July 2017, https://www.okbu.edu/student-life/documents/student-handbook.pdf, 9. 
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As a member of the Southern Baptist Convention, both the BGCO and OBU (per 

its ownership by the BGCO) uphold the following belief concerning education as stated 

by the SBC: 

The cause of education in the Kingdom of Christ is co-ordinate with the causes of 
missions and general benevolence … there should be a proper balance between 
academic freedom and academic responsibility. …The freedom of a teacher in a 
Christian school, college, or seminary is limited by the pre-eminence of Jesus 
Christ, by the authoritative nature of the Scriptures, and by the distinct purpose 
for which the school exists.79 
 
This clearly implies that governance of the school is not fully autonomous, but 

instead functions as a subsidiary. Administrative decisions must not only represent the 

best educational choices for the student body and the health of the university, but the 

agenda of the SBC and the BGCO—an administrative imperative which directly impacts 

campus life.  

The Impact of Faith on University Life 

OBU Mission and Faith Connection 

To better understand the degree of impact these close theological ties have upon 

OBU’s academic and campus cultures, it is important to have a working knowledge of 

the diversity of these ties among private universities. OBU can be defined as a Christian 

or bible college, i.e. an institution of higher learning which holds scriptural education at 

the forefront of its mission, university life, and academics.80 Oklahoma Baptist 

 
79. “About Us: Basic Beliefs,” Southern Baptist Convention, updated 2019, 

http://www.sbc.net/aboutus/basicbeliefs.asp. 
 
80. “Seminary, Divinity School, Bible College or Bible Institute?” Gordon 

Conwell Theological Seminary, updated 2019, https://www.gordonconwell.edu/why-seminary/Theological-
Seminary-Divinity-School-Bible-College-Bible-Institute.cfm. 
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University’s mission statement, which provides the foundation for all university 

activities, is as follows:  

As a Christian liberal arts university, OBU transforms lives by equipping students 
to pursue academic excellence, integrate faith with all areas of knowledge, engage 
a diverse world, and live worthy of the high calling of God in Christ.81 
 
As a Christian college, OBU prepares all students for lay or vocational ministry, 

requires chapel attendance and two religion courses for all students regardless of their 

religious inclinations, and offers students a liberal arts education in a Southern Baptist 

environment.82 The student handbook, or Greenbook, states that students are not required 

to be a Christian or a member of the Baptist denomination to attend OBU, but they are 

expected to respect and conduct themselves “according to University standards”—

standards which are all based in Christian theology.83 Despite any individual religious 

beliefs, the theological principles of the university impact all through the integration of 

faith and learning discussed in the previous chapter. As a Christian college, OBU is 

accredited through the Higher Learning Commission and other professional accrediting 

bodies (such as the National Association of Schools of Music). Faculty are also required 

to develop, implement, and be able to effectively demonstrate the integration of faith and 

learning, which will be discussed further in the following section.  

 
81. “Our Mission: Mission Statement,” Oklahoma Baptist University, updated 2019, 

https://www.okbu.edu/student-life/documents/student-handbook.pdf.  
 
82. Bethany Minich, “What’s the Difference Between a Bible College and A Christian College?,” 

Carolina College of Bible Studies: Admissions, July 11, 2017, https://www.ccbs.edu/difference-between-
bible-college-and-christian-college/; Gary Orr, “Is There a Difference Between a Bible College and a 
Christian College?,” Christian Universities Online, updated 2019, 
https://www.christianuniversitiesonline.org/bible-college-versus-christian-college/. 

 
83. “Oklahoma Baptist University Student Handbook,” 12.  
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The Private College Continuum 

When comparing private universities along a continuum of ‘closely related’ to 

‘unrelated’ to their founding religious body, OBU falls strongly in the ‘closely related’ 

end of the spectrum. At the opposite end of this continuum are private universities. These 

universities are often distinguished from a public university only in the absence of state 

funding. Over time, many have reduced their religious affiliation by relegating religious 

studies to a seminary or divinity school within the university system with few or no 

religious requirements for the main body of students in their administrative and academic 

practices.84 For example, Southern Methodist University, which is most often designated 

as a Christian college, does not require students to fulfill a chapel attendance requirement 

or take religion courses. However, the Perkins School of Theology, a United Methodist 

seminary, is a part of the university system. Their website states that being a “faith 

affiliated” school gives faculty, staff, and students the freedom to discuss the role of faith 

in their lives and that students are encouraged to consider this topic as they pursue their 

degree, implying that there exists a Christian culture on campus.85 Other Christian 

universities make this connection in such a way as befits their university mission and 

goals. Baylor University (Southern Baptist affiliation) houses a seminary in its university 

system and requires students to complete two semesters of chapel attendance prior to 

 
84. The use of these two terms largely relies on the prevalence of a Christian culture on the 

university campus—an institution may be both private and Christian simultaneously. A private university 
is defined at its simplest as an institution which is not operated fiduciarily or administratively by the 
government and may include both secular and religious institutions; Brianna Burrows, “What is the 
Difference Between a Public and Private University?,” Study USA, January 8, 2018, 
https://www.studyusa.com/en/a/1290/what-is-the-difference-between-a-public-and-private-university. 

  
85. “SMU’s Church Affiliation,” Southern Methodist University, updated 2019, 

https://www.smu.edu/StudentAffairs/Chaplain/ChurchAffiliation. 
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graduation. Texas Christian University (Disciples of Christ affiliation) requires students 

to take one Christian or world religion course, and Oklahoma City University (Methodist 

affiliation) requires either a bible or world religions course and has no chapel 

requirement.86 

Structures in the Warren M. Angell College of Fine Arts  

Introduction: A Time of Turmoil 

The College of Fine Arts at OBU began to change before I set foot on campus as 

a faculty member in August of 2015. I received an email approximately one month after 

my hire that the current dean of the college would be stepping down and the academic 

year would commence with the provost acting as interim dean during the search process. 

I could little foresee the impact this would have on my tenure at OBU, nor did I know of 

the significant turmoil that preceded my arrival. Each year heralded its own set of 

changes and challenges, from the lack of dean, to a complete revision of all music 

degrees and curriculum, to significant faculty changes. This tumultuous time revealed 

both the elements of the College that were vibrantly healthy and those that required 

strengthening. Though this time of transition and growth is not yet complete, the College 

has reached a point of structural stability under the direction of the present dean, 

Christopher Mathews. The current organizational structures are utilized in the formation 

of this marketing strategy, acknowledging the state of existing college and division 

 
86. TCU 360 Staff, “Students Not Required to Study Christianity,” TCU 360, Texas Christian 

University, May 2, 2008, https://www.tcu360.com/story/students-not-required-to-study-christianity-
12287741/; “Gen Ed Requirements,” Oklahoma City University: Undergraduate Music Degree Programs, 
updated 2015, https://www.okcu.edu/uploads/music/docs/15-16-GenEd-Reqs.pdf. 
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policies, but looking forward to the structural needs of future seasons of staged musical 

works at OBU.  

Staged Musical Work Inception 

The Warren M. Angell College of Fine Arts encompasses both the Division of 

Music and the Division of Communication Arts which houses the Theatre program. Both 

divisions are responsible for the production of staged musical works, while the other 

often serves in an assisting role. Though not a formalized policy, the College of Fine Arts 

currently produces one fully-staged musical work per academic year, alternatively 

staging a musical produced by the Theatre program in odd year-fall semesters and an 

opera produced by the Division of Music in even year-spring semesters.87 The decision to 

mount a staged musical work regardless of genre originates in a proposal by a faculty 

member to the college dean, who then provides approval for the project based upon 

budget, space, program, and personnel needs within the context of the college calendar.88 

Decision making regarding both the genre of work produced and specific show selections 

is left to the discretion of the assigned director, often the theater director for musicals or 

the voice area coordinator for operas. Christopher Mathews, the current dean of the 

College of Fine Arts, states that this operational system will be utilized for the 

foreseeable future until the need for a more formal structure is needed. This allows for 

flexibility in programing, as well as the opportunity to produce works in a reduced or lab 

 
87. A “fully-staged musical work” is defined here as any musical theater or operatic work that is 

fully produced with lighting, costumes, sets, properties, and performed with a live orchestra as demanded 
by the composition (chamber or full); Chris Mathews in discussion with the author, 2. 

  
88. Chris Mathews, 2-3. 
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setting in off years.89 Faculty in charge of selecting said productions are expected to 

anticipate the needs of audiences and administration as is fitting of OBU’s Christian 

nature and to function within the parameters of the university mission statement.90 It is 

evident that in order for this strategy to be successful, candid and forthright 

communication regarding the subject matter of a show under consideration for production 

must be a central pillar during the selection process to avoid inappropriate material. 

Despite the recent success of this policy, a lack of formalized guidelines can complicate 

or lengthen the selection process as well as lead to conflict between the production team, 

or College of Fine Arts and the administration or audience during the production.91 

Production Responsibility Distribution 

In recent history, all fully staged musical works at OBU have been collaborative 

endeavors between the Theater program and Division of Music who share both cost and 

division of labor, particularly amongst faculty members. A succinct description of the 

production roles for the musical works produced in 2015 and 2016 shows the difference 

of cost based upon which entity acts as the show’s producer.92 The 2015 production of 

 
89. Ibid., 1. 
 
90. Ibid. 
 
91. This document will not address in detail the process or challenges of selecting specific shows 

to be presented in this context, but will create a guide to better communicate to various communities and 
audiences why a work was chosen and provide a means to effectively negotiate audience responsibilities to 
said work. This document assumes that all materials presented further the educational mission of OBU and 
have been vetted by administrative bodies at OBU prior to the start of the production process; Historically, 
this type of conflict has occurred at OBU and resulted in increased tension between the College of Fine 
Arts and university administration, as well as negative reactions from audience members which impacted 
OBU fine arts students, faculty, and programs.   

 
92. Producer in this context refers to the division or program under which the onus falls to provide 

or coordinate production, budgeting, and administrative responsibilities. Often, the stage director is a 
professor in the ‘producing’ area. 
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The Music Man was administratively produced by the Theatre program, hired several 

instrumentalists, the choreographer, and the conductor, and compensated all faculty 

directors via faculty load. All other production elements including marketing and front of 

house management were carried out by Theatre program students and cast members to 

fulfill work hour requirements or special projects set forth by Theatre program policies. 

The 2016 production of the opera A Porcelain Doll was produced by the Division of 

Music, utilizing Voice Studies faculty compensated by load hours for most production 

needs, as well as a hired costumer, instrumentalists, conductor, and technical director. 

The extent of personnel, budget, and equipment sharing varies based on the needs of the 

production itself. This is often imbalanced between these two disciplines based on 

student and staff resources and the availability of equipment and space. For example, the 

Theatre program is guaranteed two dedicated faculty members for stage and technical 

direction and the utilization of the Communication Studies secretary to coordinate ticket 

sales and coordinate some marketing tasks. Additionally, other tasks are assigned to 

theatre majors and minors—all of whom are required to participate in productions. The 

Music Division is assigned one faculty member and no music students, even those 

enrolled in performance degree programs, are required to participate in staged musical 

productions. The Theatre program enjoys priority scheduling in theatrical spaces at OBU 

as well as priority selection of costumes and properties if productions are occurring 

simultaneously within the College. Under the current dean, these works have become 

increasingly independent in the functionality of their production structure to minimize 
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stresses on faculty and student loads despite these cast discrepancies in available 

resources while remaining collaboratively flexible.93 

Current Marketing Strategies and Tactics 

College of Fine Arts Strategies and Tactics 

Currently, all formal OBU College of Fine Arts marketing strategies emphasize 

the support of OBU’s Marketing and Communications team through compliance with 

their institutional branding and marketing policies.94 As stated by dean Mathews, all 

marketing communications must align with the standards, branding, and aesthetic as set 

by the university at large.95 These policies largely concern the creation of content for 

university, college, and division websites and calendars, as well as appropriate branding 

for printed items including posters and programs. Currently, this manifests primarily in 

the preparation of visual materials such as posters and programs which need to include 

appropriate University or College branding and logos and must be approved by the 

dean’s office. Subsequently, all marketing strategies and tactics outlined in this document 

are designed to function within these standards, providing structure for these professional 

interactions and supplementing additional marketing outlets as demanded by the 

consumer-driven nature of producing a staged musical work. The Marketing and 

 
93. Mathews, 3. 
 
94. The OBU Marketing and Communications team is an administrative body which coordinates 

all significant news, media, and publications for the entirety of the OBU campus. Typical tasks include the 
coordination and publication any official OBU website posts or announcements, submissions to the Baptist 
Messenger (a mailed BGCO newspaper), article and notice submission to other large media outlets, and 
publish the OBU magazine; The term ‘formal’ in this instance refers to structured policies, written or 
verbal, which the dean is currently utilizing as a standard practice. 

 
95. Mathews, 4. 
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Communications team also publishes university branding information and social media 

guidelines for the University.96 Ideally, marketing strategies and tactics employed by the 

College of Fine Arts should act merely as an extension of or facilitator for the Marketing 

and Communications team. This includes preliminary scheduling or creation of visual 

products like posters or photographs, communicating the needs of a production’s 

copyright and licensing clauses, managing social media, coordinating professional 

photography, providing production information, initiating and scheduling press coverage, 

among other duties. 

Since the College of Fine Arts does not distribute any formal marketing 

guidelines or goals to students and faculty, a wide variety of marketing techniques and 

styles are used throughout the various areas of study. It is particularly evident when 

comparing the marketing plans in place for musical theatre and opera productions.97 The 

Theatre program utilizes a rigorously structured marketing (i.e. “PR” or “public 

relations”) guide for all staged productions, which is executed by a student PR manager. 

The Division of Music lacks any formal, documented guide for marketing productions 

and no records exist to analyze previous practices. Neither the Division of Music nor the 

Theatre program currently publish any guidelines concerning social media marketing or 

communications for faculty, staff, or students. Social media content requires specific 

curation and intentional planning for maximum efficacy as a marketing tool, without 

 
96. Branding information can be located at https://www.okbu.edu/marketing/branding-guide.html. 

The entirety of OBU’s social media guidelines can be located in Appendix C. 
 
97. Typically, the Theatre program acts as the producing entity for musical theater productions and 

the Division of Music (Voice Studies) is the producing entity for operas.  
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which audiences cannot be adequately engaged and materials will likely fall short of the 

standards set by the OBU Marketing and Communications team. 

Theatre Program Strategies and Tactics 

Through my experience producing a both a musical within the theatre program 

and an opera within the Division of Music, there are distinct differences in the level of 

structural support for musical productions. The theatre program benefits from a team of 

faculty, staff, and students who are dedicated to the successful production of only three or 

four performing arts events per calendar year.98 These benefits range from consistency in 

the faculty and staff overseeing each show, a formalized procedural manual for all 

production elements, and the expertise granted from both educational training and 

practical experience of each production team member. This is further enhanced by the 

support of theatre majors and minors, whose participation is mandatory. Within the 

Theatre program, students gain experience in different areas of theatrical production. Not 

only do theatre majors and minors participate in shows as actors, but over the course of 

their degree they will fulfill roles as costume, makeup, hair, lighting, sound, or set 

designers, stage managers, stage directors, public relations (i.e. marketing) managers, 

front of house coordinators, and set shop workers. In these various capacities, students 

are guided by theatre faculty, seasoned peers, and the theater handbook which outlines 

policies and procedures in most areas of theatre life.  

 
98. Comparatively, the Division of Music produces over 30 performance-based activities per year. 
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As previously mentioned, the theater program utilizes a separate guide for the 

“PR Manager.”99 The guide in its entirety, an assessment of its strengths and weaknesses, 

and an action plan to resolve any issues found during the analysis are included in 

Appendix B. This guide summarizes the typical duties of this role and its sections can be 

summarized as follows: 

1. Getting Started—This section describes what a PR manager is responsible for 
throughout the production and the importance of establishing important 
production and marketing dates at the first production meeting 

2. The PR Plan—This section describes the plan as a calendar of all major PR 
tasks and deadlines (referred to in later sections of this document as a PERT 
chart). It includes a full list of these tasks and how to execute them properly. 

3. Press Packets—This section contains a description of the informational 
elements of a press packet which are to be collected and delivered to OBU 
communication outlets, which include The Bison (OBU newspaper), OBU-TV 
News, and the OBU Marketing and Communications team. There are 
suggested external radio outlets and brief ideas for dissemination of 
information among special interest groups. 

4. Reports—This instructs the PR manager in the importance of reading all 
rehearsal reports since they may include pertinent information for future 
marketing. 

5. At a Glance Sidebars—These sidebars are placed in the margins throughout 
the packet and address topics such as procedures for placement of specially 
placed marketing (i.e. posters, quarter sheets, etc.), a sample PR calendar, and 
other pertinent information.  
 

This guide covers the typical duties of the PR manager, but there are occasionally 

unique marketing opportunities for staged works on the OBU campus and in the 

surrounding community which are typically instigated and managed by the production 

 
99. Contextually, “PR” (public relations) promotes the image or brand of the organization to 

audience members, the community, and others. and falls under the prevue of the marketing department or 
team. Standing Room Only states that “the main function of marketing is to influence behavior, the task of 
public relations is to form, maintain, or change public attitudes toward the organization or its products” 
(376). 
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director. Creative and targeted marketing techniques of this nature are particularly 

appropriate for large collaborative efforts like a musical or opera and have previously 

included special chapel performances previews, community festival special appearances, 

flash mobs across campus, among others.  

Division of Music Strategies and Tactics 

The Division of Music does not have any formal guide, calendar, or other 

materials concerning the marketing of any musical events, including staged musical 

productions. In prior administrative structures, marketing of music events was handled by 

the music secretary, a position which no longer exists. The onus now falls to faculty 

members to coordinate any marketing beyond the official university and divisional 

calendars either through the recruitment of student assistants, a resource which is often 

lacking, or in addition to their other production duties. This often results in untimely, 

minimal, or unpolished marketing efforts which negatively impact the OBU brand. Prior 

years have seen efforts to address some social media content concerns with a volunteer 

faculty social media coordinator—an effort which fell flat due to a lack of planning and 

coordination amongst faculty. Other divisional efforts address university branding for 

visual media rather than content as strategic priorities for both the College and the 

Division have largely focused on degree program revision, recruiting, and retention.  
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CHAPTER IV 

STRATEGIC MARKETING PLAN 

Introduction 

Audience and Scope 

The following chapter is intended to address an audience comprised of university 

faculty and staff at arts organizations who lack formal training in arts administration but 

find themselves responsible for marketing management. These professionals often have 

extensive knowledge of the production process from an artistic perspective, but lack 

practical experience or know-how in how to implement marketing operational 

procedures. Similarly, many arts organizations are founded by performers who are 

passionate about their art and see a niche in their community that needs to be fulfilled, 

whether that is a children’s theater or professional opera company. Many university 

faculty are hired for their artistic expertise and are assigned other duties, particularly at 

small universities. Thus, when the budget does not allow for specialists in all areas of the 

arts, faculty job descriptions can often include not only the stage or musical direction of a 

show, but also its marketing and promotion. 

 Due to the relative lack of experience the Christian university audience has in arts 

administration and this chapter’s intended use for practical application alongside material 

in the appendices, I have simplified the language and the components of the strategic 

marking process considerably. I intend to convey meaning directly and succinctly, and I 

intersperse with diagrams that illustrate the concepts presented. This approach allows for 

the quick comprehension of a vast amount of technical language and terminology without 
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avoiding the reader feeling overwhelmed by the scope of the task at hand. My appendices 

support this prose with templates, examples, and further detailed guidance for the 

application of the chapter materials. Thus, this chapter’s approach contrasts with previous 

chapters, whose scope of material is more focused, but within which the depth of 

knowledge needed to understand the concepts presented is far greater. As a result, the 

primary purpose of the following narrative is intended to begin a conversation about the 

roles and responsibilities which faculty, staff, and other arts professionals face as they 

assume the mantle of arts marketer and administrator.  

Why Arts Administration? 

The age of “if you build it, they will come” in the performing arts is gone—

modern audiences do not attend performances simply because they exist in their 

community. Arts organizations and institutions of higher learning have grown 

exponentially since the mid-twentieth century, thus an increasingly competitive market 

emerged in which only the adaptable can survive. Modern audiences have access to a 

much larger pool of arts and entertainment options and the pace at which cultural tastes 

shift has increased exponentially. Many university budgets have shrunk and the landscape 

of arts marketing has become ever more extensive and complex, particularly with the 

advent of social media and digital marketing. Yet within this landscape, many faculty and 

artistic directors find themselves filling a role for which they are ill-prepared—the role of 

arts administrator. Arts administration, while unfamiliar to many, bridges the gap 

between art and audience, ensuring the health of arts nonprofits and university 

performing arts programs alike. As one can expect, the depth of information about arts 
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marketing is vast, from multitudes of books to online blogs, professional arts marketing 

specialists, and even professional arts marketing organizations. Despite this 

overwhelming amount of materials, the creation of a strategic marketing plan is not an 

insurmountable obstacle for even a novice marketer.  

A clear strategic marketing plan provides a foundation for what the artist already 

does best: create value for their art. Many elements of both directing a show and 

performance readily translate into this new role. For example, the director’s statement 

easily transforms into the tagline of marketing materials.100 Likewise, unique elements of 

the show like musical style, topic, special set pieces, or special effects can become selling 

points in a news release or social media post. The elements that improve the artistic 

quality of a production can also form the foundation of administrative elements that 

entice audiences to share in a collective, impactful experience. Once built, the basic 

framework supporting the artistic endeavor can be recycled year to year, simultaneously 

utilizing evaluation to identify both successes and opportunities for improvement.  

What Is a Strategic Marketing Plan? 

A marketing plan outlines each element of advertising and promotion to be used 

for a given fiscal year, season, or production. A strategic marketing plan takes these 

elements and provides them a purpose: namely, to fulfill the mission of the organization 

as demonstrated below.101  

 
100. A director’s statement is a one or two sentence thesis summarizing the main thematic idea or 

central plot point. This statement influences elements of production design, stage direction, character 
development, and advertising. 

 
101. Joanne Scheff Bernstein, Standing Room Only: Marketing Insights for Engaging Performing 

Arts Audiences, 2nd ed. (Boston: Palgrave Macmillan, 2014), 93. 
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Marketing element: A social media advertisement will be run for six weeks prior 
to opening night to increase ticket sales. 

 
Strategic marketing element: As a university theater whose purpose is to bring 

quality, affordable productions to the campus and local communities, $150 
will be spent on social media advertisements to increase attendance by 
people ages 20-35. Social media and digital communications largely 
impact this group, therefore social media advertising will increase reach in 
this particular demographic. 

 
Strategic plans can be used for multiple purposes. They can address deficiencies in 

attendance, audience diversity, or audience engagement. They can support the overall 

health of the organization by responding to budgetary needs or supporting artistic 

decisions. They can be a catalyst for growth in a healthy organization, spurring 

productions to new heights.102  

The essential parts of a strategic plan can be grouped into the following categories: 

1. Planning 
• Organizational and Market Analysis 
• Goals, objectives, and strategies 
• Marketing Mix 
• Budget 

 
2. Implementation  

• Action Plan 
• Calendar Systems 
• Contingency and Crisis Management Plans 

 
3. Evaluation 

• Surveys 
• Alterations  

 
102. Bernstein, Standing Room Only, 94. 
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The process of strategic planning follows a natural cyclical pattern, moving from 

planning, to implementation, to evaluation, finally returning to planning with new data 

provided by the evaluative process. 

 

Figure 4.1 The Strategic Planning Cycle 

The Planning Process 

Organizational and Market Analysis 

Organizational analysis examines the strengths and weaknesses of internal 

environments, and the opportunities and threats of external environments. This is often 

accomplished through the use of a SWOT (strengths, weaknesses, opportunities, threats) 

analysis chart, pictured in Figure 4.2.103 Internal environment analysis might consider 

budget, personnel, or programming. External environment analysis might include 

 
103. “SWOT Analysis,” UNITAR: United Nations Institute for Training and Research, August 31, 

2012, http://www.click4it.org/index.php/SWOT_Analysis. 
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regional demographics, the economy, and new opportunities to engage with the 

community.104  

 

Figure 4.2 SWOT Analysis Chart 

Market analysis examines who patrons both are and could be. Typically, this 

analysis examines demographic information (age, gender, address, employment, and so 

forth), cultural or societal characteristics, and purchasing habits of patrons who are 

currently purchasing tickets and who the organization would like to purchase tickets.105 

This information directly impacts the next phase of the planning process, as well as the 

marketing to be used in the implementation stage.  

 
104. Bernstein, Standing Room Only, 96-98. 
 
105. Janel M. Radtke, Strategic Communications for Nonprofit Organizations: Seven Steps to 

Creating a Sucessful Plan (New York: John Wiley and Sons, Inc., 1998), 40-47. 
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Different types of consumers respond to different marketing methods, so 

marketers need to adapt advertising methods to meet the needs of the various segments (a 

group of people with shared needs or characteristics) of their target markets (all segments 

that the production will serve).106 For example, Organization X typically has a large 

percentage of patrons over the age of 55. This organization wishes to maintain sales in 

this segment, but also to target the 18-30 segment in order to increase the number of 

attendees in this range by 25%. Many older patrons respond to physical mail, whereas 

younger patrons prefer to gather information from email and social media. Organization 

X’s strategic marketing plan will thus need to include methods to reach both groups. 

Market analysis also recognizes the necessity of identifying competition and 

obstacles which might prevent the attendance of current and potential patrons at a 

production. Though these are often umbrellaed under the term ‘market analysis’, they are 

also sometimes referred to as situational, environmental, or competitor analysis.107 Once 

an organization has determined who comprises their target markets, the focus should be 

widened to include strong competitors for similar services, the ease with which patrons 

can access information or make a purchase, and the opportunities which can be built for 

collaboration within these markets.108 Marketing can then be tailored to help overcome 

 
106. David L. Rados, Marketing for Nonprofit Organizations, 2nd ed. (Westport, CT: Auburn 

House, 1996), 142-143; Bernstein, Standing Room Only, 132. 
 

107. Walter Wymer, Jr., Patricia Knowles and Roger Gomes, Nonprofit Marketing: Marketing 
Management for Charitable and Nongovernmental Organizations (Thousand Oaks: Sage Publications, 
2006), 101; Ibid., 82-86. 

 
108. Bernstein, Standing Room Only, 100-101.  
 



 Texas Tech University, Rebecca Ballinger Clark, May 2021 
 

63 
 

these challenges and to reinforce how the mission makes the organization’s product 

unique and worthy of their investment.  

Goals, Strategies, and Objectives 

If the previous stage of strategic planning examines the current state of a program, 

this stage addresses its future state. The purpose of creating goals, objectives, and 

strategies is to take information about where the organization is and decide where it 

would like to be. These three elements thus move from broad ideas to defined, 

implementable actions.109 

 

Figure 4.3 Strategic Planning Hierarchy 

Goals are broad primary outcomes. Ideally, goals result in large scale, measurable 

deliverables. 

Example: Increase student attendance at performances to twenty-five percent of 
house capacity in three years. 
 

 
109. Mikal E. Belicove, “Understanding Goals, Strategy, Objectives and Tactics in the Age of 

Social,” Forbes (blog), Sept. 27, 2013, https://www.forbes.com/sites/mikalbelicove/2013/09/ 
27/understanding-goals-strategies-objectives-and-tactics-in-the-age-of-social/?sh=5e5068704c79. 
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Strategies are the various approaches taken to achieve a goal. 

Example: Persuade students that theatre performances are an integral part of 
student life by forming partnerships with student organizations and increasing 
social media use. 
 
Objectives answer how the goals will be reached, i.e. delineate small, measurable 

steps for success, and translate these directly to action items in the Implementation phase. 

Each can be assigned a line in the budget and tactic or tool needed to accomplish the 

objective, and then be placed on the calendar.  

Example:  

     Objective 1: Curate 4 weeks of social media prior to a performance.  
Tactic/tool: Post scheduling in Facebook, Instagram, and Twitter 
 

     Objective 2: Target students beyond the department’s scope of current     
     social media followers 

Tactic/tool: Purchase a Facebook advertisement for a minimum of two 
weeks prior to show opening. 
 

     Objective 3: Create Instagram moments for attendees 
Tactic/tool: Photo booth with show related props near theater entrance 
 

     Objective 4: Create student organization nights over the run of the show. 
Tactic/tool: Organizational email lists, social media posts 
 

Creating goals, strategies, and objectives (GSOs) helps address the challenges a 

department or organization faces. When linking these three structural elements, it is 

important to keep the results of the SWOT and market analyses in mind. During this 

process, marketers should ask the following questions: 

• How are GSOs addressing the needs of the department or organization? 
• What measurable steps can be created to achieve these goals over time? 
• Who are the target audiences and what is the best way to reach them? 
• Based on the reality of the SWOT analysis, what growth or change can occur in 

three, five, or ten years? 
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The Marketing Mix 

The Marketing Mix is comprised of the specific tools or a set of actions to be 

employed in order to achieve marketing objectives. In traditional marketing language, 

these include the “Four P’s”: Product, Price, Place, and Promotion.110 In modern 

marketing theory, the Four P’s may be seen as interchangeable with the consumer-centric 

“Four Cs: consumer, cost, convenience, and communication.”111 These factors help 

determine the strategic value of tactics, potentially increasing the plan’s return on 

investment (ROI). Each objective should assist in answering the following questions in 

relation to the Four Cs: 

1. What patrons are targeted by this tool? 
2. What will this tool cost to be effective? 
3. How easy is the tactic or tool to use and maintain/What time and personnel 

resources does it require? 
4. Through what platform will this tool reach the consumer? 

 
The following list provides an example using the objective “Creating a social 

media ad to increase student attendance at a production.” 

Consumer: University students, avg. age 18-22, all genders 
 

Cost: To reach approximately 2,500 students per week for four weeks, an 
effective budget is $200. 

 

Convenience: A social media ad must only be created once and consists of an 
image, two sentences of copy, production information, and an active link 
to the ticketing website. Creation time 2 hours, no maintenance. 

 

Communication: This tactic utilizes digital social media outlets to reach 
consumers.  

 
110. Wymer, Nonprofit Marketing, 33. 
 
111. Bernstein, Standing Room Only, 109. 
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Budget 

A marketing budget is a detailed explanation of the marketing allocation in the 

production budget. A budget not only fulfills fiduciary requirements of an organization’s 

administrative or finance staff, but is an integral component of the evaluative process. 

Budgets work to balance expenses, or the costs incurred by a project, against revenue, or 

income. These are recorded in a line-item budget, where all expenses and revenues are 

listed by their source with a dollar estimate for each.112 

Despite preconceptions, balancing a budget is often not the principal source of 

stress for an inexperienced arts administrator—rather, it is determining the actual 

marketing costs. The two most common approaches to determining costs are incremental 

budgeting, where the budget is based almost entirely on the revenues and expenses of the 

previous year, versus zero-based budgeting, where each line of the budget is ranked at 

zero at the beginning of the project and any expenditures must be justified.113 A 

combination of both budgetary strategies encourages healthy growth in marketing over 

time. Some marketing techniques will change very little from year to year, while in 

contrast, starting from zero allows marketing to be shaped more specifically to the unique 

qualities of a production or a targeted market segment.  

Revenue sources for marketing can vary immensely and must be determined in 

partnership with university or organizational leadership. At an educational institution, the 

 
112. Thomas Wolf, Managing a Nonprofit Organization (New York: Simon and Schuster, 1990), 

141.  
 
113. Bernstein, Standing Room Only, 124; William J. Byrnes, Management of the Arts, 4th ed. 

(New York: Focal Press, 2013), 287. 
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production budget is often determined or approved by a department head or dean, 

whereas in a nonprofit the final budget might be approved by the executive director and 

board members. For a single production, marketing revenue is often a percentage of the 

overall production budget. Expense lines can be taken directly from the marketing 

objectives, tools, and tactics outlined in the planning phase. The following formula can be 

followed when determining total cost per line, based on the cost to produce the marketing 

tool and quantity produced, which can then be added together for the total marketing cost. 

       Cost Formula 

Item Name  x  Quantity Purchased @  Cost per unit  =  Total Cost 

       Spreadsheet Example: Printed Posters 

Item name Quantity Cost Per Unit Total Cost 

Printed 11 x 14” poster, color 100 $2.50 $250.00 

 

Figure 4.4 Marketing Costs Formula 

As is the case with the production budget, every marketing budget should also 

contain a contingency line, or surplus fund, which is typically around five percent of the 

total budget.114 This provides a financial cushion so that the budget can remain flexible 

and absorb unexpected costs. The budget is thus a living document and should be 

expected to change over the course of the production. At the same time, overuse of the 

contingency fund can be avoided if effort is expended daily to balance the budget and 

monitor upcoming costs. These findings should be compiled and presented to the 

production team weekly in a marketing report.  

 
114. Wolf, Managing a Nonprofit Organization, 146. 
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Implementation 

This phase of the strategic plan takes the ‘brain work’ of planning and puts it into 

action. The purpose of both the action plan and calendaring system is to provide concrete 

steps of operation for the communications team. After all, the director of a production is 

overseeing a multitude of both artistic and administrative activities at the same time. As a 

result, intensive multi-tasking and the demands of internal and external deadlines must be 

managed with precision. Layered project management tools provide the structured and 

delegated organization needed for successful marketing implementation from putting up 

posters to meeting media publication deadlines. While these tools help create the 

opportunity for success, it is always possible that a crisis or emergency may arise beyond 

organizational control. Contingencies and crisis management plans thus provide the 

necessary guidelines and resources to navigate moments of challenging public relations. 

Action Plan 

An action plan is a written document which translates from goals to the tasks 

needed to accomplish those goals, much like a blueprint.115 The planning phase has 

yielded measurable tasks to be tracked, which can now be divided across the 

communications team. Action plans can be as simple or complex as the situation 

demands. For example, a simple action plan template like the one below might be used to 

plan and track tasks for a student marketing manager.  

 

 

 
115. Wymer, Nonprofit Marketing, 202. 
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Task Assigned To Due Date 
EX: Compile Press Release Stephanie (Marketing Manager) September 1 

   

   

 
Figure 4.5 Simple Action Plan Design 

As the director, it is pertinent to also track the resource allocations of budget, 

time, and personnel, therefore making a more complex action plan template more 

suitable.116 

Action Plan for Marketing 

Marketing Objective: 

Tasks Task Owner Timeframe Resources Budget Comments 
      

      

      

 
Figure 4.6 Complex Action Plan Design 

Calendaring System 

A PERT chart, or Program Evaluation and Review Technique, is a tool used 

frequently in project management to visualize and control the organization of tasks and 

timelines.117 PERT charts use arrows to represent tasks and nodes to represent milestone 

 
116. Amanda Athuraliya, “The Easy Guide to Developing an Effective Action Plan,” Creatively 

(blog), April 3, 2020, https://creately.com/blog/diagrams/how-to-write-an-action-plan/. 
 
117. Carol Kopp, “Program Evaluation Review Technique—PERT Chart Definition,” 

Investopedia: Small Business (blog), June 25, 2019, https://www.investopedia.com/terms/p/pert-
chart.asp#:~:text=A%20PERT%20chart%20is%20a,of%20a%20project%20for%20analysis. 
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dates, and are particularly useful in showing multiple tasks which are occurring 

simultaneously.118 In the example, below several activities overlap within a timeframe, 

such as activities two and four, or activities three, six, and five. 

 

Figure 4.7 PERT Chart Construction 

While this tool is helpful in visualizing overarching strategic goals, it becomes 

more even effective for daily task tracking when combined with elements of a Gantt 

chart. A Gantt chart, another visual planning tool, divides tasks into operational areas and 

logs the specific time it takes to complete them (Figure 4.7).119 

 
 
118. Jennifer Bridges, “How to Create a PERT Chart,” Project Manager: Training (blog), 

December 5, 2019, https://www.projectmanager.com/training/create-a-pert-chart. 
119. Bridges, “How to Create a PERT Chart.” 
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Figure 4.8 Gantt Chart 

The calendaring system found in Appendix C of this document thus combines 

elements of the PERT and Gnatt charts within a traditional calendar. This system 

provides for visual tracking of deadlines and allotted days to complete projects for all 

marketing tasks. The steps to create this system are outlined below. 

Calendar Cover Sheet 
1. Divide the marketing plan into specific categories and assign each a unique color 

font. For example, tasks might be divided into social media, digital media, and 
print media outlets. 

2. In each category, list the individual tasks that pertain to that area. 
 

Calendar 
1. Create a digital calendar template. All necessary dates for both planning and 

production should be included. 
2. In red, label the show performances and other major marketing and production 

deadlines with “TASK NAME: GO.” 
3. Track the number of remaining weeks to the show’s opening by either:  

a. Label each week of planning in the left margin of the calendar. Begin with 
a “0” for opening week and work backward. 

b. List the number of “weeks out” from opening night on the appropriate day 
of the week. 
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4. In the calendar, label the start dates for each task from the cover sheet in the 
appropriate color. Then, in the same color, draw an arrow or repeat the name of 
the task on each calendar date allotted to work on said task. 
 
Seeing all of the marketing elements on a calendar at once can seem 

overwhelming at first glance, particularly considering that directing a production comes 

with many other responsibilities and challenges. However, this concrete calendar system 

provides a realistic view of the amount of time and effort required to successfully market 

a production and provides a basis for the delegation and monitoring of tasks to student 

workers. Additional calendars can be utilized to track more intricate tasks, such as 

managing social media content and posts. A social media content calendar template can 

also be found in Appendix C. 

Contingency and Crisis Management Plans 

 Contingency and crisis management plans work hand in hand to maintain the 

continuity of a production. Contingency planning assesses risk for a given enterprise and 

creates a plan to deal with the unexpected, while crisis management represents the action 

taken during an event which might require drastic measures to correct.120 Thus, a 

contingency plan might consider changes in marketing needs to address lagging ticket 

sales, when a small administrative pivot can address a growing problem. This is typically 

addressed in marketing with weekly evaluation and redistribution of funds if a marketing 

technique is proving unsuccessful: hence the existence of the contingency line in the 

 
120. Kjetil Mollan, “Contingency Planning vs. Crisis Management: Similarities and Differences,” 

CIM (blog), May 15, 2018, https://cim-en.f24.com/blog/contingency-planning-vs-crisis-management-
similarities-and-differences#:~:text=Contingency%20planning%20is%20about 
%20assessing,with%20threats%20to%20business%20continuity. 
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marketing budget. On the other hand, crisis management plan addresses large-scale 

internal or external factors, such as a death in the cast, organizational mismanagement, 

natural disasters, or even threats to the institution due to a production’s content. 

 Crisis management is arduous and complex, but it can be managed effectively by 

first correctly diagnosing the cause of the crisis and through an emphasis upon clear, 

timely communication.121 To increase the potential for a favorable outcome during a 

crisis, an adaptable plan should include key survival tools. Each crisis management plan 

will of course vary due to the amount of control the administrative team or department 

exerts over communications for the production. In an emergency, university department 

might coordinate with or defer all public relations activity to the university’s 

communication team. Similarly, an arts organization will likely coordinate 

responsibilities between the communications, artistic, and executive directors. A well-

structured crisis management plan will thus include materials from both administrative 

and artistic personnel, in order to best prepare for a variety of hypothetical scenarios. 

Typically, a crisis management plan should include at least the following: 

1. A list of potential crises that might occur. This can include, but is certainly not 
limited to: natural disasters, performer or crew illness or injury, terrorist 
actions, extremely negative reactions to content, and threats of violence. 

2. Your organization’s social media and communications policies.  
3. A formal chain-of-authority for internal communications during emergencies. 
4. An accurate, updated list of media contacts, social media accounts with login 

information listed, and email addresses that will be contacted with any 
emergency press release or communication 

5. A news release template. 
6. An organization information packet which includes: short biographies for 

production team members and other relevant personnel, pertinent show 

 
121. Bernstein, Standing Room Only, 284-285. 
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information (for example: show dates, times, location), show synopsis, 
director’s statements regarding controversial material and administrative 
statements of solidarity (if applicable). 

 
While contingency and crisis management plans can help address potential 

environmental challenges to a production, the best preparation for such circumstances is 

consistent, high-quality communication from the larger department, school, or 

organization. When the mission and purpose weave into the fabric of communications, 

the foundation is laid for an effective and constructive reaction from the community in a 

moment of crisis.122 This relationship increases the opportunity for positive community 

support, potentially deepening market penetration and brand building with target 

markets.123   

Evaluation 

Evaluation, also known as control, is necessary in order to monitor the progress 

made toward goals set in the planning process, and to determine the success of strategic 

objectives after the production’s run.124 Though these types of evaluation serve different 

functions and take different forms, the methods used to determine success are typically 

similar. Evaluative tools including discussions with the production team and students, 

peer evaluation, self-evaluation, and audience surveys can all generate critical feedback 

for the marketing processes implemented for a show or season. Each metric will compare 

 
122. Radtke, Strategic Communications for Nonprofit Organizations, 165. 
 
123. Market penetration is the number of people reached in a target market segment. Brand 

recognition is the ability of a person to recognize the organization and/or attributes of the organization. 
 
124. Byrnes, Management and the Arts, 138. 
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the return on investment for various tactics by comparing time and financial resources 

utilized in light of the degree of consumer response. Surveys are also a primary means of 

gathering market research, and can reinforce the cyclical pattern of strategic planning.125  

During the course of a production, timely evaluation of the response to marketing 

tactics can and should impact the budget and strategy in real time. Evaluation in this 

instance compares the cost of the tactic to the response of the consumer in ticket sales, 

attendance, response on social media, and so forth. If, for example, a response to one 

tactic is low while another is high, more resources can be directed to the more successful 

tactic. Evaluation at the production’s conclusion can assess the success of the overall 

strategic marketing plan, by comparing implementation data against impact data. 

Implementation data includes facts about what events actually took place: how many 

different messages or activities were used, how were they distributed, how many 

potential patrons were reached, how many people responded to marketing, and how many 

people became patrons. Impact data can also include more subjective information 

concerning the types of people reached or changes in their purchasing behavior; whether 

target markets where reached, whether the campaign attracted new patrons, to what 

extent patrons changed their opinions or attitudes toward the organization, whether they 

learned something new, and so forth.126 This data is most effectively gathered through the 

use of surveys. 

 
125. Ibid., 359-360. 
 
126. Radtke, Strategic Communications for Nonprofit Organizations, 174-175. 
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Surveys 

 A well-planned, succinct survey is particularly effective and efficient when goals 

cannot be definitively measured. For example, a goal to increase ticket sales by twenty-

five percent can easily be evaluated by gathering data from either front-of-house 

management or ticketing software. On the other hand, goal to increase the number of 

patrons in a particular age range requires an additional tool to gather that information 

since that information is not typically gathered at the point of purchase.  

 When structuring a survey, it is imperative to include only those questions needed 

to gather information for strategic evaluation. The longer and more complex the survey, 

the less likely it is that a patron will engage. The survey should thus be simple, 

employing clear, direct questions and instructions regarding its completion and return.127 

Similarly, if a print survey is distributed at a performance, a pre-show announcement 

should be used to instruct patrons. If a digital survey is used, a QR code can be printed in 

the program, or a clickable link or button can be included in a post-performance thank-

you email. Examples of survey questions can be found in Appendix C. Versions of the 

following questions should be asked when creating a survey: 

1. What strategic element is this survey addressing? 
2. How will this information be used as an evaluative tool? 
3. What method of delivery will be used (paper, email, digital, or others)? 
4. What is the minimum number of questions I can ask to gather this data? 

Alterations 

The most important thing to remember about a strategic plan is that it is simply 

that: a plan. Just as tasks in the calendar might change during a production, so the 

 
127. Bernstein, Standing Room Only, 160-166. 
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strategies and objectives to achieve a goal may also change. For example, perhaps the 

best way to engage with community members in the area is not through social media. 

Perhaps increasing student attendance to a musical by thirty-five percent is unachievable 

due to conflicting activities happening during the run of the production. A national or 

regional recession might completely undermine a goal to maintain the house at seventy-

five percent capacity for every show.  

Yearly evaluation provides the necessary flexibility to adapt to the shifting 

specifics of shifting environments. A targeted critical response eliminates much of the 

guess-work in determining the cause of unmet goals or other systemic issues. The 

evaluative step should not be underestimated. Often organizations that skip this important 

step find themselves behind the curve in revenue, attendance, and relevance in future 

years.  

Conclusion 

  This fundamental framework presented has addressed marketing needs from 

simple task tracking to aiding organizational growth. As is often the case in the arts, the 

addition of purpose to an action strengthens the action itself, which can then be 

interpreted by the audience with heightened clarity. The same is true in marketing. The 

addition of strategy to a marketing plan strengthens connection audiences created through 

both the production and the mission statement, overcoming environmental obstacles, to 

bring the arts to the patrons which the organization was created to serve. 

 Similarly, strategic marketing plans reinforce an organization’s mission and 

overall goals. Marketing can be used to educate audiences about a new or difficult topic, 
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to change purchasing behaviors in a target audience, or to increase brand recognition and 

positioning in a community.128 In the case of Oklahoma Baptist University, some of these 

successes have already occurred. The following chapter examines the results of 

implementing a partial strategic marketing plan for two academic years at the university, 

and expands to consider the expected outcomes for any educational institution or arts 

organization employing these marketing practices.

 
128. Brand positioning is how a program or organization is seen by patrons in the context of their 

market and competing organizations (Rados, Marketing for Nonprofit Organizations, 155).  
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CHAPTER V 

RESULTS & CONCLUSIONS 

Strategic Marketing Plan for OBU Staged Musical Works 

Need for a Strategic Marketing Plan 

 As stated in the introduction, there are numerous reasons that prompted the 

creation of a strategic marketing plan for staged musical works at Oklahoma Baptist 

University. These include the lack of unified, up-to-date, and measurable marketing 

procedures, challenging performance topics within the context of a Christian institution 

of higher learning, and the need to increase reach in the surrounding community to both 

stabilize audience sizes and educate audiences about the productions presented. The 

specific needs of a Christian organization’s mission and audience development goals 

transcend the benefits of basic marketing tactics and demand the use of more impactful 

marketing tools. A strategic marketing plan is mission-focused, using marketing to 

forward the organization’s purpose through the careful analysis of internal and external 

environments, the implementation of measurable goals, and the use of regular evaluation. 

A Porcelain Doll Strategic Marketing Plan: A Summary 

 The 2017 production of A Porcelain Doll utilized a partial strategic plan which 

served largely as a reactionary measure to address several immediate challenges in the 

production process. This plan set goals according to ticket sale needs and excluded 

overarching Divisional goals created in collaboration with the College dean and other 

relevant faculty, in-depth formal research into current and target market demographics, 

and the intent to track results and other metrics over a significant length of time (i.e. 

multiple iterations of the musical theatre–opera cycle). Though missing these overarching 
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strategic goals, the implemented plan still incorporates some strategic elements and goals. 

Due to the obscure material and complex genre, ticket sales would not come easily and 

required intentional audience education and engagement to sell. The following prose 

focuses on the goals, tactics, and implementation of the Porcelain Doll marketing 

strategy, elaborating upon the strategic plan materials specific to this project, including 

environmental analysis, budgets, goals, and others as are pertinent to their use in the 

creation of a comprehensive strategic marketing guide. 

Summary of Environment Analysis  

As discussed in previous chapters, the Warren M. Angell College of Fine Arts and 

the Division of Music in particular were in a state of transition during the year in which A 

Porcelain Doll was produced. The College welcomed a new dean after a tumultuous 

restructuring attempt by his predecessor and I embarked upon my first production as 

stage director, with no formal guidance from the College or marketing materials from 

previous productions. Though the creation of a strategic plan typically incorporates 

feedback from the organization’s staff, the ability of College faculty to contribute to a 

SWOT analysis was negligible due to these changes, overwhelming faculty loads, and 

ongoing department and curriculum restructuring to meet accreditation needs yielding a 

response rate of 20%. A recurrent challenge in such survey data is the difficulty of 

achieving high percentages of response. The following SWOT chart incorporates faculty 

responses to analyze environments for staged musical works, but is largely comprised of 

anecdotal conversation and first-hand experience as an OBU faculty member. 
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Strengths Weaknesses 
 

1. Continual increase in production quality 
2. Long history of staged musical productions 
3. Student body interest in music 
4. Excellent attendance at The Music Man 
5. Excellence in teaching/directing 
6. Room for social media growth 
7. Excellent student artists 
8. Strong Divisional support 

 

1. Faculty & Administrative turnover 
2. Insufficient marketing output 
3. Lack of creative and impactful marketing tactics 
4. Limited resources (personnel and financial) 
5. Over-engagement of faculty and students, internal 

and external to OBU  
6. Small number of majors and minors in both the 

music (particularly performance) and theater 
degrees 

7. High saturation of music events 
8. Distrust from upper administration due to previous 

production choices 
9. High saturation of campus activities 

Opportunities Threats 
 

1. Strong support of OBU as a whole from the 
community—brand recognition and trust 

2. Strong arts attendance in the surrounding 
area 

3. Only university in Shawnee 
4. Strong parental support of cast and crew 
5. Talented pool of local high school students 
6. Untapped regional audiences 
7. Potential to reconnect with Alumni 

 

1. Isolated location, located 30 minutes from the 
Oklahoma City metro and 1.5 hours from Tulsa 

2. Professional tours in OKC metro and Tulsa 
3. Number of major universities in a 90-mile radius 

with outstanding theatrical programs 
4. Competition with local high schools, junior highs, 

and community theatres 
5. National shifts away from the “classical arts” 
6. State economy—2016 oil bust effects 

 
Figure 5.1 SWOT Analysis of OBU Environments: A Porcelain Doll 

Target Audience Markets 

 Since in-depth market research of both current and potential audiences takes 

significant time and resources to complete, the target markets selected for the strategic 

plan are largely based upon known communities of support at OBU and desired future 

audience demographics. Opera audiences at OBU are typically comprised of four major 

groups:  

1. OBU music students: either seeking to support classmates or to fulfill 
performance attendance requirements for their program of study. 

2. OBU students from the greater campus community: this group is almost 
exclusively comprised of students with a direct connection to a performer, i.e. 
roommates, classmates, campus life connections. 

3. Family members of the cast and crew: OBU recruits heavily from Oklahoma and 
other border regions of Texas, Arkansas, and Kansas. This close geographic 
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relationship of students and their families and the encouragement of a familial 
atmosphere with the interaction of parents and families in activities on campus 
throughout the year motivates significant family attendance. 

4. Seniors from the greater Shawnee community: typically includes retired OBU 
faculty and loyal patrons from the College of Fine Arts ‘golden’ years (prior to 
the early-2000s). 

 
Goals, Strategies, and Tactics  

Goal #1: Provide at least three education opportunities for audiences. 

Strategy: Utilize different communications and marketing platforms to reach as diverse a 

population as possible. In implementing the above strategy, we employed a pre-

show lecture, blog, and Facebook page to feature behind-the-scenes access to cast, 

crew, and the production process, present compelling, relevant information from 

the composer and librettist concerning thematic and historic elements used for the 

production, provide primary resources for further research about Laura 

Bridgeman and the Perkins Institute for the blind. 

Goal #2: Maintain an average of 80% of the house occupied in each performance. 

Strategy: Utilize as many free marketing outlets as possible. Since OBU has limited 

financial resources for marketing individual productions, we aggressively 

marketed A Porcelain Doll through digital media platforms like social media and 

online regional calendars, as well as a curated list of campus, community, and 

regional media and tourism outlets. These included local and regional magazines 

like The Baptist Messenger and Spotlight Magazine, the local newspaper the 

Shawnee News-Star, and Shawnee’s local tourist website Visit Shawnee. 
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Goal #3: Increase campus-wide investment in opera productions. 

Strategies: Offer incentives to engage with an unfamiliar artform. To address the lack of 

attendance from students, faculty, and staff, we instigated a campus-centric 

marketing strategy to break down barriers for attendance. For students, we 

eliminated the barrier of cost with the creation of a free student night the evening 

prior to opening, sending invitations to all campus organizations. We also utilized 

campus-wide promotion outlets, such as the faculty and staff newsletter, the all-

student announcements, televisions in the student union and around campus, 

announcements at chapel, and others. 

Goal #4: Create a basic marketing resource for future voice faculty members. 

Strategy: Provide a foundational marketing framework for the Division of Music. For this 

production, the Theatre program’s student PR Guide will be utilized with an 

updated marketing plan, incorporating community and campus marketing, and 

adding the use of a planned digital marketing campaign. Successful strategies will 

be incorporated into future guide iterations. 

Goal #5: Engage with Division of Music Alumni 

Strategy: Create a rallying point to help bridge some of the negative effects of the 

previous dean’s administration on alumni relationships with the Division of 

Music. In implementing the above strategy, we invited music alumni to celebrate 

the achievement of composer and long-time music faculty Jim Vernon with a 

special photo following the post-show Question and Answer session. An email 

invitation was sent to all music alumni to participate and social media supported 

this invitation through post content.



Texas Tech University, Rebecca Ballinger Clark, May 2021 

84 

Evaluation 

 Formal evaluation of the marketing plan included a comparison of budgeted 

revenues and actual ticket sale revenue for the purpose of budget reconciliation. No 

audience or participant evaluations were utilized for this project due to limited time and 

staff resources. Future iterations of a basic marketing plan should include audience 

surveys indicating how they heard about the production, and a strategic marketing plan 

should collect as much demographic data as possible for market research. Informal 

evaluation included conversations with production and academic leadership about the 

successes and opportunities for growth for the production as a whole, including the 

impact of marketing. Self-evaluation examined which areas of marketing could be 

improved upon, what marketing tactics offered the most return on investment when 

compared to the amount of resources allocated to that tactic, and how marketing impacted 

the production process as the director. 

A Porcelain Doll Results 

Positive Outcomes  

 As a result of this plan, attendance for A Porcelain Doll was an overwhelming 

success. Each performance sold out the standard seating, requiring the use of ten 

overflow seats on average at each performance. Audience education and engagement 

tactics, such as the “Get to Know the Show” pre-performance lectures and online blog 

were vastly popular despite their novelty. “Get to Know the Show” filled its 45-seat 

presentation space each performance and averaged an attendance of 52 people per 

lecture. When the seats were filled, attendees crowded the doorway to listen in. The 

campus connection initiative yielded an attendance of over 40 students from both music 
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and non-music disciplines at the free dress rehearsal. Due to the lack of rights purchasing, 

conservative production budgeting, and the use of as many free marketing outlets as 

possible, ticket sales funded an impressive 68.7% of the total production budget. In a 

typical arts organization, all earned income streams—including ticket sales, sponsorships, 

and fundraising events—total only 60% of revenue.129 

 I also found that diligently curated and meticulously scheduled free social media 

content increased awareness of ticketing information and performances dates, as well as 

helped to break down psychological barriers prohibiting attendance. Digital media offers 

the opportunity to share a large quantity of information in a flexible manner when 

compared to print media or even articles in web publications. This access to detailed, 

dynamic information reflected positively in audience participation at all A Porcelain Doll 

events. Social media and other digital media platforms translate analytics into easy to 

decipher graphs and statistics to better track digital marketing efficacy. As shown in the 

following report images, social media analytics indicate a significant return-on-

investment, reaching a large group of people at almost no cost. 

 A Porcelain Doll utilized both a Facebook event page, which shared content with 

organic, non-paid audiences, and a paid Facebook advertisement. The combination of 

both avenues of digital marketing showed high return on investment. A total of twelve 

social media posts garnered 143 responses: 105 individuals planned to attend and 38 who 

were interested in attending. Since a marketing budget did not exist, I personally supplied 

$7.00 for a week-long Facebook advertisement. In order to reach a broad audience, the 

 
129. Americans for the Arts, “Source of revenue for Nonprofit Arts Organizations (2017),” 

National Arts Administration and Policy Publications Database (NAAPPD), 
https://www.americansforthearts.org/sites/default/files/2017AF_SourceRevenueNonprofitArtsOrgs.pdf. 
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advertisement was narrowed only by geographic location, limiting recipients to the state 

of Oklahoma. This increases the likelihood of converting “likes” to ticket sales. As 

shown in Figure 5.2, this advertisement reached 951 people and resulted in 24 link clicks 

(average cost $0.29 per click), which directed viewers to the official Facebook event 

page. 

 

Figure 5.2 A Porcelain Doll Advertisement Performance Statistics 

 Figure 5.3 demonstrates the demographic breakdown of both the total number of 

people reached by the advertisement (indicated by the bottom of each bar graph pair) and 

the number of link-clicks in the advertisement (indicated by the top of each bar graph 

pair). Though the advertisement was created to reach all individuals ages 18 and up, the 

majority of respondents were in the 18-24 and 25-34 age ranges. These two categories 

represent a staggering 46% of both the total number reached and link clicks. These 

figures confirm the importance of social media to increase reaching younger target 

markets and correlate to the successful increase in campus involvement for A Porcelain 

Doll. Though advertisement engagement from patrons 55 and older is not to be 
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discounted, it is clear the highest degree of efficacy applies to younger demographics in 

this case. 

 

Figure 5.3 A Porcelain Doll Facebook Advertisement Demographic Reach 

 The blog statistics in Figure 5.4 shows the total number of views the blog 

received in February of 2017 and Figure 5.5 March of 2017—the months of active 

marketing for A Porcelain Doll. These figures demonstrate both a significant amount of 

readership, many visitors exploring multiple posts or tabs on the website. An average of 

almost three views per visitor in both months is indicative of relationship building with 

audiences and interest in the production over time. Blog advertising was a novel 

marketing tool for the College of Fine Arts at this time, and the total of 737 views over 

two months in its first iteration demonstrates significant potential for long-term use.  
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Figure 5.4 A Porcelain Doll Blog Statistics Snapshot, February 2017 

 

Figure 5.5 A Porcelain Doll Blog Statistics Snapshot, March 2017 

 The blog statistics in Figures 5.6 and 5.7 are divided into three columns. The first 

shows the number of unique views each blog post or website tab received. This column 

differs from the February and March view statistics from Figures 5.6 and 5.7 because of 
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the methods in which blog entries can be shared. Often, when an entry was completed, 

only the link to the specific post was shared on social media. This means viewers can 

bypass the homepage and proceed directly to an entry. This column is an important tool 

in evaluating content creation and the efficacy of other marketing tactics since the most 

popular posts can be easily identified then content examined to determine what content 

readers are seeking. The second column lists referring entities and statistics associated 

with referrals, as well as the number of views per blog author. A “referring entity” is any 

external site that sends viewers to this blog via a link click. For this marketing plan, all 

press and other marketing tactics consistently pointed reader to web resources like the 

blog, social media, and the ticketing website. As is evidenced in column two, this 

consistency resulted in 112 views in February and 46 views in March totaling 158 

views—an extraordinary number. Column three shows the countries of origin of blog 

viewers followed by links clicked within the blog site. These include links to the ticketing 

website, Facebook page, Perkins Institute website, and others. For marketing purposes, 

this provides another insight into what content engages viewers and information seeking 

habits.  
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Figure 5.6 A Porcelain Doll WordPress Blog Statistics Detail February 2017130 
 

 

Figure 5.7 A Porcelain Doll WordPress Blog Statistics Detail March 2017 

 
 
 

 
130. The blog’s hosting site WordPress does not collect demographic information as other social 

media sites do. Demographic and behavioral tracking requires the use of a third-party analytics tool, such 
as Google Analytics.  
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Opportunities for Growth 

 The marketing plan sought to engage Division of Music alumni through an 

“Alumni Night” event ending in a photo onstage with the composer, Dr. Jim Vernon. It 

was expected that many alumni would come to honor his achievement due to his long 

tenure at OBU and his position as director of the largely popular Bisonettes women’s 

choir. Despite widespread marketing efforts, only a small cohort of less than ten alumni 

attended this special evening. There are many possible reasons for low attendance, 

including the lack of consistent music alumni communication in recent years, the lack of 

budgetary support for a direct mail campaign, travel barriers, and others.  

 The post-show question and answer session with the composer, librettist, and key 

performers was also lack-luster. Work in both strategizing the physical environment for 

the event and clear, concise instructions to the audience would need to occur for this to 

succeed in future iterations. The performance tradition of the receiving line, a style of 

congratulating cast members in lieu of a formal reception, interrupted the question-and-

answer session. Because the location of the receiving line for cast members was located 

directly outside of the theatre doors, the spatial definition of the event was muddied. A 

small-town, familial atmosphere further contributed to this confusion. Though the intent 

of having these significant people on stage at the conclusion of the show was to field any 

questions from the audience, many attendees actually began an additional receiving line 

for these individuals inside the theatre on the very stage on which the question and 

answer was to take place.  

 An increased budget, and subsequently an expanded timeline, for social media 

marketing also improves upon these statistics. Due to an extremely limited budget for the 
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production as a whole, the marketing plan utilized as many creative, free marketing 

resources as possible. Social media marketing relied heavily upon the curation of post 

data and capitalized on the use of video media, the distribution of press releases went 

well beyond the usual contacts, and personal contacts with any marketing potential were 

explored. The budget allowed for a cap on spending at a mere $1.00 per day on social 

media. In advertising platform that charges per time a link is clicked, the better an 

advertisement works, the fewer people are able to interact with the advertisement and the 

less ability one has to tailor the advertisement to a specific audience. The true value of 

the advertisement is found in its function as a marketing touchpoint—the more someone 

sees information about a production, the more likely they are to purchase a ticket. 

 The review of social media analytics and trends regarding social media 

engagement across various demographics must be incorporated into the evaluation period 

for each strategic planning year. As various social media platforms become more popular 

or fall to the wayside, changes must be made to both the type of advertisement targeting 

and platform used. For example, since 2017 Instagram, TikTok, and Snapchat have 

become immensely popular with younger demographics, and Facebook’s fastest growing 

demographic are users age 65 and older.  

The Addams Family: A Continuation of Strategic Elements  

Changes in Roles and Responsibilities 

 After the accomplishments of the spring opera, there was need to see how social 

media and paid advertisements in particular effect event attendance at large-scale staged 

musical works at OBU. In order to track the success of selected elements of the opera’s 

marketing strategy, a collaboration formed between myself and the director of OBU 
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Theatre for the 2017 fall musical The Addams Family. As is typical in years when a 

musical theatre production is mounted, The Addams Family was produced by the Theater 

program under the direction of the program chair. I served as the marketing coordinator 

for this production, specifically to coordinate the student marketing manager, manage the 

marketing calendar, and to oversee the curation of social media content. Unlike A 

Porcelain Doll which only appeared on the Division of Music calendar and therefore was 

only marketed by the Division, musicals appear on the performance calendar for both 

areas, thus requiring the oversight and coordination of both the Theater and Music social 

media accounts. Since the theatre program utilizes a student guide for publicity and 

marketing, the stage director largely managed these student tasks which include the 

creating of press packets, distribution of posters and other printed materials, and many 

other non-skilled marketing tasks. The student guide outlining all required tasks in the 

iteration used during this production may be found in Appendix B.131 In addition to these 

role and staffing changes, target markets, goals, strategies, and tactics were altered to fit 

the zeitgeist of a drastically different theatrical genre and marketing elements that were 

unsuccessful were removed. Each year, or production in this case, is different in the cycle 

of strategic marketing planning. Marketing plans should be flexible and take into 

consideration successes and failures of previous plan iterations, as well as unique 

opportunities and challenges in upcoming seasons.  

 

 

 
131. An audit of this manual found the need for the creation of a social media management guide, 

as well as revisions to existing procedural materials. This audit and a revised student guide can also be 
found in Appendix B. 



Texas Tech University, Rebecca Ballinger Clark, May 2021 

94 

Marketing Elements Continued, Removed, and Altered 

 Before the planning process began for The Addams Family, unsuccessful and 

extraneous marketing strategies used for A Porcelain Doll were eliminated and more 

pertinent strategies were added or expanded. The alumni night and post-show question 

and answer were removed for this production with the possibility of reworking for future 

use, and the pre-show lecture was not needed for this production. The budget for paid 

social media advertising was expanded to $30 over a period of 21 days, and the addition 

of a student marketing manager increased the ability to produce creative social media 

content. Though under the purview of the stage director rather than the marketing director 

due to the involvement of cast members, pop-up performances were also added both on 

campus at OBU and in various fall and Halloween activities in the Shawnee community 

to provide additional exposure and market penetration. 

 The artistic and production differences between A Porcelain Doll and The 

Addams Family dictated variations between the two marketing plans. Separating the stage 

direction and marketing coordination immediately created differences in the perceived 

strategic importance of different marketing elements. Where A Porcelain Doll was 

primarily concerned with creating ticket sales by educating audiences and providing 

methods for meaningful interaction with the subject matter, creators, and cast, marketing 

for The Addams Family was focused on creating a cohesive experience for potential 

audience members. Rather than explaining the how the various production elements come 

together to create a performance, marketing was an extension of the show itself. The 

main differences of marketable elements that were taken into consideration can be found 
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below in Figure 5.8. These elemental differences shifted priorities for planned goals, 

strategies, and tactics.  

A Porcelain Doll The Addams Family 

Obscure historic content Characters from a popular American 
television series and several movies 

Non-fiction Fiction/fantasy 
Genre appeals to a smaller percentage of 
arts attendees (1.6% of arts attendees in 
2017)132 

Genre appeals to a large percentage of arts 
attendees (66.6% of arts attendees in 
2017) 

Appeals to older audiences133 Appeals to younger audiences134 

World premiere Award-winning Broadway musical 
 

Figure 5.8 Comparison of the Marketable Elements 

Summary of Environmental Analysis 

 Many of the environmental elements remain the same between these two 

productions as similar internal and external environments impact both OBU as a whole 

and the College of Fine Arts. However, due to the different students, faculty, and 

operational structures in place, some strengths, weaknesses, and opportunities have 

changed. These are reflected in the SWOT analysis chart found in Figure 5.9 below. 

  

 
132. National Endowment for the Arts, “Survey of Public Participation of the Arts,” 2017, 

https://www.arts.gov/sites/default/files/US_Patterns_of_Arts_ParticipationRevised.pdf. 
 
133. Tobias Grey, “An Unlikely Youth Revolution at the Paris Opera,” The New York Times, Feb. 

19, 2018, https://www.nytimes.com/2018/02/19/arts/music/paris-opera-young-
audiences.html#:~:text=The%20average%20age%20of%20an,is%20between%2065%20and%2072. 

 
134. The Broadway League, “The Demographics of the Broadways Audience: 2018-2019 

Season,” Nov. 2019, https://www.broadwayleague.com/research/research-
reports/#:~:text=Sixty%2Deight%20percent%20of%20the,for%20the%20past%20two%20decades. 
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Strengths Weaknesses 
 

1. Continual increase in production quality 
2. Long history of staged musical productions 
3. Student body interest in musical theater 
4. Excellent attendance at The Music Man 
5. Room for social media growth 
6. Excellent student artists 
7. Required support from theatre students as a 

part of their major or minor 
8. Dedicated show and marketing budget as a 

part of regular departmental operations 

 

1. Faculty & Administrative turnover 
2. Lack of creative and impactful marketing 

tactics 
3. Over-engagement of faculty and students in and 

outside of OBU campus 
4. Small number of majors and minors in both the 

music (particularly performance) and theater 
degrees 

5. Competing events during Homecoming 
weekend 

6. Distrust from upper administration due to 
previous production choices 

7. High saturation of campus activities 

Opportunities Threats 
 

1. Strong support of OBU as a whole from the 
community—brand recognition and trust 

2. Strong arts attendance in the surrounding 
area 

3. Only university in Shawnee 
4. Strong parental support of cast and crew 
5. Untapped regional audiences 
6. Potential to reconnect with Alumni 
7. New theater director 

 

1. Isolated location, located 30 minutes from the 
Oklahoma City metro and 1.5 hours from Tulsa 

2. Professional tours in OKC metro and Tulsa 
3. Number of major universities in a 90 mile 

radius with outstanding theatrical programs 
4. Competition with local high schools, junior 

highs, and community theatres 
5. Cost of producing high quality musicals 
6. State economy—2016 oil bust effects 

 
Figure 5.9 SWOT Analysis of OBU Environments: The Addams Family 

 
Target Markets 

 As was true with A Porcelain Doll, the target markets selected for this strategic 

plan are also largely based upon known communities of support at OBU and desired 

future audience demographics. Though target markets remain the same as A Porcelain 

Doll, the division of audiences within these groups change. A larger percentage of opera 

attendees are older, typically above 55 years old.135 Musical audiences at OBU tend to be 

much younger and often contain a higher percentage of both university and high school 

 
135. Grey, “An Unlikely Youth Revolution at the Paris Opera.” 
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students. This is reflective of national age averages in arts attendees with musical theater 

patrons averaging 43 years.136 

Goals, Strategies, and Tactics 

Goal #1: Increase engagement between audiences and Addams Family cast 

Strategies: Utilize different communications and marketing platforms to reach as diverse 

a population as possible. The director of this production preferred to utilize 

creative outlets for the appearance of the cast to promote the show. This included 

pop-up performances in the local community for Boo on Bell, on campus in the 

Fine Arts Showcase and at Chapel, with support on social media via video posts. 

Goal #2: Stabilize audience size at least 90% capacity per performance 

Strategy: Utilize as many free marketing outlets as possible. In the implementation of this 

strategy, social media and other digital mediums were the main tools used to 

reach audiences with show information. This included alerts when tickets begin or 

expected to sell out, particularly during homecoming weekend.  

Goal #3: Increase engagement with social media for production 

Strategy: Utilize student marketing manager to capture interesting photo and video 

content to create media-centric posts. With the assistance of an additional 

marketing staff member, multiple elements of social media marketing improved. 

The frequency of posts, ability to cross-post content on Music and Theatre pages, 

and increased use of digital images and video were all possible for this 

production. 

 
136. The Broadway League, “The Demographics of the Broadways Audience: 2018-2019 

Season.” 
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The Addams Family: Results 

Evaluation 

 All evaluation for the tactics used to achieve these goals are based in social media 

analytics, ticket sale figures, and informal evaluation of tactic efficacy. Due to budget 

reconciliation taking place within the Theatre program, exact budget data is not available, 

but ticket sale figures are supplied. It should be noted that a direct comparison of ticket 

sales between the two productions is not possible due to differences in ticket cost and the 

number of productions staged.137 No formal audience evaluations were utilized during 

this production and, like in the case of A Porcelain Doll, are highly recommended for full 

strategic plans to better track market demographics and interest. 

Positive Outcomes 

 Considering the limited strategic scope in comparison to A Porcelain Doll, 

marketing for The Addams Family yielded successful results, generating increased 

response from both the campus and local communities when compared to The Music Man 

produced two years earlier. Since the strategic emphasis of this marketing plan was on 

promotion, the production team took full advantage of Halloween coinciding with the 

show’s run and the audience’s familiarity with the show’s characters. We took the spooky 

cast of characters to local Halloween festivities for additional exposure and added a 

midnight Halloween performance complete with costume contest to draw campus 

participants. A testament to the success of the oldest and most successful marketing 

 
137. Important differences to consider include a difference in adult ticket-type price ($13 for A 

Porcelain Doll versus $15 for The Addams Family), three performances of the opera against six for the 
musical including the Halloween midnight show, and the musical being produced during the highly popular 
homecoming weekend. The Theater program also sells season tickets which includes tickets to the musical, 
impacting ticket sale final figures and the current ticketing software does not calculate any additional 
seating in ticket sale reports.  



Texas Tech University, Rebecca Ballinger Clark, May 2021 

99 

tactic, The Addams Family gained popularity via word-of-mouth referrals selling a 

similar percentage of seats over the course of the show’s run as The Music Man, despite 

having an additional performance. Though The Addams Family enjoyed several sold out 

or over-capacity shows, early performances had smaller audiences. 

Social Media Advertising Comparison 

 Due to the minimal education events associated with this production, most 

comparisons between strategies occur within the realm of social media marketing. There 

were several anticipated differences between both organic interest and paid advertising 

for The Addams Family and A Porcelain Doll due to increases in personnel, budget, and 

time. Thanks to the addition of a student worker, the amount of content and media posted 

in the Facebook event increased significantly. Surprisingly, though the Facebook event 

was pushed by both the OBU Theater and Music pages, response to the event listing 

totaled only 78 attended, 48 interested—far less than A Porcelain Doll the previous 

spring. Though this is somewhat indicative of the busy schedule of college students, 

young professionals, and young families (the groups most likely to attend a contemporary 

musical), the low number of “interested” persons indicates a lack of desire to see 

information about this event in their news feed. There is a likelihood that many attendees 

see updates second-hand through the feed of friends or other shared posts, but this is 

speculation. 

 When comparing the analytics of the paid advertisement, there are surprising 

similarities in some demographic categories. As shown in Figure 5.10, the Facebook 

advertisement for The Addams Family had a significant increase in both people reached 

(increase of 130%) and in link clicks (171% increase). However, these increases are not 
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proportionate to the amount of increase in budget (328% increase) and advertisement 

length (200% increase). This implies that some element of cost effectiveness is lost as 

this basic advertisement format is carried forward. The cost per result increased from 

$0.29 to $0.46, but the result rate (the number of unique impressions that resulted in a 

link click) also increased from 0.91% to 1.28%.  

 

Figure 5.10 The Addams Family Facebook Advertisement Performance Statistics 

 Interestingly, there are several demographic groups that showed almost identical 

results to A Porcelain Doll. Across the board, age groups 55-64 and 65 and older show 

almost the exact same percentage of reach and link clicks, and the 25-54 age range scored 

similarly in total reach. The highest rate of change can be seen in the 25-34 age group 

which saw a decrease of 8% in reach and 28.8% in link clicks. Where 18-34 engagement 

totaled 46% in A Porcelain Doll, these ranges combined total only 25% of engagement 

with The Addams Family advertisement. Like with overall advertisement performance, 

this decrease can be addressed by narrowing reach to specific target markets through 

adding qualifiers to the advertisement. Perhaps a creative solution includes running two 

advertisements simultaneously–one targeting a wide range of ages and another 
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specifically targeted to people 25-34 years of age. Additionally, investigation into 

external environments must be made to both discover potential psychological and 

lifestyle barriers to attendance, as well as the percentage of campus and local 

communities that fall in this range. This result may be the demographic make-up result of 

the demographic make-up of a college town, demonstrating a gap between undergraduate 

students and the typical age of the faculty cohort.  

  

Figure 5.11 The Addams Family Facebook Advertisement Demographic Reach 

Opportunities for Growth 

 Several adjustments in the creation of the Facebook advertisement could be made 

to compensate for the decline seen in some age ranges. Though the increase in the result 

rate, reach, and link clicks represents new, market-penetrating growth for staged musical 

works, the return-on-investment could be increased in subsequent years by tailoring 

advertisements to desired target markets and utilizing a truncated timeline. A reduction of 

the flight time to ten days or a slight increase of the social media advertising budget for 

The Addams Family would fiscally allow for the use of targeted marketing. Since targeted 
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advertisements are more likely to result in engagement, they require a larger budget. The 

cost-per-click remains the same, but the budget must anticipate an increased number of 

clicks. Social media advertisements, particularly on Facebook, can also serve different 

purposes. An advertisement can be created to increase the number of page followers, sell 

tickets, or increase traffic on an organization’s website. This provides flexibility in the 

strategic outcome of the advertisement. If audiences are remaining steady across all 

productions, perhaps the advertisement is best used to grow social media followers rather 

than sell tickets. 

 The glaring opportunity for growth is to increase the incorporation of audience 

education and engagement to a degree similar to A Porcelain Doll. Though educational 

needs are different, promotion alone does not build a unified brand for staged works at 

OBU. During the marketing phase of The Addams Family, the exposure of audiences to 

the cast in person increased from prior staged musical works, but overall engagement 

opportunities declined from A Porcelain Doll. This is largely because the driving force 

for marketing was ticket sales rather than audience education or development. By 

intentionally including multiple opportunities for audience education, regardless of the 

popularity of the production, an investment can be made in the future health of staged 

musical works. By building lifelong patrons rather than one-time attendees, OBU can 

cultivate reinvestment of patrons into future events, or even productions in other areas. 

Future Impact at OBU 

 As previously evidenced, these plans had significant impact over the course of a 

single two-production period, or one complete staged musical work cycle. Even in this 

simple format, staged musical works will continue to see growth in attendance at opera 
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performance, stabilized audience size across all genres, and increased audience 

engagement. However, these results reflect a narrow vision of staged musical works and 

the purpose marketing serves. When the strategic marketing plan incorporates the larger 

vision and mission of the department, college, and university, the outcomes increase in 

both scope and institutional impact. The marketing of staged musical works can actively 

fulfill the mission of the university through interaction with the performing arts, shifting 

institutional vision from internal to external focus to better share what makes OBU 

extraordinary.  

Full Strategic Plan Expected Outcomes 

 To transcend a vision of “successful” productions merely selling well and 

reaching predetermined standards of artistic excellence to one of creating meaningful 

impact through productions, a complete strategic marketing plan is necessary. Strategy 

cannot be decided by the marketer alone—it must include buy-in from and collaboration 

with Division and College leadership. This ensures that basic production and sales goals 

are met and that staged musical works aide in the achievement of university strategic 

goals. The strategic plans for A Porcelain Doll and The Addams Family utilized a narrow 

scope, intending to grow and diversify audiences through the expanded use of social 

media and other audience engagement means largely to sell tickets. Even the expanded 

audience engagement and education tactics used for A Porcelain Doll had attendance and 

budget implications in mind. This internal, ticket-oriented focus garnered outcomes 

limited by this scope and continued use of this basic plan will logically continue growth 

in these areas. However, much more is possible. A fully strategized plan utilizes the 

organization’s mission to deepen brand loyalty and increase penetration in target markets, 
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break down psychological barriers to performances through curated social media and 

other marketing tactics, and link staged musical works to relevant goals for the College of 

Fine Arts. 

Audience Engagement and Education 

 The most significant outcome to emerge from both productions is that dynamic, 

proactive marketing and audience education yielded larger, more diverse audiences at all 

performance related events. Often, audience engagement and education are relegated to 

one-way communication streams like news articles and program notes, providing too 

little information too late to make any notable impact on audience development. Initiating 

and integrating audience engagement and education with marketing, particularly social 

media, not only increases ticket sales, but helps fulfill the essential mission of these 

organizations—education.  

 Audience engagement and education break down psychological barriers to 

attendance, providing patrons information in a comfortable environment before they enter 

the vulnerable space of the theatre. Social media plays a crucial role in audience 

engagement, both in its ability to penetrate target markets and to provide a platform for 

engaging virtual education. Unlike traditional print or digital marketing like direct mail 

campaigns or email, social media provides a platform for two-way communication. Posts 

are created which provide information, and the audience has the opportunity to interact or 

engage in a variety of ways— “liking” or other prescribed reactions, commenting, 

sharing, or even asking questions. For example, sharing information about historic 

costumes or accents for a show like My Fair Lady provides insight into essential themes 

for the show, but also allows the audience to take ownership of a knowledgebase which 
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deepens their aesthetic reaction to show. Explaining the use of mezzo-sopranos in pants 

roles (a woman playing the part of a man) in opera can pique interest and provide the 

necessary context of historic performance practice to a potentially jarring sight. This type 

of content not only sparks personal connections which can generate ticket sales, but the 

desire to learn more and invest in the purpose of the production.  

 In a Christian university setting, audience engagement provides unique 

opportunities to demonstrate Christian worldview through the arts to both those 

participating in and those attending the production. Audience engagement opportunities 

provide the means to resolve or contextualize conflicts between the major themes or 

subject matter and the Christian faith, emphasize the mission-oriented goals achieved 

through this artform, and to even provide outreach or ministry opportunities in the local 

community. As audiences increase buy-in to learn more about both the processes of 

staged musical works and the way they communicate themes and ideas, it is logical that a 

slight stretching of the diversity of both staged musical work subject matter and musical 

style is possible. For example, the popular Golden Age musical “South Pacific” includes 

thematic commentary on racism and prejudice. Social media, blogs, and lectures could be 

used to highlight the controversy of these themes when the musical premiered, the growth 

of Nellie in accepting Emile and his children pitted against Cable’s harsh rejection of 

Liat, and so forth. As these issues have become pertinent in America today, a pre-

performance panel of social justice activists, the president of the university or other 

theology faculty, and student or other persons of color could discuss issues of prejudice 

and race in America today, how Christians are called to address these complex issues, 
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followed by a question-and-answer time to allow for two-way communication with 

audiences. 

Other Future Impacts 

 The direct application of this strategic marketing plan pertains solely to the 

function and success of staged musical works at Oklahoma Baptist University, which 

faces unique challenges as a small, Christian liberal-arts university in Oklahoma. 

However, as an institution of higher learning, each academic area serves the higher 

purposes, strategies, and mission of the school—including staged musical works. 

Because of the purpose staged musical works serve in the overall academic plan, the 

success of marketing staged musical works at OBU has the potential to extend well 

beyond the previously described outcomes. The visibility of staged musical works both 

within the College of Fine Arts and the university creates significant opportunity to 

further the university’s mission in meaningful, intentional ways. 

 As previously stated, social media provides a unique platform to cultivate comfort 

as patrons engage new material in a way that normalizes content and provides a safe 

environment for this exploration. Patrons who engage with a staged musical production  

on social media may continue to follow the OBU music or theater social media pages, 

continuing exposure to other events throughout the year. As strategic marketing for these 

additional events also work to break down psychological barriers for audience members 

and provide educational opportunities, interest may increase for these other artistic 

presentations. Improved attendance at auxiliary performances, such as large and small 

ensembles, musical theatre and opera scenes, plays, student recitals or projects, and 

others becomes increasingly probable as the brand of the College of Fine Arts and OBU 
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is established in the surrounding communities. The College can then utilize social 

listening, or monitoring social audiences for potential opportunities and threats to the 

organization, to progress these engagement activities. 

 This brand cultivation could also spark an enrollment increase within the College 

of Fine Arts. Since a majority of students who choose to attend OBU come from 

Oklahoma, the reputation of an institution with alumni, local and regional commendation, 

and OBU’s social media presence are vitally important to the decision-making process 

for potential students.138 Often, students are interested in attending a place that they know, 

indicating that visibility is an important deciding factor in college attendance. A recent 

study by TargetX reveals that Generation Z substantiates this idea. 58% of students who 

are actively planning on attending college research potential schools on social media and 

61% of those students are at least somewhat influenced by these findings.139 Brand 

positioning within OBU communities and an increased social media presence allows the 

university to engage in compelling story-telling, showcasing what makes OBU unique 

and attractive to prospective students. 

 Social media is quickly becoming a primary news source, particularly during 

times of crisis. The establishment of a strong, reliable social media presence can be an 

integral component of a crisis communication plan. Though all crisis managements plans 

should plan to distribute information through official channels like university press 

releases, news articles, or an announcement on the official organizational website, social 

 
138. “Legal Notices: Gender/Ethnicity Statistics: Fall 2019 enrollment totals," Oklahoma Baptist 

University, https://www.okbu.edu/legal-notices/gender-ethnicity-statistics.html. 
 
139. Katie Sehl, “Social Media in Higher Education: 8 Essential Tips,” Hootsuite, August 19, 

2020, https://blog.hootsuite.com/social-media-in-higher-education/. 
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media can help cast a much wider communications net and direct individuals to where 

information can be found. This can significantly increase reaction time when dealing with 

a crisis, improving chances for an organization to navigate the crisis successfully.  

 Perhaps most importantly, strategic planning provides the opportunity to 

intentionally link performance-oriented activities to the Division of Music and OBU 

mission statements. Though staged musical works currently strive to fulfill the OBU 

mission by “equipping students to pursue academic excellence…” and the Division of 

Music mission by “develop[ing] quality core musicianship, creativity, and collaborative 

skills…,” more can be done to encourage both students and audiences to “engage in a 

diverse world.”140 Audience engagement and education allows both students and 

audiences the opportunity to engage more deeply with the diverse topics presented in 

staged musical works. Typically, stage directors choose several themes to develop 

through elements of the production, spending time with both cast and crew on how these 

can be best implemented in their work. Audience engagement and education activities are 

natural outgrowths from this effort. What helps the production team connect with 

material can be presented in a creative way to audiences, which is then reinforced by 

what they see on stage. The arts are intended to enable conversations about deep feelings, 

challenging topics, and a wide range of life experiences, often in an entertaining, 

impactful way. Intentionally weaving the OBU mission into these conversations opens 

the door to deepen the impact of the arts on students and audiences through the 

application of Christian worldview. 

 
140. See Appendix A for these mission statements in their entirety.  



Texas Tech University, Rebecca Ballinger Clark, May 2021 

109 

Expected Outcomes for other Universities and Nonprofit Organizations  

 Strategic marketing plans at other educational institutions and nonprofits also 

serve as one part of the strategic whole. Marketing supports ticket sales for events which 

generate revenue that is used to fund artists, education programs, and other operations 

which carry out the mission. Since strategic marketing plans emphasize a mission-centric 

approach to marketing, other universities and nonprofit arts organizations can expect to 

see similar results from the adaptation of this planning structure. Goals, objectives, and 

tactics can and should change within the context of an organization’s unique needs. 

However, this plan intentionally emphasizes audience engagement and education to 

purposefully strengthen community ties and build brand loyalty. Social media as a 

marketing tool increases the ability of an organization to engage in social listening, which 

better equips them to approach audience communication with flexibility and therefore 

achieve deeper market penetration. This proactive style of marketing can capitalize on 

trends within target markets, unlocking potential for greater impact in challenging 

demographics, create meaningful fundraising opportunities, and engage in unique, 

tailored story-telling.  

In the larger world of arts marketing, audience engagement provides essential 

organizational ties for patrons to become life-long attendees, ticket holders, and even 

donors. Unlike many social-service oriented nonprofits, it can be difficult for the arts to 

appeal to patrons on the same elemental level. Donating to an organization like the Red 

Cross provides tangible, life-saving results—tugging the emotional heartstrings in a way 

that is fundamentally different from the arts. Humanizing a production and providing 

alternate, creative means of connection for patrons increases organizational loyalty much 
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more than merely event attendance. Providing as many opportunities as possible to meet 

the people involved with a production and allowing them to engage in meaningful ways 

inspires lifelong partnerships between an organization and audiences. These tactics not 

only develop a relationship with patrons, but can be used to address challenging 

materials, grow new or existing programs, and, of course, sell tickets. By increasing an 

organization’s awareness of its community and providing a method of two-way 

communication, challenging materials and deficiencies can be faced proactively, while at 

the same time areas of excellence are championed.  

Conclusions 

 Executing a successful strategic marketing plan is possible at any level of arts 

administration experience. Though formal training in arts administration can be 

invaluable, a basic strategic marketing plan is possible even in its absence. The creative 

mindset and experience of artistic personnel tends to generate expertise which helps the 

organization envision future growth and in turn naturally connects both the organization’s 

mission to productions and its productions to audiences. A command of basic 

terminology combined with logical and comprehensible templates for marketing tactics 

and management can fill in knowledge gaps for novice marketers, thereby increasing the 

opportunity for a successful marketing campaign.  

 Once the groundwork has been laid with a simple marketing plan and the 

newfound marketer has gained experience with basic functional components, the team 

can begin to operate more consistently and intentionally, moving from a single-event-

oriented tactical focus to a more long-range, integrative, and university-compliant 

strategic vision. At OBU, basic marketing plans were utilized for both A Porcelain Doll 
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and The Addams Family with simple goals regarding ticket sales and increasing reach 

within the community. As these goals were met and strategies came to fruition, 

administrative interest increased concerning the continuation of these patterns and their 

implications on other facets of university planning. For college programs or organizations 

with no pre-existing marketing plan, documented successes from a basic, well-executed 

structure can even provide support for increased administrative buy-in for the 

collaborative work needed between administration and faculty for more complex strategic 

marketing plans.  

 Strategic marketing is an essential vehicle for mission-centric programming to 

reach appropriate audiences. Nonprofit organizations and institutions of higher learning 

function under the expectation that any service provided should consistently and cogently 

further the mission of that organization. Strategic marketing provides the pipeline that 

supplies the service being provided by an organization to the intended audiences, namely 

the local community, and must therefore also function in a fashion which is consistent 

with the mission. For example, marketing audits provide in-depth information regarding 

the demographics of both current and potential audiences, which in turn enables 

organizations to efficiently select targeted segments for whom the mission is intended. 

The more intentional and targeted the communication structure, the stronger the 

community relationship. These strengthened relationships result in increased attendance 

and support for the organization.  

 In the same way that the scope an organization’s mission provides can be 

beneficial in narrowing operational focus, it can be a challenge when it comes to growth. 

Most nonprofits will develop opportunities for growth and expansion, which is indicative 
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of a healthy institution. However, many opportunities that occur may be beyond the 

scope of its mission or new, creative opportunities may be overlooked. Exercises in 

strategic planning act as a system of checks and balances to avoid extraneous activities 

which create a drain on resources, and to strengthen or create programs that better fit the 

organization’s scope. Though strategic planning at a Christian institution of higher 

learning faces unique challenges, the purpose of a strategic plan remains the same, 

namely, the mission statement of a Christian university serves the same strategic function 

as that of a public university or nonprofit entity. Goals set during the strategic process 

should not only prioritize the success of the show or high return-on-investment for 

marketing efforts, but should purposefully further the mission of the organization.  

 The unique internal and external environments of Christian missioned 

organizations have a significant impact on marketing strategies, which in turn require the 

marketer to gain in-depth knowledge of these environments for success. What 

distinguishes a strategic marketing plan from the more basic function of marketing is the 

strategic organization of marketing elements around a set of goals which clearly relate to 

the mission of an organization rather than simply increasing product sales. In order to 

form goals that enhance and support the mission, analysis of both the internal and 

external environments associated with the organization is required. This research should 

inform all strategic decisions, from choosing target segments for potential patrons to 

selecting the types of marketing to use. There is no universal template for a successful 

marketing plan. Indeed, efforts that prove successful at one institution may not transfer 

well to another, even if the organizations seem similar. Environmental specifics must 

instigate strategic change as well. 
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As discussed at length in Chapter 2, Christian colleges and universities seek to 

integrate faith and learning to help students incorporate Christian worldview into their 

daily lives. This specific scope of thought is often mirrored in the university’s mission, 

manifesting in all aspects of university life and also frequently reflected in the local 

community. This means that expectancies for staged musical work content comes not 

only from administration, but from the surrounding community. Knowing these markets 

and other environmental factors in depth allows marketing to assume elements of 

audience education. Not only can marketing entice a sale, but strategic marketing can 

work proactively to provide the context of the university’s mission to overcome 

psychological barriers between a production’s content and the audience. 

 When used consistently and with intention, strategic marketing can redress 

organizational deficits and challenges in a wide variety of areas, including development, 

branding, and audience demographics and education. In the macrocosm of arts 

administration, marketing is only one part of a strategic whole, and links to outreach, 

audience engagement, and development by the overarching strategic plan. However, it is 

important to remember that marketing is the loudest strategic element—that is, successful 

marketing and communication is the essential outlet by which elements of the strategic 

plan most directly reach patrons. By comparison, all other strategy is internal to the 

organization. Marketing has the unique attribute of reach, crafting and selling the mission 

and services an organization can provide to donors, patrons, and other organizations. 

Because of this unique attribute, strategic marketing must capitalize on the intention of 

communication in order to strengthen areas of weakness, rise to challenges, and 

champion areas of excellence. 
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 At OBU, marketing for A Porcelain Doll was used with this in mind. To address 

fears concerning low attendance and the myriad barriers for potential audience members 

inherent in the work (namely the operatic genre, contemporary musical style, and obscure 

historic topic), marketing was used as an informational tool. By educating audiences prior 

to the show through digital media and audience engagement opportunities, many of these 

obstacles were successfully reduced or removed entirely. A mix of campus and local 

media such as articles in the local newspaper, magazines, and on the region’s tourism 

website not only provided coverage, but linked readers to places where they could gather 

more information. Consistent, intentional marketing ensured that the same message 

reached patrons, regardless of the marketing platform. As these strategies continue to be 

utilized in future productions, increased brand recognition, market penetration, and 

community support will continue to grow. 

 Regular, unified marketing and communications are essential to the health of any 

organization. A strategic marketing plan helps maintain continuity through changing 

personnel and adaptation to changing environments that impact both institutions of higher 

learning and arts nonprofits. As these changes occur, it is vital that organizations are able 

to flex or pivot to continue the fulfilment of their mission. Christian institutions of higher 

learning have particular obligations to stay on-mission and must be able to effectively 

navigate changes in both internal and external environs. A strategic marketing plan is by 

nature a series of structures set into place to accomplish a set of goals which forward the 

mission of an arts nonprofit or university. This mission-orientation allows marketing to 

support essential functions by insisting that all production and communication decisions 

answer the question “how does this relate to the purpose of our organization?” The 



Texas Tech University, Rebecca Ballinger Clark, May 2021 

115 

structure of and effective strategic plan ensures that basic marketing needs are met each 

year, while simultaneously providing flexibility for new personnel to market creatively, 

adapt to changing internal and external environments, and modify unsuccessful tactics. 

This continuity builds the organization’s brand and reputation in the community, which 

in turn stimulates continued growth and audience investment. (new material) Community 

engagement blossomed when OBU updated stagnant, irregular marketing practices for 

staged musical works. By actively seeking constituents in their environment, they felt 

welcomed and could therefore safely join the OBU community and face unfamiliar 

circumstances. A formal strategic marketing plan allows branding and positioning growth 

to continue in a myriad of environmental changes. In a world in which everything from 

the departure of key faculty members to global pandemics can drastically impart arts 

marketing and arts advocacy, flexibility and a commitment to current and critical data 

yields clear and effective strategic thinking.  
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Dockery’s Ten Foundational Commitments 

Dockery claims it is necessary for faculty and instructors to make these ten commitments 
for the successful integration of faith and learning in an institution. They have been 
summarized below with reference to the page number(s) on which they can be found. 
 

1. We must love God with our minds and seek understanding by thinking with the 

mind of Christ (4). 

2. We must understand that all knowledge, whether by Christian or secular scholars, 

is unified because “all truth has its source in God, composing a single universe of 

knowledge” (5). 

3. We are called to think deeply and with intention about God in relation to our 

discipline. Intentional Christian thinking includes comprehensive views of the 

world, seeking to understand the “fundamental questions of human existence,” 

being aware of worldly trends, and engaging with antithetic perspectives (7). 

4. As Christian scholars we draw significantly, though not totally or blindly, from 

the Christian post-apostolic intellectual tradition (8-9). 
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5. Thinking deeply in this fashion involves spiritual commitments, particularly in the 

trinitarian elements of faith: revelation (the Father), redemption (the Son), and 

regeneration (the Holy Spirit) (9-10). 

6. Our confessional framework of the sovereignty of the Lord in all things assists us 

in developing an understanding of ideas and issues of our contemporary world. 

“Thoughtful Christians in our time must seek to…articulate a coherent and 

purposeful way of seeing the world around us for the twenty-first century…and to 

show how such Christian thinking is applicable across the educational and 

cocurricular activities on campus” (16). 

7. This confessional framework also shapes our participation in culture, providing 

hope for the future and purpose to living (17-18). 

8. God has revealed Himself through all creation, but particularly through the Holy 

Scripture and the words of Jesus Christ (18). 

9. We must seriously engage with the issues of our day while maintaining the central 

focus of that God is the source of all truth in all things. “Piety is essential but not 

enough by itself to bring about mature thoughtful believers.” (20). 

10. Thinking deeply about God and intentional Christian scholarship in both our 

disciplines and issues in the world will provide an ethical framework for the 

application of the Christian faith. We are called to bring the Word to action and 

embody the love and goodness of Jesus Christ (21). 
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OBU Social Media Policy and Guidelines 
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APPENDIX B  

OBU COLLEGE OF FINE ARTS MARKETING                               

AND PR GUIDELINES 

Assessment and Action Plan for 2018-2019 Theater PR Student Guide 

The following is a bulleted assessment of the 2018-2019 edition of the Theater 

program’s PR Student Guide. The purpose of this assessment is threefold: 

• Identify areas of strength 

• Identify elements which may be altered or added to improve the guide’s clarity 

• Improve alignment with professional standards, language, and practice 

An action plan will immediately follow, providing solutions for any issues which 

arise during the assessment process. Action plan items will follow assessment 

numberings point-by-point. 

Student PR Guide Assessment 

1. The term “PR” within the guide is ambiguous. This position is a mixture of public 

relations (PR) and marketing management, and no definitions or distinctions are 

offered clarify these terms. For example, page one of the Theater PR Guide lists 

marketing, rather than promotion, as the main duty of the PR manager. This does 

not align with job roles as defined in the professional field. 

2. The student “PR manager” has no stake in the creative aspects of marketing and 

PR. Though the packet states that the student should be creative, no real creative 

tasks are assigned. 

3. Vague language is unintentionally used throughout the guide, particularly in the 

lack of definitions for professional terms which students may not have previously 
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encountered. For example, page three of the Theater PR Guide describes a PR 

plan as a task calendar and a marketing strategy. In reality, a PR plan does include 

a calendar, but is focused entirely on strengthening brand identity where 

marketing aims to sell a product. This will create ambiguity in students’ 

professional knowledge, undermining the educational benefits of the position.  

4. The Guide downplays the importance of marketing to the success of a show and 

the importance of the position. Though it effectively emphasizes the importance 

of punctuality and calendaring to the success of the manager and the production, 

there are no real-life parallels drawn to the role these tasks play in a professional 

company.  

5. The marketing strategies employed in the Guide show an imbalance in the number 

of resources dedicated to the OBU and Shawnee communities. Currently, 

marketing tasks external to OBU include poster placement, requesting the 

business distribute quarter sheets, or inviting special interest groups to buy tickets. 

Comparatively, marketing tasks internal to OBU include the repeated distribution 

of quarter sheets at chapel or in classes, despite many other methods of 

communicating show information to students and faculty (word of mouth, class or 

office visits, direct email, posting in the OBU weekly events email, and others). 

6. The Guide provides no means to track businesses who will place or distribute 

quarter sheets or posters, only locations on campus. There is an informal record of 

businesses who will put up posters with instructions to merely inquire if they will 

stock quarter sheets on page five of the guide. Each of these areas should have a 
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checklist with room to add more business and track distribution of materials, both 

quantity and location, from year to year. 

7. The Guide contains no social media or digital marketing guidelines. 

8. The Guide lacks examples of excellence in the creation and management of the 

items listed in the manual. A sample notebook or appropriate appendices should 

be created by a faculty member and include a collection of excellent student work 

and other relevant examples and/or templates to guide the manager, as well as to 

provide consistency in the level of work produced each academic year. 

9. The Guide is written in a way that is easily digestible by a student entering this 

position for the first time.  

Action Plan for PR Student Guide Revision 

1. Re-brand the guide and student position to “PR and Marketing Manager.” Adjust 

all language therein to reflect this change. 

2. Provide opportunities for students to be a part of the creative marketing process. 

This can include, but is not limited to:  

§ Participating in poster and quarter sheet design meetings 

§ Discussing poster design with graphic designer 

§ Creative writing session for announcements and other printed materials 

§ Meeting with the director to set marketing and PR goals and discuss 

strategy. These meetings in the first week or early in the production process 

can also provide opportunities to discuss the importance of marketing and 

explore general marketing theory. 

§ Assist in the creation of creative marketing and PR ideas.  
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3. Include definitions of terms to provide educational context for the position and 

use firm language throughout. For example, a marketer needs to know the 

material they are marketing. Therefore, a marketing manager is required to read or 

watch the play, as well as conduct director interviews. 

4. Create two calendar templates: 

a. Social media marketing content and deadlines 

b. All other media deadlines and major production dates 

5. Emphasize the importance of this role in the health and branding of a production 

both in university and professional settings.  

6. Create a means to record the locations that support poster and quarter sheet 

distribution to increase tracking from production-to-production.  

7. Add social media responsibilities and procedures to the Guide. 

8. Create a digital resource for students to utilize during this process. 
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Original 2018-2019 OBU Theater PR Student Guide 

 
  Page 1 

What does the OBU PR Theatre Manager do? 
 
The PR Manager is responsible for marketing a production, 
scene showcase, or other theatre event.  The PR Manager 
works with OBU staff, Theatre Faculty, student body, College 
Players, News 30, and The Bison to motivate people to see the 
show.  
 
What skills do I need to have? 
 
A good PR Manager needs to be organized, a self-starter, and 
able to work independently to meet deadlines.  This is also a 
great job for someone interested in writing.  
 
This sounds like a big job.   
Why should I do it? 
 
Being a PR Manager gives you an  
opportunity to show off your best skills. 
 
Establishing yourself as a responsible, dedicated worker  
in the theatre department can only work to your advantage in 
OBU auditions, other OBU theatre positions, internships, 
and your ability to get work after you graduate.    
 

It’s creative!  It’s fun!  It matters! 
 
 

OBU Theatre PR 
Last Updated August 2018        
 
        
 
       
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

This Handbook includes: 
 

Getting Started 
 

Job description – 1 
First Production Meeting - 2 
 

The PR Plan 
 

What is a PR Plan? - 3 
Designing the PR Plan – 4 
Key Date Tasks - 5 – 9 
Sample PR Plan - 14 
 

Press Packets 
 

Packet contents – 10 
Packet distribution – 11 – 13 
 
Reports - 15 
 

At a Glance Sidebars 
 

OBU campus postings - 5 
Bison article schedule - 12 
 

Sample PR folders  
 

Sample PR calendar 
Sample press releases 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Getting Started  
 

PR Manager or food server? 
 

“PR Manager” looks great on a resume  
and automatically provides you  

with a portfolio  
 
 
 

 



Texas Tech University, Rebecca Ballinger Clark, May 2021 

144 

  Page 2 
 
 

x  
x  
x  
x  
x  
x  
x  
x  

 
x Attend each production meeting when scheduled.  Attendance is mandatory.   
 

o You will receive a list of key production dates.  Make particular note of these 
deadlines related to you:  

 
� When tickets go on sale 
� When posters are supposed to be up (They are printed for you. You post.) 
� When quarter sheets will be printed (They are printed for you.  You 

distribute them.) 
� Production photo call (The earlier the photos the better, as most press will 

not print a story without a photo.)   
� Critic preview night (A specified dress rehearsal/s.  Ask.  The earlier the 

critics can come, the better chance of a review in the paper.) 
� Show days, dates, and times   

 
o The Stage Manager will call on you when it is your turn to report. This is the time 

to ask Q or get feedback about what PR the director would 
like other than what is in this manual.  Anything the 
director wants, you do.   

 
� Announce that you will have a PR plan to hand 

in next week. 
� It is a good idea to ask for a copy of the play and 

read it as soon as possible. 
� Establish whether or not you’ve been assigned 

assistants.  If not, you are responsible to recruit help 
if you need it.  

 
 

 

Sun Mon Tues Wed Thur Fri Sat 
       

 
       

       
       
       

        
       

Week 1 

Show opens 
 

Week One   
The first production 
meeting 
 

 

Verify with the director 
whether or not these 
dates and times are firm, 
particularly the 
production photo call. 
Once your PR goes out  
to OBU, the website, 
community press, etc.,  
it’s very difficult to make 
changes. 
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  Page 3 
Week One - Preparing to do the PR Plan 

 
What is a PR Plan? 
 
A PR Plan is a calendar of all the PR tasks and deadlines.  It is also called a marketing 
strategy.  Anyone should be able to look at the plan and know every PR task and when it 
was done.  The PR plan is submitted to the director for approval.  The director may elect 
to change that plan to fit the individual needs of the production.  
 
PR Managers Think For Themselves 
 
The PR Plans in this manual are samples for you to design an individualized plan for any 
length of a production run.  Be creative!  Any new ideas you have for selling the show are 

encouraged.  What is most important is that you meet the deadlines. 
 

You are responsible for setting, knowing, and meeting daily 
deadlines without anyone checking up on you 

 
The only mistake you can make is to attend a production meeting with 

nothing and say, “I didn’t know what to do so I didn’t do anything.”  Go for 
it!  Changes can always be made later. 

 
What does a PR Plan Look Like? 
 
In this guide you will see how to develop a PR Plan in a visual monthly 
calendar format.  A visual calendar format is preferred so the director and 
you will be able to see all the upcoming deadlines.   
 
This is a plan for a 6 week run.  Some shows may be as short as 3 weeks.  Everything still 
has to get done! 

 
Time to get started! 

 
 

To see a complete PR Plan, see the 
printed copy in the manual. 
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Week One – Designing the PR Plan 
 
TIPS as you start the plan 
 
x First, insert the key date deadlines that the stage manager gave you.  Then 

determine your other personal deadlines based on the key dates.   
 

x Print out a blank monthly calendar from your favorite computer program such as 
Word or Excel.  Write your PR tasks in pencil so you may edit later.    

 
In the production meeting, you promised to hand in your PR plan next week.  Enter it on 
your PR calendar.  Now enter in the key dates.   
 

Remember the director determines the key dates and times.   
You cannot change them unless the director does.  

 
Now your calendar might look like this.  The key dates are bolded: 

 
 
 
 
 

 
 
 
 

Sun Mon Tues Wed Thur Fri Sat 

     Prod 
Mtg. 

 

 
 
 

 
 

   PR 
Plan 
Due 

 

    Posters-1/4 
sheets up 

 
 
 

 

 
 
 

Tickets on sale Production 
photos  

    

 
 

      

 
 

  Critic view  Show Show Show 

Show     Show Show 
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List of Tasks for the PR Plan 
 

 
 
Key Date Tasks: 
 

Posters up:  OBU campus and community 
 
Recruit a team to help you! 

 
 
 
Always save at least 3 extra 
posters for the dramaturgy 
display and the House Manager 
outdoor signs 
 
Community postings: 

 
Usually posts:  Golden Corral, 
Dennys, Billy Boys, Starbucks, 
Chicago Deli, Casadorez, 

McAlesters, Donut Shops, House of 
Flowers, Phoenix, China House, Middle 
School, Owl Shoppe, The Gathering 
Place, Crow’s Market, Van’s, banks, and 
local high school. Downtown locations 
include Shawnee Senior Center, Shawnee 
Public Library, Uncommon Threads, 
Hamburger King, and Midfirst Bank.   
 
 
These are just a few of the businesses that 
will post.  Check with others in order to 
increase exposure. Businesses frequently 
change policies. Send separate teams to 

post on Harrison, Kickapoo, downtown Shawnee and any other areas that would benefit 
(such as the Children’s Museum or daycare centers for children’s shows).  Also give to 
cast members ONLY if they have a place to post off campus.  (Posters should not be 
given to cast members as mementos prior to show close.) 

 
Won’t post:  Braums, McDonalds, Taco Bell 
 

 

Campus poster roster and amount:  
x 1 – Kerr dorm (Must submit to RA for 

approval.  RA will post.) 
x 1 – Agee (Must submit to RA for approval.  

RA will post.) 
x 1 – Taylor (Must submit to RA for 

approval.  RA will post.) 
x 2 – for GC (Submit to GC 205.  They will 

post.) 
x 2 – Lodge (Must submit to RA for 

approval.  RA will post.) 
x 3 – Sarkeys (2/entrance, 1/call board) 
x 1 – Owens Hall (Campus offices next to 

library) 
x 1– Student Success Center, 3rd floor of  

Mabee Learning Center  
x 1 – Art building (Ask permission from 

faculty inside) 
x 1 – Bailey billboard at top of stairs.  (Do 

not post on themed billboards such as “job 
opportunities.”) 

x 2-3 – Raley Chapel (Take to the Fine Arts 
office secretary) 

x 3-4 – Shawnee Hall – (Post in entrances 
and stairwells.  Post throughout. Put one 
in display case.)  

x 1 – Thurman (downstairs) 
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The PR Plan:  Key Date Tasks continued 
 
Quarter Sheets:  OBU campus and community   
 
Discuss with department secretary to decide who will create the quarter sheets. All 
theatre students should be handing out quarter sheets every day, particularly in their 
classes.   Have theatre students who live in the dorms take stacks to slip under dorm 
room doors.  Keep everyone motivated! 
 
Theatre students should be handing out quarter sheets every day 

 
Faculty/staff visits:  Once the quarter sheets are printed, schedule a time to visit faculty 
and staff (administrative offices).  Don’t forget to visit the OBU President!  Write this 
day on your calendar so you won’t forget.   
 
Community:  During poster hang, have the teams ask if the manager would put quarter 
sheets in the restaurant. Chicago Deli will put out quarter sheets.  Keep asking others. 
 
Restocking:  It is your responsibility to keep quarter sheets stocked by asking the 
Communication Arts Secretary to print more at least two days in advance.  Don’t forget 
to order more for chapel distribution.   
 
 
 
 
 
 
 
 
 
 

A PR Manager never talks 
negatively about a show, actor, 
crew member, or any articles 
written to advertise or promote the 
show.  Encourage fellow theatre 
students to follow your example.   
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The PR Plan:  Key Date Tasks continued 
 
 

New Ideas!  
Think of innovative ways to advertise the show.  Mystery theatre could 
include Wanted Posters, etc.  8 x 10 posters are effective, less expensive 
ways to advertise the show, and you can post more of them.  Make your 

own!  Get the director’s approval before you post anything.   
 
The Happenings Online events notice (Deadline is noon on Fridays!): 
  e-mail student.life@okbu.ed  
 
The Happenings is sent on Mondays to every student listing the activities for the week.   
 
The tone of The Happenings is a bit less formal, so be creative and have fun!  
 

x Sample announcement: 

 
Our Day Online faculty/staff newsletter: 
Remind the CMAR Secretary to submit on Friday before noon 
beginning the week tickets go on sale.  
 
 

Once you begin submitting 
announcements, you continue to submit 

them every week. 
 

TIP:  If you wait to do 
the task the day of the 
deadline, you risk 
forgetting.  It’s best to 
schedule the task a few 
days before it’s due.  
Scheduling both tasks 
early and on the same 
day makes life easier. 
This guide will use this 
method.  
 
 

You’ll have to read it for class.  Why not see the play?  OBU Theatre presents 
Arthur Miller’s “Death of a Salesman” April 22-23 and April 30-May 1 at 7:30 pm 
with matinee performances April 24 and May 2 at 2:30 pm.  Tickets go on sale 
April 5 in Sarkeys main office.   
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The PR Plan:  Key Date Tasks continued 
 
PR Photos:  contact heather.horner@okbu.edu to schedule 
 
PR photos are the professional, posed pictures (full actor makeup and costume) that will 
be distributed to the press. These are not to be confused with archive photos (taken at 
the end of the production run) or rehearsal photos (which may be taken by the Bison any 
time during the run with the director’s permission). 
 

x Confirm photo call date and time with director 
x Schedule with OBU photographer, Heather Horner, by e-mail as soon as you 

have a date/time/location. Be sure you get a confirmation from her. Send a 
reminder email two or three days before the shoot.   

x With the help of the director, prepare photo sheets that will explain the shot and 
have the names of the actors pre-written for the photographer. 
 

Tickets on Sale 
 

x Tickets are sold in Sarkeys Main Office. You will need to know box office hours 
and ticket prices for your press packets.  

 
Keep track of ticket sales in Sarkeys main office.  If sales are 
low, you will need to increase publicity and motivation.  The 

show doesn’t sell itself!  
 
Critic View Night:  Only if the production is a TWO WEEK RUN, 
contact the following about writing a review of the show. Local papers 
will not send anyone to do a review. 
 

Nancy Cook-Senn (to submit to Shawnee News-Star) 
           email - nancy.cook.senn@gmail.com  
holly.easttom@okbu.edu (for Bison) 

 
The critic view night is usually scheduled for the final dress rehearsal.  The critic view 
night is not to be confused with department view night, which is for OBU Theatre 
staff and students.  

 
Make sure you know deadlines for The 

Bison and OBU-TV News. Schedule media 
personnel in a timely manner to meet 

their deadlines. 
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Planning the PR Deadlines 
Now that you have learned about the key date tasks, you are ready to add in the other PR 
tasks. 

Press Packet 
 

The press packet is solely compiled and distributed by the PR 
Manager.  You should try to read the play first!  The press packet 
includes the following on separate pages: 
 

x Performance information: title, author, dates, and times 
x All Box Office information: ticket prices and box office 

hours 
x Cast and crew list (You will have actors fill out a form!) 
x Playwright bio with picture (compile yourself or get info 

from dramaturg) 
x Quotes about the play, director quotes (compile yourself) 
x Special events: if the show has a talkback panel, include 

that in the press release. 
 
Distributing the Press Packets 

 
The press packets are distributed according to the dates set 
on the production schedule.   
 
Distribute the packets to the following people:   
 
OBU Communications Department:  
Kenny.day@okbu.edu 
 

In general, OBU Communications will write the press release and post the event 
information on the OBU website.  OBU Communications will also send the release to 
area newspapers.   
 
 
 
 
 
 
 
 

OBU PR and OBU 
Theatre PR… 
What’s the 
difference? 
 

OBU has its own PR 
department called 
OBU Communications 
that markets all 
OBU events.  The 
OBU Theatre PR 
Manager works for 
the theatre 
department under 
the leadership of 
the theatre 
faculty. 
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The Bison: 
Holly.easttom@okbu.edu 

Meet with Holly Easttom to formulate a plan for the 
production run. Holly may refer you to a student 
writer. Once this plan is set, enter the articles in the 
“Wednesday” columns of your calendar.   
 
The Bison vary in their coverage.  Most importantly, 
try to secure a full page spread for the show.  The 
Bison Arts Editor is a paid position, so he/she usually 
writes the articles.   

Don’t forget!  The Bison is 
distributed every Wednesday, which 
means you need to find out their 
deadlines for receiving story 

information.   
Always think a week ahead! 

OBU-TV News: Stephen.draper@okbu.edu 
Contact Stephen Draper, faculty advisor 
for OBU-TV News. Ask if there is a 
student producer you should contact.   
Email the press packet to the Producer and 
ask to have production information 
included during the Arts and Entertainment 

segment. Also ask if they would like to do a package in which they could film a 
rehearsal and/or interview actors or the director.  

 
Don’t forget!  OBU-TV News is produced every Thursday 

evening, which means you need to find out their 
deadlines for receiving story information, and extra 

time will be required for a package.   
Always think a week ahead! 

 
Sidewalk chalking:  Contact College Players 
College Players meetings are on Tuesday nights.  Mark this on your calendar the Tuesday 
nights the week of opening and the week of the closing.   

 
No chalking allowed:  The chalk must be able to be washed away by the rain, 
so no chalking in covered entryways.  
 
 

 
 

A sample Bison publication plan might be 
as follows: 

 
x Play appears in the Bison calendar 
x First article:  Ad for the show. 
x Second article: Play’s cast, rehearsals 

have begun with possible rehearsal 
photo 

x Third article (before show):  Behind 
the scenes or special feature on 
aspect of production 

x Play review  
x Between show runs, a blurb that 

mentions the play continues that 
weekend with photos. 
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Other publicity options:  radio, special interest groups 
 

x Find local radio stations and local city websites which have a calendar of events and 
contact about posting or post on their website.   

Radio Stations 
KOSU      KRXO 
KGOU      KMGL 
KLOVE (KYLV)     KJYO 
THE HOUSE FM (KXTH)   KYKC 
KOKF      KXBL 
KOMA?      WWLS 
KJKE      KQCV 
KBRU 
 

x Contact special interest groups that would be interested in the 
production (children’s shows:  children’s museum, childcare centers) 

 
 
 
 
Production Meeting, Rehearsal, and Performance Reports 
 
The Stage Manager will be e-mailing various reports to you.  Even if you think these 
reports are not related to your position, please read all of them.  The 
one report you don’t read will be the one that has information you 
need. 
 
 
 
 
 
 
 

Help is always close by…don’t be afraid to ask! 
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You are now ready to submit your PR Plan to the director and begin tasks! 
 
Notice the Press Packet deadline for Week 3.  Now just complete the tasks for each 
week, report your progress at each 
production meeting, and be sure to get help 
for yourself when you need it!    
 

Your completed PR Plan may look like this: 
 

 
If the production run is shorter, you will need to make 

adjustments.  Watch the relationship between one event and the 
other.  You still need to do all these tasks no matter how long 

the production runs.   
 
 

Sun Mon Tues Wed Thur Fri Sat 

 First prod. 
meeting 

 Talk to 
Director 
about ideas 

Contact 
photographer 
regarding photo 
call 

  

 
 
 

 
PR Plan due 

     

 Present press 
packets for 
review 

All press 
packets sent 

 Posters-1/4 
sheets up 

Submit chapel 
and campus life 
announcement 

 

 
 
 

Tickets on 
sale 

Production 
photos  

Bison article    

 
 

  Bison article   
 

 

 
 
 
 

 Sidewalk 
chalking 
 
 
 
Critic view 

Bison article 
Pass out ¼ 
sheets 
 
 

 News30 
 
 
 
 
Show 

Submit any changes 
to chapel and 
campus life 
announcement 

 
Show 

 
 
 
 
 
Show 

 
 
 
 
Show 

 Sidewalk 
chalking 

Bison article  
Pass out ¼ 
sheets 
 

 News30  
 
 
 
Show 

 
 
 
 
Show 
 

These are examples of personal 
reminders that you will need to add 
throughout your calendar.  You are solely 
responsible for meeting these deadlines. 
 

Week 1 

Week 2 

Week 4 

Week 3 

Week 5 

Week 6 

Week 7 
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What does the OBU PR & Marketing Manager do? 
 
The PR & Marketing Manager is responsible for managing 
promotion and marketing communications for a production. 
The PR&M Manager works with OBU staff, faculty, the 
student body, College Players, News 30, the Bison, and select 
external media to motivate people to see the show.  
 
What skills do I need to have? 
 
An excellent PR&M Manager needs to be organized, a self-
starter, and able to work independently to meet deadlines. This 
is also a great job for someone interested in creative writing.  
 
This sounds like a big job…   
why should I do it? 
 
Being a PR&M Manager gives you the  
opportunity to show off your creative and  
organizational skills.  
 
Establishing yourself as a responsible, dedicated worker can 
only work to your advantage in OBU auditions, other OBU 
theatre or music positions, internships, recommendations, and 
your ability to get work after you graduate.    
 

It’s creative!  It’s fun!  It matters! 
 
 

OBU PR and Marketing 
Last Updated December 2020        
 
        
 
       
 
 
 

 
 
   
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 

 

This Handbook includes: 
 

Getting Started 
 

1  Job Description   
2  First Production Meeting 
 

The PR&M Plan 
 

3  What is a PR&M Plan? 
4  Designing the Plan 
5-9  Key Date Tasks 
9-11 Other Tasks  
   Press Packets & Distribution 
   Other Publicity 
   Reports 
    
Calendar 
12  Sample Calendar 
 

Let’s Get Social 
 

13  Introduction to Social   
     Media Marketing 
14  Social Media Calendar 
15  Posting Guidelines 
 

At a Glance Sidebars 
 

5  OBU Campus Postings 
12  Bison Article Schedule 
15  Best Times to Post  
 

 
 
 
 
 
 
 
 
 
 
 
 
Sample PR calendars to 
schedule your PR plan 
 
Sample press releases 
 

Getting Started  
 

 
“PR and Marketing Manager” looks great on a resume 
and automatically provides you with a portfolio. It’s 
not just “work experience,” it’s career experience! 
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•  
•  
•  
•  
•  
•  
•  
•  

 

• The PR&M Manager is required to attend each production meeting to make sure you are 
aware of all major deadlines & changes which might change effect your area, and to 
provide the production team weekly updates on your marketing progress.   

 
At the first meeting: 

o You will receive a list of key production dates.  Make note of the deadlines 
related to you:  

 

§ When tickets go on sale 
§ When posters are supposed to be up*  
§ When quarter sheets will be printed*  
§ Production photo call (The earlier the photos the better, as most press will 

not print a story without a photo in full costume)   
§ Critic preview night (A specified dress rehearsal/s arranged with the 

director. The earlier the critics come, the better chance of a review in the 
paper before the run of the show ends) 

§ Show days, dates, and times (pay particular attention to special events—
these are highly marketable!)   
 

* These materials are designed and printed for you, you are responsible for their posting and/or distribution 
 
o The Stage Manager will call on you when it is your turn to report.  
 

Your First Report: 
 

§ Ask questions, present ideas, or get feedback about what 
PR&M the director would like other than what is in this 
manual. Anything the director wants, you add to your plan.  

§ Announce that you will have a PR&M plan to hand in 
next week. 

§ Ask for a copy of the play and read it as soon as possible to 
better understand the material you are marketing. 

§ Establish if you have been assigned assistants. If not, you 
are responsible to recruit help if you need it—particularly 
for distributing posters and other print material. 

Sun Mon Tues Wed Thur Fri Sat 
       

 
       

       
       
       

        
       

Week 1 

Show opens 
 

Week One: 
The first production meeting 
 

Verify with the director 
whether or not these dates 
and times are firm based 

on their production 
calendar, particularly the 
production photo call. 

Once your PR goes out to 
OBU, the website, 

community press, etc., it’s 
very difficult to make 

changes. 
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Week One - Preparing the PR and Marketing Plan 

 
What is a PR & Marketing Plan? 
 
A PR and Marketing Plan is comprised of a marketing strategy (created by the director), 
marketing tasks, a calendar of all the tasks and deadlines, and an action plan to 
accomplish the tasks. Anyone should be able to look at the plan and know every PR task 
and when/by whom it was done. The plan is submitted to the director for approval. The 
director may elect to change that plan to fit the individual needs of the production. Be 
flexible! 
 

PR&M Managers Think for Themselves 
 
The plan in this manual is a sample for you to design an individualized plan for any 
length of a production run. Be creative! Any new ideas you have for selling the show are 

encouraged. What is most important is that you meet the deadlines. 
 

You are responsible for setting, knowing, and meeting daily 
deadlines without anyone checking up on you 

 

 
The only mistake you can make is to attend the second production meeting 

with nothing and say, “I didn’t know what to do so I didn’t do anything.”  Go 
for it!  Changes can always be made to the first plan you submit. Don’t forget: if 
you have questions, talk to the director! 

 
What does a PR&M Plan Look Like? 
 
In this guide you will see how to develop a PR Plan in a task-oriented 
monthly calendar format. A calendar format is preferred so the director and you will be 
able to see all the time to accomplish tasks and upcoming deadlines with ease.   
 
This is a plan for a six-week run. Some shows may be as short as 3 weeks or as long as a 
semester for an opera or special project. Everything still must get done! 

 

Time to get started! 
 

 

 

To see a complete PR Plan, see the 
copy on the flash drive. 

 
PR vs. Marketing: Aren’t they the same thing? 

Public Relations (also called ‘promotion’) specifically sells a brand or image through positive 
communications. Marketing is a set of activities that sell a product with the purpose of making 

revenue. As you can see from the tasks outlined, this position combines both! 
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Week One – Designing the PR Plan 
 
TIPS as you design the plan: 
 

• First, insert the key date deadlines that the stage manager gave you.  Then 
determine your other personal deadlines based on the key dates.   
 

• Print out a blank monthly calendar from your favorite computer program such as 
Word or Excel.  Write your PR tasks in pencil so you may edit later. This is also 
easily typed in your Word or Excel file. 

 
In the first production meeting, you promised to hand in your PR plan the next week.  
Enter the deadline on your PR calendar.  Now enter in the other key dates.   
 

Remember: the director determines the key dates and times.   
You cannot change them unless the director does.  

 
Now your calendar might look like this.  The key dates are bolded: 

 
 
 
 

 
 

 

Sun Mon Tues Wed Thur Fri Sat 

 1st Prod 
Mtg. 

     

 
 
 

 
 

   PR&M 
Plan Due 

 

    Posters & 
1/4 sheets up 

 
 
 

 

 
 
 

Tickets on 
sale 

Production 
photos  

    

 
 

      

 
 

  Critic view  Show 1 Show 2 Show 3 

Show 4     Show 5 Show 6 

This calendar currently has “GO” dates, or the day the event or action is 
actually happening. You will need to include your personal deadlines to 

accomplish these tasks in your calendar for the director to see.  
 

For example, if Production Photos are in week 4, when will you have 
contacted the photographer?  
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Key Date Tasks 
 
1. Posters up:  OBU campus and community 
 
Recruit a reliable team to help you! This will take an extraordinary amount of time to do 
alone, even it seems like a simple task. Keep detailed records of who assists you and their 
assignments/times worked. 

 
 

Always save at least 3 extra 
posters for the dramaturgy 
display and the House Manager 
outdoor signs 
 

 
Community postings: 

 
Usually post:  Golden Corral, 
Denny’s, Billy Boys, Starbucks, 
Chicago Deli, Casadorez, 

McAlester’s, Donut Shops, House of 
Flowers, Phoenix, China House, Middle 
School, Owl Shoppe, The Gathering 
Place, Crow’s Market, Van’s, banks, and 
Shawnee High. Downtown locations 
include Shawnee Senior Center, Shawnee 
Public Library, Uncommon Threads, 
Hamburger King, and MidFirst Bank.   
 
These are just a sfew of the businesses 
that will post. Check with others in order 
to increase exposure, even if they have 
said no in the past: businesses frequently 
change policies.  
 
Send separate teams to post on Harrison, 
Kickapoo, downtown Shawnee, and any 

other areas that would benefit, like the Children’s Museum or daycare centers for 
children’s shows.  Also give to cast members ONLY if they have a place to post off 
campus.  (Posters should not be given to cast members as mementos prior to show 
close.) 
 
 

 
Won’t post: Braum’s, McDonald’s, Taco Bell 
 
 

Campus poster roster and amount:  
 

• 1 – Kerr dorm (Must submit to RA for 
approval.  RA will post.) 

• 1 – Agee (Must submit to RA for approval.  
RA will post.) 

• 1 – Taylor (Must submit to RA for 
approval.  RA will post.) 

• 3 – for GC (Submit to GC 205.  They will 
post.) 

• 2 – Lodge (Must submit to RA for 
approval.  RA will post.) 

• 3 – Sarkeys (2/entrance, 1/call board) 
• 1 – Owens Hall (Campus offices next to 

library) 
• 1– Student Success Center, 3rd floor of  

Mabee Learning Center  
• 1 – Art building (Ask permission from 

faculty inside) 
• 1 – Bailey billboard at top of stairs.  (Do 

not post on themed billboards such as “job 
opportunities.”) 

• 3-4 – Raley Chapel & Ford Hall(Take to 
the Fine Arts office secretary) 

• 3-4 – Shawnee Hall – (Post in entrances 
and stairwells.  Post throughout. Put one 
in display case.)  

• 1 – Thurman (downstairs) 
 

Ask offices if they need more for their building and  
for approval to post 
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The PR Plan:  Key Date Tasks continued 
 
2. Quarter Sheets (fliers):  OBU campus and community   
 
Discuss with department secretary to decide who will create the quarter sheets. All 
theatre students should be handing out quarter sheets every day, particularly in their 
classes. Have theatre students who live in the dorms take stacks to slip under dorm room 
doors. Keep everyone motivated! This is a great opportunity to promote a special event, 
like a midnight showing, free student night, special guest director, etc.  

 
You are only responsible for distribution of these materials, though creative input is encouraged. If you 

would like to learn more about designing quarter sheets and posters, meet with the director. 
 
Theatre students should be handing out quarter sheets every day 

 
Faculty/staff visits:  Once the quarter sheets are printed, schedule a time to visit faculty 
and staff (administrative offices—consult with secretaries about distribution). Don’t 
forget to visit the OBU Presidential suite! (calling ahead to see if he is in office is a great 
idea). Write this day on your calendar and coordinate any cast appearances with the stage 
manager.  
 
Community:  During poster hang, have the teams ask if the manager would put quarter 
sheets in the restaurant in addition to displaying the poster. Chicago Deli will put out 
quarter sheets--keep asking others. Grocery stores like Homeland or Firelake, drugstores, 
local businesses, or bank counters would be ideal locations to check. 
 
Restocking:  It is your responsibility to keep quarter sheets stocked by contacting offices 
with quarter sheets regularly to check stock. You should ask the Communication Arts 
Secretary to print more at least two days in advance. Don’t forget to order more for 
chapel distribution (at least 1 week of announcements).   
 
 
 
 
 
 
 
 
 
 
 

The PR Manager is responsible for 
helping create excitement about a 
show and should never talk 
negatively about a show, actor, crew 
member, or any articles written to 
advertise or promote the show.  
Encourage fellow theatre students to 
follow your example.   
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The PR Plan:  Key Date Tasks continued 
 
 

New Ideas! 
 

Think of innovative ways to advertise the show. A mystery theatre could 
include wanted posters, etc. 8 x 10 posters are effective, less expensive 
ways to advertise the show, and you can post more of them. Make your 

own! Get the director’s approval before you print or post anything and bring 
ideas to production meetings or send to the director via email.   

 
3. The Happenings: Weekly emailed events notice  

Deadline: Fridays @ noon 
e-mail: student.life@okbu.edu  

 
The Happenings is sent on Mondays to every student and faculty member listing the 
activities for the week. The tone of The Happenings is less formal and addresses the 
student body, so be creative and have fun! Action words, descriptive terms, and 
persuasive writing are effective here. 
 

SAMPLE ANNOUNCEMENT 

 
Our Day: Online faculty/staff newsletter 
Remind the CMAR Secretary to submit on Friday before noon 
beginning the week tickets go on sale.  
 
 

 

Once you begin submitting 
announcements, you continue to  

submit them every week. 
 

 

TIP:  If you wait to do 
the task the day of the 
deadline, you risk 
forgetting or missing it 
completely. It’s best to 
schedule the task a few 
days before it’s due. 
Scheduling both tasks 
early and on the same 
day makes life easier. 
This guide will use this 
method.  
 
 

You’ll have to read it for class.  Why not see the play? Join OBU Theatre for 
Arthur Miller’s classic American tale--“Death of a Salesman” opens this weekend! 
Performances are April 22-23 and April 30-May 1 at 7:30 pm with matinee 
performances April 24 and May 2 at 2:30 pm.  Tickets go on sale April 5 in 
Sarkeys main office and online at www.okbu.edu/theatre. Follow us on social 
media for more info! facebook.com/okbuTheatre.   
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The PR Plan:  Key Date Tasks continued 
 
4. PR Photos:  contact heather.horner@okbu.edu to schedule 
 
PR photos are the professional, posed pictures (full actor makeup and costume) that will 
be distributed to the press. These are not to be confused with archive photos (taken at 
the end of the production run) or rehearsal photos (which may be taken by the Bison any 
time during the run with the director’s permission). Many publications require PR photos 
for their articles and will require full makeup and costume, and often require an “action” 
pose (photo represents some action the audience is likely to see in the show itself). 
 

• Confirm photo call date and time with director 
• Schedule with OBU photographer, Heather Horner, by e-mail as soon as you 

have a date/time/location. Be sure you get a confirmation from her. Send a 
reminder email two or three days before the shoot. Confirm with the director & 
stage manager, then confirm with the photographer. 

• With the help of the director, prepare photo sheets that will explain the shot and 
have the names of the actors pre-written for the photographer. 

 
5. Tickets on Sale 

 

• Tickets are sold in Sarkeys Main Office and online. You will need to know box 
office hours and ticket prices for your press packets. Please use the tag 
www.okbu.edu/theatre and include the box office number. 

 
 

Keep track of ticket sales in Sarkeys main office. If sales are 
low, you will need to increase publicity and motivation—

particularly online. The show doesn’t sell itself! 

  

 
6. Critic View Night:  Only if the production is a TWO WEEK RUN, 

contact the following about writing a review of the show.  
*Local papers will not send their own reporter to do a review. 

 

Nancy Cook-Senn (to submit to Shawnee News-Star) 
           email - nancy.cook.senn@gmail.com  

holly.easttom@okbu.edu (for Bison) 
 

The critic view night is usually scheduled for the final dress rehearsal, which is when 
the show is the most polished. The critic view night is not to be confused with 
department view night, which is for OBU Theatre staff and students.  
 

 

Make sure you know deadlines for The Bison and OBU-TV News. 
Schedule media personnel in a timely manner to meet their 

deadlines. 
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Planning the PR Deadlines 
 
Now that you have learned about the key date tasks, you are ready to add in other tasks. 
 

1. PRESS PACKET 
 

The press packet is compiled and distributed solely by the PR & M 
Manager. You should read the play first! The press packet 
includes the following on separate pages: 
 

• Performance information: title, author, dates, and times 
• All Box Office information: ticket prices, box office hours, 

phone number, and ticketing website.  
• Cast and crew list (You will have actors fill out a form 

before or during the first week of rehearsal) 
• Playwright bio with picture (compile yourself or get info 

from the dramaturg) 
• Quotes about the play, director quotes (compile yourself) 
• Special events: if the show has a talkback panel, include that 

in the press release with time/location/costs/personnel.  
 

 
 
Distributing the Press Packets 
 

The press packets are distributed according to the dates set 
on the production schedule.   
 
After the director checks the packets and their edits, 
distribute the packets to the following people:   
 

1. OBU Communications Department:      
                    Kenny.day@okbu.edu 
 

 

In general, OBU Communications will write the press release and post the event 
information on the OBU website. OBU Communications will also send the release to 
area newspapers. Ask the director if press packets should be sent to any other locations.  
 
 
 
 
 
 
 
 

OBU & OBU Theatre 
PR...What’s the 

difference? 
 
OBU has its own PR 
department called OBU 
Communications that 
markets all OBU events. 
The OBU Theatre PR & M 
Manager works for the 
theatre department 
under the leadership of 
the theatre faculty to 
provide additional 
promotion. 
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2. THE BISON :  Holly.easttom@okbu.edu 

 
Meet with Professor Holly Easttom to formulate a plan for 
the production run. Holly may refer you to a student writer. 
Once this plan is set, enter the articles in the “Wednesday” 
(published date) columns of your calendar.   
 
The Bison varies in their coverage. Most importantly, try to 
secure a full page spread for the show. The Bison Arts 
Editor is a paid position, so he/she usually writes the 
articles.   
 

Don’t forget! The Bison is distributed every 
Wednesday, which means you need to find 

out their deadlines for receiving story 
information.   

Always think at least a week ahead! 
 
3. OBU-TV NEWS: Stephen.draper@okbu.edu 
 

Contact Stephen Draper, faculty advisor for OBU-
TV News. Ask if there is a student producer you 
should contact.   
 

Email the press packet to the producer and ask 
to have production information included during 

the Arts and Entertainment segment. Also ask if they would like to do a 
package in which they could film a rehearsal and/or interview actor or the 
director. Be compelling! Ask the director what the main “selling point” is to 
entice the producer to do a package. 

 
Don’t forget! OBU-TV News is produced every Thursday evening, 

which means you need to find out the 
deadlines for receiving story information, and extra time will be 

required for a package.   
Always think at least a week ahead! 

 
4. Sidewalk chalking:  Contact College Players 
College Players meetings are on Tuesday nights. Mark this on your calendar the Tuesday 
nights the week of opening and closing. Arrange chalking prior to these evenings. 

 
No chalking allowed:  The chalk must be able to be washed away by the rain, 
so no chalking in covered entryways.  
 
 

 

 

A sample Bison publication plan might 
be as follows: 
 

 
 

 

• Play appears in the Bison calendar 
• 1st article: Ad for the show. 
• 2nd article: Play’s cast, rehearsals 

have begun with possible rehearsal 
photo 

• 3rd article (before show): Behind 
the scenes or special feature on 
aspect of production 

• 4th article: Play review  
• Between show runs, a blurb that 

mentions the play continues that 
weekend with photos. 
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Other publicity options:  radio, special interest groups, etc. 
 

• Find local radio stations and local city websites which have a calendar of events 
and contact about posting or post on their website. Ask about non-profit radio 
ads. 
 

Radio Stations 
KOSU      KRXO 
KGOU      KMGL 
KLOVE (KYLV)     KJYO 
THE HOUSE FM (KXTH)   KYKC 
KOKF      KXBL 
KOMA     WWLS 
KJKE      KQCV 
KBRU 
 

• Contact special interest groups that would be interested in the 
production. Who might have a particular interest in this particular show? 
Is it being studied in a class on campus? Does it speak to a certain group 
of people? For example, a children’s show might warrant a special 
invitation to children’s museum, childcare centers, elementary schools, 
etc.  
 
This is an important PR step! Not only can this be effective outreach 
into the community, but it can lead to compelling feature articles with 
newspapers and other interviews. Beyond selling tickets, think of inviting 
these special groups to a special preview, to see a rehearsal, etc.  

 
 

Production Meeting, Rehearsal, and Performance Reports 
 
The Stage Manager will be e-mailing various reports to you. Even if  
you think they are not related to your position, please read all of them. 
The one report you don’t read will be the one that has information you 
need. You should also check to make sure the information you provide 
at production meetings is correct and matches the calendar you 
provided. 
 
 
 

 

Help is always close by…don’t be afraid to ask!  
Many of your tasks are time sensitive,  

so ask sooner rather than later! 
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You are now ready to submit your PR Plan to the director and begin tasks! 
 
Notice the Press Packet deadline for Week 3. Now just complete the tasks for each week, 
report your progress at each production 
meeting, and be sure to get help for yourself 
when you need it!    
 

Your completed PR Plan may look like this: 
 

 

 
 

*GO indicates the day the action is occurring, not the planning process.  
 

Watch the relationship between one event and the other.  
If the run is shorter than the example above,  

you still need to do all these tasks.   
 
 

Sun Mon Tues Wed Thur Fri Sat 
 First prod. 

meeting 
 Talk to 

Director 
about ideas 

Contact 
photographer 
regarding 
photo call 

Contact The 
Bison and Bison 
TV to arrange 
coverage 

 

 
 
 

 
PR Plan due 

     

 Present press 
packets for 
review 

All press 
packets sent 

 Posters & 1/4 
sheets up 

DUE: chapel 
and campus life 
announcements 

 

 
 
 

Tickets on 
sale 

Production 
photos  

Bison article    

 
 

 Meet with 
C.P. 

Bison article   
 

 

 
 
 
 

 Sidewalk 
chalking 
GO* 
 
 
 
 

Bison article 
Pass out ¼ 
sheets 
 
 
Critic view 

 News30 
 
 
 
 
Show 1 

DUE: Submit 
any changes to 
chapel and 
campus life 
announcements 
 

Show 2 

 
 
 
 
 
Show 3  

 
 
 
 
Show 4 

 Sidewalk 
chalking 
GO* 

Bison article  
Pass out ¼ 
sheets 
 

 News30  
 
 
 
Show 5 

 
 
 
 
Show 6 

These are examples of personal 
reminders that you will need to add 
throughout your calendar. You are solely 
responsible for meeting these deadlines. 
 

Week 1 

Week 2 

Week 4 

Week 3 

Week 5 

Week 6 

Week 7 
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Let’s Get Social 
 
Social media is the most effective, quick, and inexpensive way to market and promote a 
show. Word-of-mouth recommendations are still the #1 way that tickets are sold today! 
Social media adds tangible value to the production, primarily through shared media. 
 
Things to remember: 
 

It is the job of the entire cast & crew to sell 
tickets—we don’t put on the show for ourselves!  
Each person involved in the production will 
receive a social media policy. You need to 
know it by heart and are responsible for monitoring social content  
(either directly or by notifying the director). 
 
The Social Media Plan & Responsibilities  
 - Social media needs to be a part of your PR&M chart. However, since it is more 
involved, it is much easier to have a separate calendar for social media planning/posting.  

- It is your responsibility to gather media/information, create posts, and get 
approval from the director to post. Ask in the first production meeting if there is any 
content that the director(s) do not approve of posting (special sets, costumes, etc.). 

- Create a shareable event under the OBU Music and Theatre Facebook pages. 
- Field “customer service” questions—this does not include responding 

to negative comments (see Posting Guidelines). 
 

Key Dates 
 - Show opening 
 - Special events 
 - Facebook, Twitter, Instagram posts 
Social Media Content Mix 

-100% of posts encourage ticket purchasing or event participations: this is  
known as a Call to Action 

 -frequency: 2-3 times per week, daily during tech week (divide up per platform).  
At least 2 posts per week must be Facebook. 

 
See posting guidelines 

 

“A photo is worth 1,000 words” 
 

If possible, each post needs to include some 
type of media: audio, video, or photo. People 

are significantly more likely to remember 
information when paired with relevant image 

 

All marketing should have a selling point: 
always include a link to the ticketing website 
and include the Box office phone number. 

 

Use a calendar!  
Printed in this packet is an online calendar template for each individual 

post, which will also be provided to you digitally. This is different from the 
overall social media calendar, which will show general deadlines. 
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Your completed social media PR Plan may look like this: 
 

Sun Mon Tues Wed Thur Fri Sat 

 First prod. 
meeting 

 Talk to 
Director 
about post 
ideas 

Contact 
photographer 
regarding 
photo call 

  

 
 
 

 
PR Plan due 

  FB Post-
announce 
IG Post 

  

 FB Post  IG Post  FB Post  

 
 
 

Tickets on 
sale 

Production 
photos  
FB Preview 

IG Post   FB Post 

 
 

Cast IG 
takeover 
week 

FB Post  FB Post  
 

Light 
hang IG 
post 

 
 
 
 

FB Post FB Post 
IG Post 
 
Critic view 

FB Post 
IG Post 

FB Post 
 
 
Show 

 
 
 
Show 

 
 
 
Show 

 
 
 
 
Show 

      
  
 
Show 

 
 
 
Show 
 

Week 1 

Week 2 

Week 4 

Week 3 

Week 5 

Week 6 

Week 7 

Think Thematically 
 
When formulating your social media posts, think in terms of weekly posting. If your goal 
is three posts per week, your themed groups could be: 

§ 1 insight into the play’s material (i.e. themes, time period, playwright, etc.) 
§ 1 insight into an actor or director 
§ 1 production or special interest post (actors going into schools, special fight 

choreography, costume fitting, light hang, etc.) 
 

Every post should have the date/time of the show, location, price, and how to get tickets!  
Sample Facebook post for My Fair Lady:     

**photo of Eliza being fitted for costume** 
“[Cast member name] is getting ready to dance all night in her ballgown designed by 
[costume designer name]. With a dress like that, we would beg for more too! Tickets for 
My Fair Lady have spread their wings and are flying fast, so call or visit our website 
today to get yours! 
 
My Fair Lady, OBU Craig Dorland Theatre 
October 10-12, 17-19 @ 7:30 pm 
Adults $15, students $5 
www.okbu.edu/theatre;   405-585-4350 (9am – 4pm) 



Texas Tech University, Rebecca Ballinger Clark, May 2021 

169 

  PAGE 15 
POSTING GUIDELINES & DUTIES 
 

1. Pause to think before you post—read the post out loud and ask yourself if it fits 
the visual and written goals of the director (discussed in the first week of 
production). This type of post curation is different from posting on your personal 
page. Are you adding to the production with your post? Be intentional. 
 

2. Always have a goal in mind with your posts. Lacking a goal when writing will result 
in content that is lacking. 

 

3. If a negative comment is posted, message the director immediately. These situations 
are delicate and should be handled quickly by on official OBU employee. This 
protects all parties involved. 

 

4. Field general “customer service” questions. If someone asks a question about event 
times, ticket prices, or how to contact the theatre, it is your job to respond to these 
in a timely manner. Also recommend that they “like” the event on Facebook for 
reminders and updates. 

*It is recommended to check for these comments at least twice a day. Remember to be respectful 
and joyful in this important work! 

 

5. Always credit designers, actors, photographers, etc. This is their intellectual property 
and we show respect by promoting them as well as the production. 

 

6. Use proper grammar and active, compelling writing.  
     For example: 

     Passive: Cinderella is a magical production! 
      

Active: Come experience the magic of the  
  beloved musical, Cinderella! 

 

7. KISS: Keep it short & simple. Think about how you personally scroll on social 
sites—how long do you take to really read content? What grabs your attention? 
Create a “hook” with a short, effective message. 

 

8. Invite people to join the conversation, don’t always talk at them—social media is all 
about interacting with companies, events, and individuals.  

 

Inspires action, 
active voice 

 

  “to be” verb 

Best times/days to post: Social media marketing groups analyzed social media data  
         and found that the following are the most effective times to post. 

Facebook 
§ 12:00-3:00 pm  Mon, Wed, Thurs, Fri  
§ 12:00-1:00 pm  Sat & Sun 

Instagram 
§ Monday & Thursday, any time but 3-4 pm (suggested either 8-9 am, 12-1 pm, or 

after 4:00 pm)  
§ Videos: 9:00 pm-8:00 am any day 

Twitter 
§ M-F 12:00, 3:00 or 5:00-6:00 pm 
§  

§ Videos: 9:00 pm-8:00 am any day 
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Faculty Marketing Guide 

Due to differences in formatting between this document and the guide document, 

the guide has been inserted in such a way as to preserve the authentic appearance of the 

guide as seen in use by OBU faculty members.

 
 

Show Marketing Guide: Faculty 
 
 
Academic year:  _________ 
 

Show Title: 
________________________________________________________________ 

Stage Director:  
________________________________________________________________ 

Music Director: 
________________________________________________________________ 

Stage Manager: 
________________________________________________________________ 

Marketing assistant: 
________________________________________________________________  



Texas Tech University, Rebecca Ballinger Clark, May 2021 

171 

1 

Table of Contents 
 

Introduction ...................................................................................................................................... 3 
Purpose & Goals .............................................................................................................................. 3 

Responsibilities ............................................................................................................................ 3 
Marketing Objectives and Tactics ............................................................................................... 4 
Target Market ............................................................................................................................... 5 

The Marketing Mix .......................................................................................................................... 5 
Advantages and Disadvantages of Marketing Types ................................................................... 6 

Traditional Marketing ...................................................................................................................... 6 
On Campus ................................................................................................................................... 6 
Off Campus .................................................................................................................................. 7 

Digital Marketing ............................................................................................................................. 8 
Purpose and Use ........................................................................................................................... 8 
Effective Platforms ...................................................................................................................... 8 

WEBSITE ................................................................................................................................... 8 
E-MAIL ..................................................................................................................................... 8 
CAMPUS DIGITAL MEDIA ......................................................................................................... 9 
BLOGS AND OTHER WEBSITES ................................................................................................. 9 
SOCIAL MEDIA ......................................................................................................................... 9 
Sample Facebook Ad Copy ................................................................................................... 10 

Social Media Guidelines ............................................................................................................ 10 
OBU GUIDELINES .................................................................................................................. 11 
STAGED WORKS POLICY ......................................................................................................... 11 

Oversight .................................................................................................................................... 12 
Evaluation ...................................................................................................................................... 12 

Why evaluate? ............................................................................................................................ 12 
Required survey elements .......................................................................................................... 12 

Crisis & Contingency Management ............................................................................................... 12 
What is a Crisis? ........................................................................................................................ 12 
Who Handles a Crisis? ............................................................................................................... 12 
Contingency Planning ................................................................................................................ 13 

Appendix ........................................................................................................................................ 14 
Getting Started with Marketing: Statements and Power Words ................................................ 14 



Texas Tech University, Rebecca Ballinger Clark, May 2021 

172 

2 

Brainstorming ........................................................................................................................ 14 
Overcoming Brainstorming Obstacles ................................................................................... 14 
Director’s Statement .............................................................................................................. 14 
Power Words .......................................................................................................................... 14 
Sample Director’s Statement ................................................................................................. 15 

Sample Press Release ................................................................................................................. 16 
Checklist for Marketing Tasks ................................................................................................... 17 
Marketing Calendar ................................................................................................................... 17 

Marketing Calendar Template ............................................................................................... 18 
Cover Page Sample ................................................................................................................ 18 
Calendar Month Sample ........................................................................................................ 18 

Traditional Media Examples ...................................................................................................... 19 
Radio Ad Example ................................................................................................................. 19 
Poster Design Example .......................................................................................................... 20 

Digital Media Examples ............................................................................................................ 20 
Social Media Content Planning Calendar .............................................................................. 20 
Social Media Content Calendar Template ............................................................................. 21 
Social Media Content Calendar Sample ................................................................................ 21 

Media release forms ................................................................................................................... 22 
OBU students and production team ....................................................................................... 23 
Community Members ............................................................................................................ 24 

Student Marketing & PR Manager Guide .................................................................................. 25 
Sample Survey Questions .......................................................................................................... 25 

 

  



Texas Tech University, Rebecca Ballinger Clark, May 2021 

173 

3 

INTRODUCTION 
This guide has been created to provide the basic structures needed to carry out the strategic 

marketing plan. Marketing is a powerful tool that not only sells tickets, but builds relationships 

with our community at-large through engagement opportunities that reflect OBU’s servant heart 

and tradition of excellence. 

This marketing guide is designed to: 

1. Make it easy to understand why the successful, planned marketing of a staged musical 

work is important to the health the production and to the growth and well-being of the 

College of Fine Arts. 

2. Provide a practical guide to facilitate strategic marketing endeavors.  

*Please note that this guide is intended to be a secondary resource to any formal strategies and 
policies set forth by the College of Fine Arts and the OBU Marketing and Communications team. 
Prior to initiating any action points listed, it is imperative to finalize the formal marketing plan 
with the College dean. 

PURPOSE & GOALS 
There are many reasons to market in the arts world. Most people believe that the only purpose of 

marketing is to sell the product (i.e. tickets). This comes from our daily exposure to a sales-driven 

style of business management:  

MORE DEMAND = MORE SALES = HIGHER PROFITS = MORE MARKETING TO CREATE DEMAND 

Marketing, when thoughtfully implemented, can do much more! It can be used to influence 

branding (or image) and positioning in the market (how people understand and feel about the 

organization or product), attract new or different types of consumers (audiences), and even build 

relationships between the organization and the community. 

Prior to compiling this guide, strategic planning sessions, market research, and environmental 

analysis were conducted to determine the goals of marketing staged musical productions at OBU. 

Those goals are to: 

1. Increase the reach of staged musical works in the surrounding community through the 

consistent, managed use of social media platforms. 

2. Maintain average ticket sales above 80% capacity over the production run. 

3. Create opportunities to break down psychological barriers to attendance through a 

minimum of two audience engagement and education activities. 

Responsibilities 

Though administrative duties can be off-putting when compared to the creative aspects of 

directing a production, marketing tasks become less tedious when focus is given to marketing’s 

true purpose: to share why the performing arts matter and the value of this production. 

Marketing is the best tool to communicate with audiences before they arrive about the show’s 

unique, interesting, or challenging elements. Below is a breakdown of the main marketing 

responsibilities for a production, some of which will be shared with the student PR & Marketing 

Manager and/or the OBU Marketing and Communications team: 
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1. Create a healthy marketing budget as a portion of the overall production budget (to be 

completed with assistance from the College dean). 

2. Create a marketing calendar including all marketing tasks and deadlines for you and 

student managers 

3. Liaise with the OBU Marketing and Communications team for official OBU marketing & 

news releases 

4. Distribute news release information to campus, community, and state media outlets 

5. Maintain a thoughtful, well-planned social media presence 

6. Oversee the creation and distribution of posters and flyers 

7. Create at least two audience engagement opportunities (pre-show lecture, talkback 

session, blog, or others) 

8. Coordinate press and archival photo sessions 

9. Distribute and collect audience questionnaires/surveys 

10. Reflect on successes and challenges during the production to revise the strategic plan 

Marketing Objectives and Tactics 

As previously mentioned, there are three main goals set forth by the College of Fine Arts for the 

marketing of staged musical works. Objectives are how the goal will be reached and tactics are 

the tools needed to accomplish the objective. Though the overall goals are set by the College, 

objectives and tactics should reflect the specific needs of this production. 

Each goal is listed again with space created to fill in the objective and tactics that will be used to 
achieve it. A sample goal, objective, and tactics have been provided below: 
 

Goal: Increase attendance from the student community by 20% 
Objective 4: Create student organization nights over the run of the show. 

Tactic/tool: Organizational email lists, social media posts. 
 

Goal 1) Increase the reach of staged musical works in the surrounding community  

 through the consistent, managed use of social media platforms. 

Objective 1: _____________________________________________________ 

Tactics: ________________________________________________________ 

Goal 2) Maintain average ticket sales above 80% capacity over the production run. 

Objective 1: _____________________________________________________ 

Tactics: ________________________________________________________ 

Goal 3) Create opportunities to break down psychological barriers to attendance  

 through a minimum of two audience engagement and education activities. 

Objective 1: _____________________________________________________ 

Tactics: ________________________________________________________ 
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Target Market 

The target market, or target audience, is comprised of segments (portions of the market that have 

like identifying factors, such as age, household income, or geographic location) of people that are 

most likely to attend an event. In professional performing arts organizations, extensive market 

research is conducted to gain insight into an organization’s market or segment makeup. 

Surveys and market research reveal who is currently attending or interested in attending events 

based and their shared demographic traits, providing insights to the lifestyles of the current 

audiences and informing the selection of target markets, or who should be the focus of marketing 

efforts. OBU is in an ongoing effort to utilize surveys and ticket sale information to gather 

information about our current audience traits. Due to this, the following target markets have been 

selected based less on demographic information, but on geographic indicators, relationship to the 

University, and similar interests. 

OBU Current Target Markets: 

1) All OBU students 

2) All OBU faculty, staff, and administration 

3) Shawnee and other surrounding communities 

4) The OBU network, i.e. affiliates, alumni, and others in the OBU sphere of influence 

THE MARKETING MIX 
The marketing mix is the selection of the different types of marketing tactics and promotion 

materials that will be used to achieve marketing goals. It is important to consider both the fiscal 

and time costs associated with each marketing option. This is typically divided into two broad 

categories: Traditional and Digital Marketing.  

Traditional Marketing is mainly comprised of print media, but may include or other outlets 

(radio, ad exchange programs, billboards, and others), or a digital process used to reach this end. 

For example, using an online form or email to send what will appear in newspapers, regional 

magazines, and other printed items.  

Digital Marketing includes marketing with a digital footprint only, such as a website, email, 

online calendar, digital banner, and social media advertising. 

The following Marketing Mix is currently employed for OBU staged musical works. For 

example, with a marketing budget of $200, posters would get $100, Facebook marketing $60, 

print media and quarter sheets $20 each. 

Media Outlet % of Budget % of Time 
Facebook Marketing 30% 10% 
Social Media Management 0% 50% 
Email 0% 15% 
Digital media outlets  0%* 5% 
Print media outlets (newspapers, magazines, programs) 10%+ 7% 
Print Posters 50% 7% 
Quarter Sheets 10% 6% 

 

*This category has a zero-budget line because only free options like online calendars will be utilized 
+This budget line is only for purchasing space in ad exchange programs with local arts organizations. 
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Advantages and Disadvantages of Marketing Types 

Both traditional and digital marketing have advantages and disadvantages. Digital marketing is 

often less expensive, has more flexibility to be changed, and reaches a younger, more diverse 

demographic. It is also much easier to track effectiveness of both purchased ads and organic 

social media content thanks to free analytic tracking through these platforms.  

Print and other traditional mediums are more expensive, require a much longer production lead 

time due to formatting challenges and printing deadlines, cannot be changed once in print, and are 

almost impossible to effectively track impact. However, the age and habits of a typical arts patron 

lends credibility to their continued use. 

*It should be noted that due to budget constraints, direct mail (such as postcards and mailings) 
will not be employed in this plan and electronic mediums are favored. 

TRADITIONAL MARKETING 
On Campus 

CONNECT WITH CAMPUS MEDIA 
a. Kenny Day (head of campus communications): He will publish a web article and has the 

ability to write additional articles for the Baptist Messenger and OBU magazine. He will 

also send the press release and his news article to local and regional newspapers. He will 

require a press release and photos as well as meetings early in the academic year, well 

before production meetings begin. 

 

b. Holly Easttom (director of the student newspaper the Bison): Though Holly does not 

require students to write an editorial over the event, often a production of this magnitude 

garners the interest of one of the student news staff. Holly can set up meetings with these 

students, as well as submit information for the fine arts section/event calendar. It is best 

to also submit a press release and arrange to speak directly to a student—should the story 

be picked up, a student will request an interview either via email or in person. A student 

photographer will often come to take photos. 

POSTERS (ON AND OFF CAMPUS) 
a. Design: Poster design can either be coordinated with the Fine Arts office secretary who 

works in conjunction with the Marketing and Communications team. The director can 

also contact the Division of Art and Design for student or faculty design help. All posters 

must adhere to copyright set forth by the rental agency for the show as well as branding 

requirements in the Fine Arts office. The Fine Arts office must approve all poster designs 
prior to printing.   
 

Contact Corey Fuller (Division of Art and Design Chair) for more information 
regarding special design and student artist contacts. 

Corey.fuller@okbu.edu; 405.585.4341 

 

b. Distribution: Timely distribution of posters cannot be stressed enough! An up-to-date 

checklist should be kept in the production notebook and updated in the student guide each 

year. The digital companion to this guide includes a template to track what businesses, 
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community locations, and campus venues will participate, as well as the number of 

posters needed at each location and contact information for a representative at each 

location. 
 

Poster Design Considerations 

People do not spend much time reading posters and they are often in direct competition with 

other posters on a call board. Consider the following: 

• Less is more: Limit text to pertinent information (show title, organization information, 

date, time, location, how to buy tickets, ticket prices, and special events) 
• Keep it clean: Make sure most information can be easily discerned in a glance or two. 

Think about how text color and size interact with the selected background. 
• Capture attention immediately: It is the graphic design of a poster that attracts attention to 

the event. Work with the selected designer to have a poster that demands attention! 
• Keep it legal: Include any required wording on the poster for sponsorship, collaborators, 

and copyright. Most musicals and operas not in the public domain require the inclusion of 

book and score authors as well as publisher information on printed material, often with 

certain font size relationship.  
o If renting show rights, carefully check all publicity requirements. 

o All posters must include OBU taglines. 

o Any photos or graphics taken from the internet must be paid for or in the public 

domain. 

o Obtain Facebook banners and square images that can used for profile pictures, 

event posting on social media, blog templates, and for other posts. 
• Ask for other media up-front: Images must be formatted differently for various elements 

of social media, which takes time. Submit any needs to the designer at the start of the 

project. 
 

QUARTER SHEETS 
Quarter sheets are a black and white print ad measuring one quarter of an 8.5x11” sheet 

of paper. These are placed in the mailboxes of students, faculty, staff, and administration 

and distributed at Chapel beginning one week prior to opening. Much like posters, these 

should be clear, concise, and grab attention. 

PROGRAM EXCHANGE 
Most program exchanges will occur in off-campus marketing outlets. However, in opera 

production years a program ad exchange should occur between the OBU theatre program 

and the OBU Department of Music. An exchange implies that an advertisement is run in 

each area’s event program, offsetting the cost (creating an “in-kind” donation). 

 

Off Campus 

LOCAL AND REGIONAL RADIO STATIONS 
a. Contact about the possibility of airing free Public Service Announcements 

b. Email a copy of the press release to local stations and inquire about appearing on 

morning shows or other talk programs 

*Please note that at the current moment, there is no on-campus radio station. 
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PROGRAM AD EXCHANGE PROGRAMS 
In the summer prior to the production, contact the Shawnee Little Theater, Shawnee High 

School Choral and Theater teachers, and OBU Theatre program to discuss an ad 

exchange. This differs from purchasing an ad because each organization prints the same 

size and type of ad in their respective programs. Not only does this save in cost, but it 

promotes good will between these important groups in the community. However, there is 

small amount allocated in the budget for the purchase of ads if needed. 

 

POSTERS 
A digital database that tracks locations that will and will not accept posters and the 

amount needed at each location should be kept by the director and updated in the Fine 

Arts office at the conclusion of each production. This needs to be printed and placed in 

the Marketing and PR student assistant’s folder prior to the first production meeting. 
 

See posters in the “On Campus” section for details. 
 

DIGITAL MARKETING 
Purpose and Use 

In today’s digital age, most information people gather on an organization is done through digital 

media—either from a website or a social media platform. The information provided through these 

digital channels and the delivery style can often have dramatic impacts on the perception of the 

product, service, or organization. Though social media has become very easy to use, it can be 

difficult to effectively curate social media sites to draw the attention of patrons.  

Effective Platforms 

WEBSITE 
At OBU, there is little faculty members can change on the main OBU website. These pages are 

curated by the media team to meet the overall communication, branding, and marketing goals of 

the university at large.  

However, it is important at the beginning of the academic year to make sure the production’s 

information for the university and division calendars is accurate. This includes reviewing the 

listed information (title of show, location, ticket prices, times, etc.) and making sure the 

information actually appears on the calendar—mistakes happen! 

Submitting a press release and any outside press coverage to Kenny Day will provide coverage on 

the OBU website, particularly on the main page. Articles by Kenny and other public coverage 

often appears on the main website splash page, increasing the exposure of the public to the 

performance. 

E-MAIL 
There are two significant e-mail marketing opportunities: 

1. The OBU weekly Happenings newsletter. This newsletter is sent to both students and 

faculty on Monday of each week. The deadline to submit information to Happenings is 

the Friday prior to publication. 
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2. Communication with alumni and retired faculty. A mailed advertisement, particularly 

when a staged musical production coincides with a significant campus event like 

homecoming, can he highly effective. Be certain to work with the Fine Arts secretary, 

department heads, and the alumni office to utilize an up-to-date contact list for this target 

group. 

CAMPUS DIGITAL MEDIA 

OBU utilizes television screens for announcements in several locations. Some televisions are 

restricted for announcements pertaining to that area of study only (i.e. business, nursing, etc.), but 

this should be checked each year. The following locations allow for general announcements: 

1. College of Fine Arts: this includes television screens in both the Chapel and Sarkeys. A 

press release and graphic should be submitted to the Fine Arts and 

Communications/Theatre secretaries.  

2. The Geiger Center: There are several screens throughout the Geiger Center (GC) which 

can display announcements. Contact the office of student life for submission information. 

3. Screens in other buildings are typically reserved for announcements for that academic 

area. Special arrangements might be made on a project-by-project basis. 

BLOGS AND OTHER WEBSITES 
Blogs can function like a self-administrated website or newspaper and is most effectively used in 

conjunction with social media.  

A blog is an effective outlet if the production needs to distribute extended information like 

historical information, program or production notes, or other prose-heavy materials.  

Example: The world premiere of A Porcelain Doll needed lengthy historic notes about 

Laura Bridgeman, the evolution of teaching the deaf-blind, and the newly-composed 

music that would be presented. Social media platforms are meant for short, media-driven 

content that do not allow a way to present these materials as extensively as needed. 

Therefore, a blog was created to address these issues. The blog may still be visited at 

https://porcelaindollopera.wordpress.com/. 

Keep in mind that blog is not intended for one-shot use—this must also have a post calendar with 

enough unique content to warrant the use of the digital platform. It is not simply to post program 
notes or other information easily posted elsewhere. 

SOCIAL MEDIA 
Social media platform popularity is continuously evolving and changing. Below are the heaviest 

influencers of our target audiences at the present time, as well as highlights the unique qualities of 

each platform: 

1. Facebook: incorporates visual media and text, no post length limits, easy to use targeted 

marketing, ability to easily share information with other groups and individuals 

2. Twitter: incorporates visual media with text, text and media size limits (140 second video 

length, 280 characters per tweet), easily shareable.  
3. Instagram: visual media heavy (comprised largely of captioned photos and videos), most 

popular with younger adults, supports use of hashtags, excellent to promote giveaways or 
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contests, demands high quality media, brand building potential, can be synched with 

Facebook. 

Each platform offers the opportunity to utilize paid advertising in addition to organic content 

creation to curate media and text posts. Due to the ubiquitous use of Facebook across all market 

segments and the “Event” feature, it is highly recommended to focus marketing dollars on this 

platform.  

A note on media: Be sure to use appropriately sized images for profile pictures, banners, and 

event images. Again, Corey Fuller will be able to consult about sizing. 

Social media platforms continuously update their media use, so check the most recent 

requirements for up-to-date information. Below are the current guidelines: 

 Profile Pictures: 180 x 180: will crop square and round 

 Page Cover Photo/Banners:  851 x 315 pixels 

 Event cover photo: 1200 x 628 pixels  
 

Sample Facebook Ad Copy  
 

               

Social Media Guidelines 

This section of the guide includes both OBU’s official social media guidelines as well as 

supplemental materials for the use of social media for a staged musical production.  

These guidelines are essential to ensure that all members of the production’s marketing team 
function in accordance with the OBU code of conduct and create content that is of sufficient 
quality and scope to increase the esteem of the College in the community. 
 



Texas Tech University, Rebecca Ballinger Clark, May 2021 

181 

11 

OBU GUIDELINES 
The OBU guidelines are updated yearly, and are therefore not included in this guide. The current 

university guidelines can be found at the following URL:  

https://www.okbu.edu/documents/social-media-policy-and-guidelines.pdf 

 

STAGED WORKS POLICY 
A social media policy has been developed to be distributed to all cast and crew members of any 
staged musical work at OBU. This ensures that there is a clear delineation between how social 
media functions in their daily lives and how it will function within this particular school event. 
This policy is a supplement to the social media policy outlined in the student handbook, as well as 
to the faculty guide. 

 

 

OBU Stage Production  
Social Media Policy 

 

Welcome to this OBU production! We are looking forward to growing together during 
this process and putting on a terrific show. As a part of this team, we all contribute to making the 
production the best it can possibly be and getting people here! Promoting the show requires 
effort from us all, from helping put up posters to inviting our friends and family to attend.  

One of the easiest ways to get the word out is to use social media. Since a production is all 
about communication, we want to make sure all cast and crew communicate the message we are 
trying to make about this show as discussed in our first read, as well as follow the OBU social 
media policy (found at https://www.okbu.edu/documents/social-media-policy-and-guidelines.pdf). 

Below is the social media policy this production will follow: 

1. Any photo or video taken of a rehearsal, performance, or of performance materials on the 
stage must be approved by the director before posting to any personal or OBU social 
media account. Tasteful greenroom or post-show meet and greet photos are just fine--
please tag OBU Music and/or Theatre! This ensures that the production abides by 
copyright laws. 

2. Only the PR manager, director, or a fine arts secretary can create an official Facebook 
event for this production and will have the ability to approve or deny any posting. 

3. All cast and crew participants must sign and return a media waiver form.  
4. To generate interest for the show, we all need to be positive! When discussing the show 

outside of rehearsal, online or otherwise, keep a positive outlook. What you say matters! 
5. Always pause before posting—you are responsible for what you right. We respect your 

free will when posting to your personal media sites, but please do so in a respectful and 
responsible manner. 

6. Do not disclose any personal information on social media sites. 
7. All policies outlined in the student green book 
8. When in doubt, ask the PR & Marketing Manager!!! 

 

Are you social media-minded? Is your Instagram game strong? Our PR & Marketing 
Manager __________________________ would LOVE your creative input! Please submit 
any ideas you have to their email at ___________________@okbu.edu and they will present 
it to the production team.  
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Oversight 

It is always the duty of the faculty member to ensure that any content published to social media or 

other digital sites adheres to the social media policy. It is highly recommended that content be 

approved prior to publishing to ensure that compliance occurs. Though a student might view this 

as unnecessary oversight, it provides control of the narrative and quality of material as well as 

create practices that are followed in the professional arts marketing field. For example, perhaps a 

photo is not clear, a phrase has an alternative meaning that is potentially offensive, or a post 

simply is not on brand. Utilizing the content calendar from the appendix and scheduling feature 

on social media sites will aid in the planning process.  

EVALUATION 
Why evaluate? 

Evaluations are essential to the growth of a marketing campaign. These evaluations help us to 

better understand the make-up of our audiences and the effectiveness of the current marketing 

strategy. Though ticket purchases allow us to track our profit margins and attendance records, 

they provide no information about who is coming. 

Required survey elements 

Though there is some freedom in the structure of the questionnaire, some elements should remain 

unchanged. These survey questions provide long-term information to influence future 

programming and marketing choices and monitor the success of current strategic decisions and 

gather information about audience members. Always get final approval for any survey from the 

head of the voice area, who will discuss these elements with the Dean. 

Required elements: 

1. Demographic information: Age, gender, place of residence (Shawnee or other),  

2. OBU affiliation: student, parent, faculty, staff, none 

3. How did they hear about the show: Facebook, email, OBU website, word of mouth, etc. 

4. Did they attend an additional event related to the show (pre-show discussion, etc.) 

See the Appendix for a short survey sample. 

CRISIS & CONTINGENCY MANAGEMENT 
What is a Crisis? 

A crisis is any kind of event with catastrophic effects on the institution or production. Examples 

include natural disasters, terrorist activities, threats upon the school or production, death of an 

OBU faculty, staff, or student, global pandemic, among others.  

Who Handles a Crisis? 

At OBU, most crisis situations will be handled directly by the OBU Marketing and 

Communications team. Contact with the press will be decided by upper administration and it is 

your responsibility to communicate to patrons and students how the crisis will impact the 
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production specifically, including steps for refunds if necessary. All crisis management decisions 

must go through the Dean of the College of Fine Arts. 

Contingency Planning 

Unlike crisis management, contingency planning varies per show. Contingency plans take into 

consideration the potential risks of a production based upon the material being presented and 

other anticipated challenges. For a production of Grease, a plan should be in place to proactively 

communicate the sexual themes and language of the show and handle negative reactions or 

concerns of the community.  

During the approval and planning process for the production, identify any potential controversial 

themes or events in the show’s material, then work with the dean and other pertinent faculty or 

administration to develop clear responses for each. This ensures upper administration will receive 

no surprises, and allows for the creation of audience education events and marketing content to 

give audiences the necessary tools for a positive aesthetic reaction to the performance. 

Though contingency plans create procedures to react to negative feedback, they should also work 

proactively to minimize these reactions. Though the contingency plan’s purpose is to react to 

external environmental challenges, it can utilize audience education strategies to minimize these 

occurrences. If sexual themes will be present, invite scholars to address and contextualize them. 

Use marketing transparently to alert audiences to the material, as well as why the show is worth 

doing.  
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APPENDIX 
Full-color, fillable templates and samples of all elements in this guide and appendix are available 
digitally from the College of Fine Arts secretary. 

Getting Started with Marketing: Statements and Power Words 

Brainstorming 
 

Before any work in marketing can commence, the director must spend time cultivating their 

vision for the production and be able to both powerfully and succinctly communicate that vision 

to many different people. The production crew heads, such as costumers, lighting and set 

designers, and even graphic artists, need to be able to internalize the core purposes and themes of 

the production, then support them in their own work.  

Overcoming Brainstorming Obstacles 
 

It can be a challenge to boil down a complex, multi-layered work into just a few words, find only 

one unifying theme or even begin. Below are some tools to troubleshoot this process: 

• Look to others. Use other creative minds to gain inspiration. Maybe another team 

member has a show vision or concept, or can help put the vision into words. This will 

also increase goodwill in a collaborative environment. 

• Research, research, research. If possible, attend a professional performance of the show 

live, or watch a recording. Make notes of any feelings, striking artistic choices, language 

used to describe the show in both marketing and by the cast or crew, and any other 

impressions of note.  

• Free write. Listen to or watch a recording of the production and write down the first 

adjectives that come to mind—try to intentionally use only one or two words. Use these 

in the director’s statement, power words, and other planning materials. 

Director’s Statement 
 

The director should create a director’s statement (also known as a ‘concept statement’)—a one or 

two sentence thesis statement describing the most central theme or vision of the work. Often this 

statement is supported with inspirational images, action words, or other aids to deliver the proper 

impact to the production team. The director’s statement is the unifying element for all aspects of 

production—including promotion and marketing and forms the basis for director’s notes in the 

programs, themes and quotes for press releases, and even content for social media.  
 

Power Words 

The old adage “words have power” is especially true in marketing. Power words evoke an 

emotional response (positive or negative) which then be used to lead the reader to a particular 

response. Power words are essential to exciting, healthy writing. Keeping a bank of power words 

that express the vision of the production can help quickly produce captivating marketing copy. 

 

For more about power words, examples, and other useful information, visit 
https://www.enchantingmarketing.com/power-words/#what. 
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Sample Director’s Statement 
 

“A Porcelain Doll” highlights the struggle between desire and ability, emphasizing the hope for a 

fully inclusive world while fighting the stigma and deficiencies of underdeveloped societal and 

scientific accommodations for severe disabilities in the 1800’s.” 

Emotive words: 

• Division 

• Frustration 

• Distance 

Character words: 

Dr. Howe: Clinical, ambitious    Laura: Curious, volatile     Teachers: fleeting 
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Sample Press Release 

 

 

Oklahoma Baptist University 
        For more information, call: 
        Rebecca Ballinger, (123)456-7891 
        Rebecca.ballinger@okbu.edu 

 

FOR IMMEDIATE RELEASE 

 Oklahoma Baptist University presents the world premiere of Jim Vernon’s A Porcelain 

Doll March 3rd and 4th at 7:30 p.m. and March 5th at 2:30 p.m. in Shawnee Hall’s Craig Dorland 

Theater. 

 A Porcelain Doll follows the incredible life of Laura Bridgeman, the first blind-deaf 

person to read and write. Samuel Howe, director at the Perkins Institute for the Blind, 

painstakingly taught Laura not only to recognize object but to name them. Vernon’s opera is a 

journey through the joys and hardships of a woman trapped within herself, longing to be free. 

The title role is split in two: the ever-curious inner voice of Laura, voiced by senior 

Cassidy Hopkins, and her unseeing, mute physical form, expertly portrayed by McKenzie Reece. 

These skilled actresses respond to others on stage in tandem to represent the dual world in which 

Laura lived, voicing thoughts in the moment as she never could.  

 “Though Cassidy and McKenzie make it seem as though Laura always had a voice, it is 

really the work of James Vernon and Brent Newsom which give Laura life,” says Ballinger, the 

director of A Porcelain Doll. “They expertly combine Laura’s real voice—her journals—with 

soul searing music, amplifying emotions she could only half express during her life.” 

 Tickets are $13 for adults and $5 for students with valid ID. The show begins at 7:30 p.m. 

on Friday and Saturday and 2:30 on Sunday, with a “Get to Know the Show” at 6:45 p.m. and 

1:45 p.m. The box office will open at 7:00 p.m. and 2:00 p.m. For ticket information, call 

806.123.4567 , or visit www.obu.edu/opera. 

 

x Oklahoma Baptist University Opera  
x Craig-Dorland Theatre, Shawnee, OK 
x A Porcelain Doll, world premiere 
x March 3-4 at 7:30 p.m., March 5 at 2:30 p.m. 
x Tickets:   

 $13 adults 
  $5 students with valid ID 
 

For more ticket information and prices, call 806.123.4567 or  
visit http://www.okbu.edu/opera 
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Checklist for Marketing Tasks 

This checklist should work in partnership with the marketing calendar and action plan templates 
on the digital drive. 

¨   Create director statement 

¨   Gather all information for press release 

¨   Determine content to be included in poster 

¨   Contact poster/program designer 

¨   Review first poster proof and submit revisions 

¨   Approve final poster proof 

¨   Print posters 

¨   Distribute posters 

¨   Update poster distribution list 

¨   Write press release 

¨   Create/revise recipient list for Press Release 

¨   Distribute Press release 

¨   Schedule promotion photos 

¨   Schedule archival photos 

¨   Submit program information to designer 

¨   Create Marketing calendar 

¨   Design quarter sheets 

¨   Proof quarter sheets 

¨   Distribute quarter sheets 

¨   Research ad exchange programs 

¨   Contact ad exchange personnel  

¨   Issue any necessary agreements and materials to ad exchange personnel 

 
Marketing Calendar  

As described in the introductory material for this guide, the calendaring system employed here 

utilizes a traditional calendar combined with elements of the Gant chart and PERT chart systems. 

This unique combination creates an action calendar that tracks all of the pertinent tasks for a 

project. Unlike a traditional calendar which records only deadlines or single tasks, this calendar 

incorporates color coordination to track like tasks, a key to explain various categories of the 

project, task initiation/review/completion dates, and a countdown to the opening of the 
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production. This type of organization is an important tool in meeting marketing deadlines, which 

are often the most rigid deadlines of any production element.  

Marketing Calendar Template 

A full-color template is available in the digital companion to this guide. 

Cover Page Sample 

The following cover page sample shows a general marketing campaign for an OBU staged 

musical work. This does not include tasks for placing slides on OBU televisions or campus wide 

emails—these should be coordinated with the Fine Arts Secretary. 

 

Calendar Month Sample 

The following Calendar Month Sample shows the tasks from the Cover Page within the context 

of the 2017 production of A Porcelain Doll.  

 

OBU Marketing Calendar Guide for  
Show Title 

  

Posters 
 Submit season materials to Graphic designer, edit, revise, edit, revise, approve final draft, 
send final draft to printers, pick up from printer, GO distribute posters. 
 
Press Releases:  
 Discuss press release needs with student marketing manager, student worker writes draft 
1 copy, revise, edit, revise, final approval, GO distribute press releases. 
 
Alumni Email:  
 Email draft 1, edit, revise, edit, revise, approve final draft, send to Fine Arts secretary for 
distribution, Email GO (date email is sent). 
 
Radio PSA:  
 Schedule meeting to design PSA with radio station, hold brainstorming meeting, write 
PSA script, edit, revise, edit, revise, approve final draft, rehearse PSA, record PSA, approve final 
copy, PSA GO (scheduled start of run). 
 
Quarter Sheets  
  Set up meeting to discuss/plan design, hold brainstorming meeting, design quarter 
sheets, submit proof, edit, revise, edit, revise, approve final draft, send to printers, pick up from 
printers, GO for chapel 2 weeks prior to show opening  
 
Social media & Facebook Advertisement 
 Receive design from designer, create ad copy, proof, revise, Facebook Ad GO. 

Assign social media responsibilities, update social media every Monday, Wednesday and 
Friday. Post every day of show week.  
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Traditional Media Examples 

Radio Ad Example 

 

JANUARY 2017 
Sun Mon Tue Wed Thu Fri Sat 

1 
First meetings with 
graphic designer and 
radio station in fall     
semester, appx. 20 
weeks out from  
Show GO 

2 
First production 
meeting 
Rehearsals begin 
Assign social media 
responsibilities 
Student begins Press 

3 
Receive 1st poster 
draft 
Finish PSA Draft 1 

4 
Social media post 
Return poster edits 

5 
Begin draft of  
Alumni email 
Edit PSA 

6:  8 WEEKS OUT 
Press Release Draft 1 
Due 
Social media post 

7 
Edit Press Release 
Revise PSA 

8 
Edit PSA Draft 2 (if 
needed) 

9 
Revise Press Release  
Social media post 
Revise PSA (if   
needed) 

10 
Receive 2nd poster 
draft 
Final PSA draft  
approval 

11 
Social media post 
Return poster edits 

12 
Rehearse PSA 
Edit Alumni Email 
Draft 1 

13: 7 WEEKS OUT 
Press Release Draft 2 
Due 
Social media post 

14 
Final edits to Press 
Release by faculty 

15 
Revise Alumni 
Email Draft 1 

16 
Final Proof of Press 
Release Due 
Social media post 
Record PSA & edit
(if not done by     
station)  

17 
Receive final  poster 
draft 
Receive final draft 
of social media im-
ages from designer 

18 
GO Distribute press  
releases 
Social media post 
Return final poster 
edits 

19 
Approve final PSA 
Meeting for Quarter 
Sheet design 
Create Facebook Ad 
Copy 

20: 6 WEEKS OUT 
Social media post 
PSA sent to station 
 
 

21 
Edit Alumni Draft 2 

22 23 
Social media post 
Posters sent to print 
Design Quarter 
Sheet  
 

24 
Final Alumni Email 
Draft 
Proof Facebook Ad 

25 
Social media post 
Revise Facebook Ad 

26 
Send Alumni Email 
final draft to COFA 
Secretary  

27: 5 WEEKS OUT 
Social media post 
 

28 

29 30 
Social media post 
Pick up posters 
from printer 
1st proof of Quarter 
Sheet  

31 
Edit quarter sheets 
Final Facebook Ad 
Draft 

Feb 1 Feb 2 Feb 3: 4 WEEKS OUT 
GO Facebook Ad 
 

Feb 4 

 
 

30 Second Public Service Announcement 
 

THE OKLAHOMA BAPTIST UNIVERSITY COLLEGE OF FINE ARTS PRESENTS THE 

WORLD PREMIERE OF “A PORCELAIN DOLL,” COMPOSED BY OBU’S OWN JIM 

VERNON. MCKENZIE REESE AND CASSIDY HOPKINS BREATHE LIFE INTO LAURA 

BRIDGMAN, THE FIRST DEAFBLIND PERSON TO BE FORMALLY EDUCATED, IN 

THIS CAPTIVATING, CINEMATIC OPERA. JOIN US AS WE FOLLOW HER 

INCREDIBLE JOURNEY TO FIND HER PURPOSE IN A WORLD JUST BEYOND HER 

FINGERTIPS. TICKETS ONSALE NOW AT WWW.OBU.EDU/THEATER. 
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Poster Design Example 

This example has been shortened to fit this page. 

 

Digital Media Examples 

Social Media Content Planning Calendar 

Though social media is incredible intuitive, the curation of posts and original, thought provoking 

content takes time. It often proves easier to curate social media posts for the show prior to the 
start of the rehearsal period. The planning process is an excellent time to decide the following: 

1. Will the same post be used across all platforms? 

• Different platforms have different regulations for content. If cross-posting on 

Twitter and Facebook, be sure it meets the character limit of Twitter. If cross-

posting on Instagram and Facebook, be sure to include a number of hashtags and 

a photo—elements that are integral to an excellent Instagram post. 

2. What type of posts will be made—is there a theme? Type of posts can include: 

• insights into the actors--meet the cast, meet the designers, crew, etc. 

• insight into the production--behind the scenes videos, interviews, sneak peeks, 

etc. 

• insight into the content of the show--important or interesting plot points, 

historical context, information about the composer or playwright, etc. 

• promotion of special events--pre-show discussion, free student previews, etc. 

• show information. 
3. What will the content of the post be?  

• Will it contain media? Posts with media result in higher engagement rates with 

video posts receiving almost double that of images.1  

 
1. Elise Dopson, “Videos vs. Images: Which Drives More Engagement in Facebook Ads?,” 

Databox (blog), March 14, 2019 https://databox.com/videos-vs-images-in-facebook-ads. 
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• ALWAYS include a call-to-action in EVERY post!! 

4. On what days and at what times will posts be made? 

• Having a post plan can help coordinate with colleagues, particularly with the 

Division of Music, to avoid multiple posts per day. 

• According to research, posts can be more effective on particular day. For 

example, Hootsuite states that Instagram posts receive the highest numbers of 

views on Wednesday mornings at 11:00 am and Facebook on Wednesday at 

noon. Track the efficacy of posts by noting what posts do best on what day and at 

what time for the event or page’s followers. 

• Consider a division of show/promotional event awareness and creative/content 

posts. 

This process is an excellent area to let student managers shine! Students often have a distinct 

advantage when it comes to using social media to address their peers or to bridge the gap to high 

school students. Below is sample social media calendar utilizing an Excel spreadsheet to track 

post content.  

 

Social Media Content Calendar Template 

A digital version of this calendar is available from the College of Fine Arts secretary.   

 

Social Media Content Calendar Sample 

 

KEY:
Key Production Dates

Facebook posts
Twtitter posts

Instagram posts
Livestreaming

Content Capture/Due Date
[fill in as needed]
[fill in as needed]

Other

SUNDAY, Jan. 29 MONDAY, Jan. 30 TUESDAY, Jan. 31 WEDNESDAY, Feb. 1 THURSDAY, Feb. 2 FRIDAY, Feb. 3 SATURDAY, Feb. 4
First Production Meeting Photo call for publicity Facebook post 2: 12 pm Instagram post 2: 11 am

Instagram post 1: 11 am
Facebook post 1: 12 pm

SUNDAY, Feb. 5 MONDAY, Feb. 6 TUESDAY, Feb. 7 WEDNESDAY, Feb. 8 THURSDAY, Feb. 9 FRIDAY, Feb. 10 SATURDAY, Feb. 11
Facebook Post Production Meeting Instagram post 3: 11 am Facebook post 4: 12 pm All cast interview videos due

Facebook post 3: 12 pm Instagram post 4: 11 am

SUNDAY, Feb. 12 MONDAY, Feb. 13 TUESDAY, Feb. 14 WEDNESDAY, Feb. 15 THURSDAY, Feb. 16 FRIDAY, Feb. 17 SATURDAY, Feb. 18
Production Meeting Instagram post 5: 11 am Facebook post 6: 12 pm Instagram post 6: 11 am

Facebook post 5: 12 pm

SUNDAY, Feb. 19 Monday, Feb. 20 TUESDAY, Feb. 21 WEDNESDAY, Feb. 22 THURSDAY, Feb. 23 FRIDAY, Feb. 24 SATURDAY, Feb. 25
Production Meeting Production Meeting Sitsprobe Light Hang

Instagram post 7: 11 am Facebook post 8: 12 pm Instagram post: 8 11 am
Facebook post 7: 12 pm Facebook post 9: 12 pm

SUNDAY, Feb. 26 MONDAY, Feb. 27 TUESDAY, Feb. 28 WEDNESDAY, March 1 THURSDAY, March 2 FRIDAY, March 3 SATURDAY, March 4
Wandleprobe Dress  1 Dress 2 Dress 3 Show 1: 7:30 Show 2: 7:30
Take video for Monday post Photos for Social Media Pre-show lecture: 6:45 Pre-Show Lecture: 6:45

Cast waving video
Instagram post 9: 11 am

Instagram post 10: 11 am Instagram post 11: 11 am Photo call for archive
Instagram post 11: 11 am

SUNDAY, March 5 MONDAY, March 6 TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
Show 3:2:30 pm
Preshow lecture: 1:45

A Porcelain Doll

March 3-5, 2017

3

2

# of weeks 
to opening

4

Facebook post 10: 12 pm, 
Video content

Facebook post 11: 12 pm, 
photo or video content

Facebook post 12: 12 pm, 
photo or video content Facebook post 13: 12 pm, 

video of cast waving
Facebook posts 14: 12 pm, 

Opening night post

1

Free student preview/final 
dress

⎻

Facebook post 15: 12 pm, 
photo of audience

Facebook post 16: 12 pm, 
last chance

Facebook post 17: 12 pm, 
thank you post

Instagram post 9: 11 am, 
thank you post

0
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Media release forms 

These forms are particularly important when community members and their children are involved 

in a production. In general, OBU students are covered by the university’s media policy, but it is 

never a bad idea to have additional information on file when it comes to sharing photos on social 

media platforms. 

Community members are not covered by university policy and should be aware that their image 

and name can and will be used for advertising and archival purposes. This releases the university 

from liability for the publication of this information.  

These policies also help to make students and community members actively aware of how they 

can use media from a show. They can share official production publications, but all other posting 

of photos or other content of a production is up to the discretion of the director—this ensures that 

OBU is compliant with copyright law.  

Always carefully read both OBU’s copyright/social media policy and the copyright information 

provided by the publisher to ensure marketing efforts do not break copyright law. For example, 

no more than 30 seconds of copyright music in an advertisement. University students will be 

given archival photos for their portfolio. Many parents and students are eager to share their work 

online and it can be difficult for them to understand the legalities behind choices that are made 

regarding media. It is recommended to remind them of the following in the first production 

meeting: 

 

Production stills are for portfolio use only. Only official press photos that are released by OBU 

are allowed to be posted on social media. 

Each community member will receive a digital copy of their child in costume onstage and a cast 

photo. 

Each OBU student will be able to request archival photos for their professional portfolios. For 

designers, enough photos will be provided to cover major changes in design elements. For actors, 

at least 3-5 photos for their portfolio will be provided. 

It cannot be guaranteed that the photos provided will be a close-up of that particular actor! Photos 

are taken to record dramatic elements of the work, not for the benefit of individuals. 
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OBU students and production team 

 

OBU Student Publicity and Media  
Release Form 

 

I, _________________________________________, do hereby grant Oklahoma Baptist University the 
right to reproduce my name and/or image in photographs, video recordings, sound recordings, and other 
media in both print and online forums. This includes, but is not limited to:  posts on the OBU webpage, 
promotional materials for recruiting or other brochures, archival photos, recorded material (visual and 
audio), posts to social media (such as Facebook, Wordpress, Instagram, Twitter), etc.  
 
I also acknowledge that video or sound recordings of the production in full or in part and distributing said 
materials in any way—such as posting to social media, blogs, websites, etc.—without written permission 
from the director is in direct violation of copyright law. Recording or photography of any kind, flash or 
non-flash, during a ticketed show is not allowed. Non-flash photography may be taken during the dress 
rehearsal. Any materials posted by OBU via social media or other online venues may be saved and 
distributed. All participants are required to abide by the policies set forth in the Social Media Policy. 
 
We are proud of you and are excited to include you in our strong performing arts traditions at OBU. In 
order to protect you and the other performers, as well as provide you with the best opportunity to immerse 
yourself in the show, each participant/family will be given a digital copy of the official cast photo as well 
as access to archival photos for your performance or technical portfolio upon request.  
 
�   I have read the social media policy and fully comprehend the material therein 
 

 
 
 
_____________________________________________   __________________________ 
Participant name (printed)      Date 
 
 
_____________________________________________    
Participant signature 

 
Office only 
 
Date received: ________________________________  Received by: _____________________ 
 
Approved exceptions to above policy: ______________________________________________________ 

_____________________________________________________________________________________ 
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Community Members 

 

Community Member Publicity and  
Media Release Form 

 
I, _________________________________________, do hereby grant Oklahoma Baptist University the 
right to use photographs, video recordings, sound recordings, and other media of me and/or my child 
_____________________________________ in both print and online forums. This includes, but is not 
limited to:  posts on the OBU webpage, promotional materials for recruiting or other brochures, archival 
photos, recorded material (visual and audio), posts to social media, etc.  
 
I also acknowledge that video or sound recordings of the production in full or in part and distributing said 
materials in any way—such as posting to social media, blogs, websites, etc.—without written permission 
from the director is in direct violation of copyright law. Recording or photography of any kind, flash or 
non-flash, during a ticketed show is not allowed. Non-flash photography may be taken during the dress 
rehearsal. Any materials posted by OBU via social media or other online venues may be saved and 
distributed. 
 
We are proud of you and/or your children and are excited to include you in our strong performing arts 
traditions at OBU. In order to protect you and the other performers, as well as provide you with the best 
opportunity to immerse yourself in the show, each participant/family will be given a digital copy of the 
official cast photo as well as a photo of you and/or your child in costume onstage.   
 
Please note that failure to return this consent form will result in your/your child’s removal from all 
media, including photos, video, official program, etc. This does not preclude your/your child’s 
participation in said production. 
 
 
 
_____________________________________________   __________________________ 
Parent/legal guardian name (printed)     Date 
 
 
_____________________________________________    
Parent/legal guardian signature 
 

 
Office only 
 
Date received: ________________________________  Received by: _____________________ 
 
Approved exceptions to above policy: ______________________________________________________ 

_____________________________________________________________________________________ 
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Student Marketing & PR Manager Guide 

The student Marketing & PR Manager’s purpose is to bring creative promotional input to the 

production, as well as complete tasks for which the Director will not have time to manage 

effectively. This student should be carefully selected for their ability to follow written directions, 

meet deadlines, and their aptitude with social media platforms. Tasks this student will be 

responsible for include: 

• Distribution of posters 

• Creation of a Press Kit 

• Managing Social Media (Facebook, Twitter, Instagram) 

• Capturing digital content during rehearsal and other events 

• Creating weekly marketing reports 

• Distribute quarter sheets 

The Guide is designed to foster promotional skills in student PR & Marketing Manager(s), 

providing enough creative tasks to create a worthwhile experience while still completing day-to-

day essential business. The Guide should be reviewed with the Manager at least 2 weeks prior to 

the first production meeting with student crew heads and it is recommended to have weekly 

meetings (either in person or via email) to get status updates prior to the production meeting 

report. 

The Student Marketing and PR Guide can be found in its entirety in this notebook. 

 

Sample Survey Questions 

 

 

 

 

 

 

 

 

 

 

 

How did you hear about this show? 

� Facebook  

� OBU Website 

� Shawnee Star 

� Radio 

� Other ___________________________________ 
 
Did you attend the Get to Know the Show event? 

� Yes 

� No 
 
Would you be interested in attending a Get to Know the Show event in the future? 

� Yes 

� No 
 
Please select one or more of the following: 

� I am an OBU student 

� I am OBU faculty or staff 

� I am related to a member of the cast or crew 

� I am a member of the Shawnee community 

� Other ______________________________ 
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APPENDIX C  

STRATEGIC MARKETING PLAN FOR OBU                          

STAGED MUSICAL WORKS 

Planning 

Introduction 

 As discussed in Chapter 4, strategic marketing plans consist of three phases: 

planning, implementation, and evaluation. Since the implementation and evaluation 

phases of the strategic plan are directly impacted by the production at hand and 

coordinated by the faculty production head, these sections have been addressed in 

Chapter 5 and Appendix B. The planning phase incorporates the majority of the strategic 

planning process. The following has not been approved by OBU administration for real-

world implementation, but is a recommendation constructed from conversations with 

Chris Mathews (dean of the Warren M. Angell College of Fine Arts), current OBU 

strategic information, faculty input, and my personal experience at OBU producing 

staged musical works.  

Mission, Purpose, and Goals 

 The mission, purpose, and educational goals for Oklahoma Baptist University in 

their entirety can be found in Appendix A. The Warren M. Angell College of Fine Arts 

functions under the auspices of the larger university mission, but historically the Division 

of Music has utilized an additional mission. This mission is as follows:  

The mission of the Division of Music is to educate outstanding artists who will 
influence and enrich individuals, schools, churches, and communities around the 
world by glorifying Christ through music. We realize this mission through music 
study and performance designed to develop quality core musicianship, creativity, and 
collaborative skills. 
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Beyond these mission statements, it is my belief that separate visioning for staged 

musical works is needed to provide a foundation for strategic marketing goals. This 

consideration stems from the nature of staged musical works within the context of 

Christian higher education to serve the students attending the school though the 

fulfillment of these guiding principles, but also the patrons and the larger community. 

The OBU and Division missions address student outcomes and key areas of knowledge 

but fail to address the university’s relationship with the community at large. 

Purpose Statement of Staged Musical Works at OBU 

It is the purpose of staged musical works at OBU to communicate God’s 

revelations about the human condition through the staging of diverse works and active, 

educational engagement with students and audiences.  

Guiding Scripture 

Let the word of Christ dwell in you richly in all wisdom; teaching and 

admonishing one another in psalms and hymns and spiritual songs, singing with grace in 

your hearts to the Lord” (Colossians 3:16). 

Vision Statement 

Under the auspices of these mission and vision statements, staged musical works 

serve a unique role in the fulfillment of these directives. It is vision of these works to: 

1. Edify students and audiences through artistic presentations. 

2.  Minister to the community, utilizing the arts as a bridge to people in need. 

3. Increase the use mindful artistic practices of OBU students. 

4. Create opportunities for audiences to engage authentically with productions. 

5. Diversify audiences for staged musical works. 
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Goals for Marketing Staged Musical Works 

The following are the over-arching strategic goals for several performance cycles, 

or at least five years. These goals provide the basis for all objective and tactic planning 

for individual productions, as discussed in the Faculty Marketing Guide on pages 3-5. 

Goals for marketing staged musical works are: 

1. Increase the reach of stages musical works in the surrounding community 

through the consistent, managed use of social media platforms. 

2. Maintain average attendance of 80% capacity over the production run. 

3. Create opportunities to break down psychological barriers to attendance 

through a minimum of two audience engagement and education activities. 
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Organizational Analysis 

SWOT Analysis 
 

Strengths (internal) Weaknesses (internal) 
 

1.  Continual increase in production quality 
2. Long institutional history of producing both 

operas and musicals 
3. Student body interest (particularly in musical 

theatre productions) 
4. Consistent audience attendance records for 

15/16-17/18 productions 
5. Excellence in teaching/directing 
6. Excellent student artists 
7. Room for social media growth 
8. Strong College support 

 

1. Faculty & Administrative turnover 
2. Insufficient marketing output 
3. Lack of creative and impactful marketing tactics 
4. Limited resources (personnel and financial) 
5. Over-engagement of faculty and students, 

internal and external to OBU  
6. Small number of majors/minors in both the 

music (particularly performance) and theater 
programs 

7. High saturation of music events 
8. Faculty burnout due to additional workload 
9. Student burnout due to workload 
10. Lack of funding support due to budget cuts 
11. Lack of administrative support due to previous 

or potential show topics 
 

Opportunities (external) Threats (external) 
 

1. Strong support of OBU as a whole from the 
community—brand recognition and trust 

2. Strong arts attendance in surrounding the 
community 

3. Untapped audiences in the immediate region 
4. Rising interest in arts and culture events 

nationally 
5. Only university in Shawnee 
6. Strong parental support of cast and crew 
7. Potential to reconnect with Alumni 
8. Talented pool of local high school students 
9. Potential for collaboration within the 

community 

 

1. High saturation of campus events 
2. High saturation of community events 
3. Isolated location compared to the Oklahoma 

City and Tulsa metropolitan areas 
4. Large number of universities within a 90-mile 

radius with outstanding arts performances 
5. Competition with local high schools, junior high 

schools, and community theatres 
6. National shift away from the “classical arts” 
7. Oklahoma economy 
8. Professional musical theater tours in the OKC 

and Tulsa metros 
9. Regional and professional opera companies in 

the OKC and Tulsa metros 
 

 
Figure AC.1 Environmental SWOT Analysis of OBU Staged Musical Works
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Market Analysis 

Environmental (Competitor) Analysis 

Oklahoma Baptist University, hereafter referred to as OBU, is a Christian, liberal-

arts university in Shawnee, Oklahoma. OBU is located thirty-five miles east of Oklahoma 

City and currently enrolls approximately 1,800 students.141  The Oklahoma City 

metropolitan area is home to two significant state universities: Oklahoma University 

(approximate enrollment 31,500 students) and the University of Central Oklahoma 

(15,500 students). Additionally, Oklahoma City is home to four Christian liberal-arts 

universities:  Oklahoma City University (2,700 students), Oklahoma Christian University 

(2,250 students), Mid-America Christian University (2,000 students), and Southern 

Nazarene University (2,100), as well as two significant community colleges--Oklahoma 

City Community College (12,000 students) and Rose State College (7,500 students). 

Approximately sixty-five miles north is Oklahoma State University, the state’s second 

largest public university (24,500 students). These schools comprise OBU’s main sources 

of competition in both university enrollment and attendance at university sponsored 

artistic events. 

 Below, five competitors from various geographic areas and of differing 

identifying factors are analyzed in depth. A competitor analysis is a living document that 

is revisited during major strategic planning sessions and maintained throughout the year 

as new information surfaces. Significant competitors might change quickly as markets 

change, requiring strategic planning to have both long- and short-term environmental 

 
141. “About OBU: Quick Facts.” Oklahoma Baptist University, updated 2019, 

https://www.okbu.edu/about/quick-facts.html 
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awareness. The intention of this analysis is to inform marketing choices made by OBU, 

specifically those related to price, target markets, and content. Further discussion 

concerning competition for staged musical works can be found in Chapter 4. 

1. SHAWNEE LITTLE THEATRE 
COMMUNITY THEATER 
 
Contact Information 

Phone: (405) 275-2805 
Website: http://www.shawneelittletheatre.com/ 
Facebook: https://www.facebook.com/ShawneeLT?fref=ts 

 
Size & Geographic Locations 

Size: 200 seats, ¾ thrust stage 
Location: 1829 Airport Drive, Shawnee, OK 74801: located several blocks south   

     of OBU 
 
Important Financial and Marketing Information 

Revenues (2017) 
Total Revenue: $116,099 

Program rev.: $94,981 
Contributions: $17,063 
Advertising revenue: $3,000 
Other income: $1,055 

Expenses (2017) 
Total expenses: $120,613 
 *Operated at a $4,514 loss for 2017 

 
Pertinent Organizational Information 

• Ticket cost: $12 for a play, $15 for a musical 
• No space/capability to utilize live orchestra (perhaps chamber ensemble is 

doable—no more than 5 members) 
 

Key Alliances Formed 
• Previous alliance with OBU—collaborative productions 
• Oklahoma Community Theatre Association 
• American Association of Community Theatre 
• Community sponsorship: St. Anthony hospital system, Action physical 

therapy, BancFirst, Berkshire Hathaway Real estate, Fowler auto group, 
MetroBrokers, Shawnee Milling Company, and individual sponsors 

 
Major Strengths 

• Shows are historically well-attended 
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• Full creative freedom/license—can produce controversial and contemporary 
productions 

• Theatre is easily accessible 
• Significant community involvement 
• Well established in community (in business since 1967) 
• Low ticket cost 
 

Major Weaknesses: 
• Space is very limited 
• ¾ thrust stage hinders staging 
• Old sound technology 
• Pre-recorded orchestral accompaniment: “canned” music 

 
2. SHAWNEE HIGH SCHOOL 

LOCAL HIGH SCHOOL 
 
Contact Information 

Phone: Choral director: Justin Lee, (405) 275-3084 
Website: No dedicated public website or Facebook page for choir 

 
Size & Geographic Locations 

Size: Performing Arts and Athletic Center (PAAC), 750 seats 
Location: 1001 N Kennedy Ave, Shawnee, OK 74801  

Important Financial and Marketing Information 
• No financial or marketing information available at this time due to privacy of 

the budget 
 
Pertinent Organizational Information 

• No information on ticket cost at this time due to lack of online content and 
inability to get in contact with director 
 

Key Alliances Formed 
• Strong performers are invited to fill chorus roles at OBU as needed 

 
Major Strengths  

• Approximately 65-70 singers, including 15-20 men  
• Access to marching band 
• Ensemble required to participate due to course enrollment 
• Dedicated audience: family members of large casts 

 
Major Weaknesses 

• No orchestra program  
• No theater program 
• Limited budget resources due to cuts in public education 
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3. OKLAHOMA CITY UNIVERSITY (OKCU) 
PRIVATE UNIVERSITY, NATIONALLY ACCLAIMED PERFORMANCE PROGRAMS 
 
Contact Information 

Phone: School of Music & Kirkpatrick Auditorium: 405-524-9312 
Box Office: 405-208-5227 

Web address for ticketing information: 
https://www.okcu.edu/main/tickets 

Web address for Opera/Music Theatre company:  
https://www.okcu.edu/music/academics/opera-music-theater 

 Facebook for School of Music: 
       https://www.facebook.com/bassschoolofmusic 

 
Size & Geographic Locations 

Size: Kirkpatrick Auditorium: 1,100 (3 operas and 3 musicals staged annually) 
          Black Box theater: flexible 

Location: 2501 N. Blackwelder, Oklahoma City, OK 73106-1493 
 

Important Financial and Marketing Information 
• Financial information is unavailable 
• Downloadable season packet information on website (easily accessible) 

 
Pertinent Organization Information 

Ticket cost: $14/20/28; additional $3 online purchase fee 
*cost based on seat location only, no ticket-type discounts 

 Additional ticketing information: OKCU offers black bock musicals with  
minimal technical and design elements for $5 per ticket 

Music program forces: 
1,800 undergraduate students 
600 graduate students 

 
Key Alliances Formed 

• Affiliated with the United Methodist church 
• Alma mater of Kelly O’Hara and Kristin Chenowith 

 
Major Strengths 

• Music program forces:1,800 undergraduate and 600 graduate students 
• Season includes 6 shows: 3 opera, 3 musical theatre 
• Has an “Opera and Music Theater Company” 
• Long institutional memory 
• Acclaimed alumni 
• Infrequently repeated operas and musicals: most musicals performed no more 

than twice, very few operas performed more than three times 
• Offer a pre-opening night dinner before each performance ($25/$3 online 

purchase fee) 
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• Unified musical theater program in the Bass School of Music 
• Access to in-school orchestra 
• Highly active and professional marketing department 

 
Major Weaknesses 

• Lacks the same funding as public universities 
• Less name recognition than public universities 
• Located in a highly competitive market 

 
4. SOUTHERN NAZARENE UNIVERSITY 

PRIVATE NAZARENE UNIVERSITY, SIMILAR IN SIZE & SCOPE TO OBU 
 
Contact Information--ticketing 

Phone: 405-491-6345 
Website: https://bridge.snu.edu/music-tickets 
Facebook: events are created on the School of Music Facebook page  

      https://www.facebook.com/SNUSchoolofMusic 
 
Size & Geographic Locations 

Size: Herrick Auditorium: 1,100 
Location: 6729 NW 39th Expy., Bethany, OK 73008 

 
Important Financial and Marketing Information 

Revenues: Unknown 
Expenditures: $30,000-45,000 
Marketing: Musicals utilize appx. $700-1000 for marketing, including program    

printing. Facebook, posters on campus and in local schools, newspaper  
article in the Oklahoma Gazette 

 
Pertinent Organization Information 

Performances: 3 of each type of show, Friday matinee for school children 
Ticket Costs (2019 Musical): 

Evening prices 
Adult: $15 
Senior Adult: $10 
Student: $5 
SNU student: $4* 

*SNU students may also purchase a Crimson Card (one-time 
payment of $45) that grants that student free admission to many 
campus events, including musical productions. They must reserve 
their ticket in advance 

Friday Matinee: 
Adults: $7 
Students: $5 
Bus drivers/teachers: Free 
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Ticket Costs (2017 Opera): 

All performances: 
Adult: $7 
Student: $5 
SNU student: free 

 
Key Alliances Formed: Local schools—all productions are family-friendly  

 
Major Strengths: 

• Musicals produced by SNU music 
• Automatic electronic calendar add option available when purchasing tickets 
• Location within the Oklahoma City metro 

   
Major Weaknesses: 

• Small music department and performance majors 
• Small number of faculty resources 
• Potential budget cuts due to enrollment decreases 
• Lacks funding of public universities 

 
5. LYRIC THEATRE OF OKLAHOMA 

PROFESSIONAL UNIONIZED THEATRE 
 

Contact Information 
Phone: Box office:405-524-9312 

Administrative offices: 
405-524-9310 
1727 NW 16th St. 
Oklahoma City, OK 73106 

 Website: https://lyrictheatreokc.com/ 
 Facebook: https://www.facebook.com/LyricTheatreofOklahoma/ 

 
Size & Geographic Locations 

Two locations:  
 Civic Center Theater (summer productions)  

Size: 2,477 seats 
  Location: 201 N Walker Ave. 

       Oklahoma City, OK 73102 
 Plaza Theater (all other productions);  

Size: 279 seats 
  Location:1727 NW 16th St. 

    Oklahoma City, OK 73106 
 

Important Financial and Marketing Information 
Revenues (2018): 
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 Total revenues: $4,448,073  
  Fundraising/grants: $1,564,214 
  Ticket revenue: $2,011,321  
  Advertising revenue: $90,043 
  Other program rev.: $441,219 
  Other income: $341,276 

Expenditures (2016): 
 Total expenses: $4,682,501 
*Operating at a $234,428 loss for 2018 
 

Key Alliances Formed 
• Civic Center Theater 
• National Alliance for Musical Theatre  
• Allied Arts.  
• Faculty and students from surrounding universities 

 
Major Strengths 

• Utilize performing arts faculty from all major universities in the area. 
• Audience building through their arts academy 
• State of the art facilities 
• Excellent positioning within the community—trusted brand 
• Long tenure of many performers 

 
Major Weaknesses  

• Oklahoma economy—low discretionary spending due to oil bust 
• High production and marketing costs 
• High overhead for properties owned    

 
Target Markets 

1. All OBU Students: this market consists of two distinct groups: 

a. OBU Fine Arts Students: includes any student currently enrolled in a 

program that directly involves them in a staged musical production of 

some kind. This can include, but is not limited to, those enrolled in: 

Bachelor of Music, Bachelor of Musical Arts, or the Bachelor of Arts 

degree programs as vocal, instrumental, or theatre studies students. 

b. OBU students from the greater campus community 
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2. OBU Faculty, Staff, and Administration: this group includes the executive 

cabinet, board of trustees, deans, and department heads, faculty, and staff. 

3. Shawnee and the Surrounding Communities: this group contains any customer 

or potential customer of a staged musical work at OBU that is not attending or 

employed at OBU. Specific attention will be given to the city of Shawnee.  

4. OBU Network (affiliates, parents, alumni, and others): Due to heavy regional 

recruitment, the close geographic relationship of students and their families 

and the encouraged involvement of student families in activities on campus 

throughout the year significantly impacts family attendance. The strong 

connection of alumni and supporting businesses to OBU indicates potential to 

capitalize on these relationships. 

The Marketing Mix 

As mentioned in Chapter 4, the marketing mix is comprised of the specific tools 

or a set of actions to be employed to achieve marketing objectives and is based upon the 

“Four C’s.” Though Chapter 4 demonstrates how the marketing mix is applied at the 

production level to determine the best return on investment for marketing expenditures, 

there is also an overarching strategic element as well. The principles of the Four C’s are 

used to examine the needs of OBU strategies, publics, and budget to determine the 

optimal marketing mix. Each area is addressed below. 

1. Consumer 

Who is the consumer, and what products or services are they interested in 

purchasing? The consumer has been identified in the target markets of the 

previous section. The product (service) is easily defined by the title of the work, 
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and less clearly defined by the genre of the work. Until recently, staged musical 

works were delineated into the following categories: musical or opera. Under this 

particular marketing mix, the genre of a work will be defined by the following 

categories: 

a. Classical Style Musical Theater: Denotes any musical that is classically 

sung or of a classical style. Includes Golden Age musicals and works like 

Phantom of the Opera, A Little Night Music, and others.  

b. Contemporary Musical Theater: any musical theatre work with a 

contemporary, pop, or rock sound. Includes works like Wicked, Dear Evan 

Hansen, Hairspray, and Little Shop of Horrors.  

c. Opera: a musical work performed by classically trained singers, typically 

performed with a symphony orchestra. Traditionally sung without 

amplification and with sung dialogue. 

d. Operetta: a light opera, typically with spoken dialogue with a humorous 

subject. 

2. Cost 

At the production level, cost describes the amount of resources a marketing 

tool requires to be effective in its use. When strategizing, cost also includes the 

total use of financial and other resources to attend an event. Cost not only 

includes ticket prices, but also effort and time. Ticket pricing for staged musical 

works directly impacts the production budget and must consider the following 

environmental elements: 

a. Ticket pricing at competing organizations 
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b. Elements that make OBU productions unique, what increases the ticket 

value? 

c. Subsidization for student tickets due to student fees 

d. Cost to produce the work 

i. Rights—cost is higher for musical theater than opera  

ii. Costuming needs—historic show settings, large casts, and other needs.  

iii. Technical budget—what needs to be replaced, added, altered. This also 

includes standard yearly production purchases. 

iv. Set budget 

Based on traditional funding and various ticket sales models, ticket prices at 

OBU will be $15 for adults and $5 for students for both operas and musicals. This 

pricing structure takes into consideration the elements listed above, as well as the 

target markets for staged musical works. Figure AC.2 demonstrates the ticket sale 

forecast models used and ticket sale actual revenues for the 2017 opera A 

Porcelain Doll. 
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Figure AC.2 Ticket Sales Projection Models and Actuals for A Porcelain Doll 

3. Convenience 

Convenience refers to the ease of purchasing and using a product. Not only 

does this take into consideration the “place” the transaction will take place—

online, in person, via mail, or phone—but the convenience of cost. Arguably, the 

Revenue
Core Musicianship Prod (24017-718313) $11,140.00
Ticket revenue: projected net $5,100.00
Departmental line: 

3 performances, 205 seats/show
Tickets: $13 Adults, $5 students

Scenario 1 $16,540.00
$5,400.00

at 80% tickets sold
492 tickets

if 100% adults $6,396.00

if 75% adults and 25% students $5,412.00

if 50% adults and 50% students $4,428.00

Scenario 2 $15,880.00
$4,740.00

at 70% of tickets sold
431 tickets

if 100% adults $5,603.00
if 75% adults and 25% students $4,740.00
if 50% adults and 50% students $3,877.00

Scenario 3 $14,540.00
$3,400.00

at 50% of tickets sold
308 tickets

if 100% adults $4,004.00
if 75% adults and 25% students $3,388.00
if 50% adults and 50% students $2,772.00

Actual Net Income $16,961.21
Actual net ticket sales (minus fees) $5,821.21
Actual gross ticket sales $6,262.71

*68.7% of the total cost was covered by ticket sales
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higher the price, the less convenient for the target market of a small university. 

OBU offers the convenience of purchasing tickets online, by phone, and via in-

person ticket purchases in the theater office. Without investment in additional 

technology which requires administrative approval and a separate, dedicated 

budget, advancements in convenience are unlikely to change in upcoming 

seasons. 

4. Communication 

Communication is the interaction between the business or nonprofit and the 

customer. Traditional marketing models refer to this portion of the marketing mix 

as “promotion,” which implies a manipulation of messaging to persuade 

customers to purchase a product. However, as modern customers have demanded 

increased transparency from businesses, there has been a fundamental shift to 

allow an exchange to occur during a transaction. Marketing must be used to build 

trust between the business and the consumer, as well as provide a platform for 

engagement. With staged musical works at OBU, this will largely be 

accomplished with social media and audience engagement activities (to a smaller 

extent).  

With the consideration of all of elements discussed at length above and the 

percentage of budget and resources needed to enable success for each marketing tool, the 

following marketing mix will be the basis for all staged musical works at OBU. Figure 

AC.3 shows each marketing tool’s associated cost of financial and time resources. This 

mix should be evaluated on a show-by-show basis to allow faculty to explore marketing 

opportunities and balances best suited to the material at hand. 
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Media Outlet % of Budget % of Time 
Facebook Marketing 30% 10% 
Social Media Management 0% 50% 
Email 0% 15% 
Digital media  0%* 5% 
Print media (newspapers, magazines, programs) 10%+ 7% 
Print Posters 50% 7% 
Quarter Sheets 10% 6% 

 
Figure AC.3 Marketing Mix for OBU Staged Musical Works 

 
Budget 

In higher education, the budget is often created at the discretion of university 

administration, providing an operating budget that must then be managed by deans and 

other faculty members. Budgets also vary greatly depending on the type of work being 

staged, which may also impact marketing choices. It is recommended that a minimum of 

$500 be dedicated to marketing for each production, regardless of genre. Below is a 

sample opera budget used for the 2017 production of A Porcelain Doll.  

 

Figure AC.4 Production Budget and Actuals for A Porcelain Doll 

Totals $13,590.00 $10,496.12 -$3,093.88

Orchestra $4,590.00 $4,590.00 $0.00
6 services $85/service @ 9 musicians $4,590.00 $4,590.00 --

Technical Budget $7,250.00 $4,402.35 -$2,847.65
Sets $2,500.00 $1,500.00 -$1,000.00
Costumes (inclusive of props) $4,000.00 $2,902.35 -$1,097.65

Women's costumes $650 $931.60
Men's costumes $600 $659.80
Children's costumes $250 $278.47
Dry cleaning $750 $242.00
Costume rental $750 $0.00
Properties $1,000 $790.48

Microphones, cables, lights, gels, etc. $750.00 $0.00

Marketing $500.00 $428.00 -$72.00
Social Media 1-2 week at @ $75 $100.00 $100.00 --
Posters 100 posters @ $2/each $200.00 $200.00 --
Quarter Sheets 150 pages @ $0.10/page $10.00 $10.00 --
Various Flyers 250 pages @ $0.10/page $25.00 $18.00 -$7.00
Other marketing TBD $165.00 $100.00 -$65.00

Honorarium $1,000.00 $1,000.00 $0.00
Conductor Honorarium $500.00 $500.00 --
Costumer Honorarium $500.00 $500.00 --

Contingency $250.00 $75.77 -$174.23
Food for Strike $75.77 --

Projected  Actual Amount under/over
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Evaluation 

 Evaluation of the overarching strategic plan should occur on both short- and long-

term schedules. Each year, data from ticket sales, audience surveys, and marketing 

analytics should be analyzed to determine the year-to-year efficacy of the current 

strategic plan. The marketing plan for each production intentionally includes goals with 

measurable outcomes to aid in this evaluation. Market and environmental analyses should 

be updated or adjusted as needed based on new market information. Since some 

initiatives take several productions to yield results, it is recommended to refrain from 

significant alterations prior to the fifth-year evaluation. However, if an initiative is clearly 

ineffective and exception can be made.  

In the fifth year, as well as any year when OBU releases a new strategic plan, all 

market and environmental analyses should be revisited in depth. Goals, strategies, and 

outcomes should be adjusted based on information revealed from the data yielded by 

these analyses. Marketing tools, particularly in the digital realm, change quickly, which 

will require in-depth changes to the marketing guides and policies as well. The evaluative 

process takes time but is easily built upon strong data-gathering practices and timely 

reflection at the end of each production cycle. Without the evaluation phase, OBU runs 

the risk of beginning the hard work of audience building and community engagement 

from the beginning once again.  


