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Executive Summary

Sculpture T'rails Outdoor Museum is a scenic outdoor museum located deep in
the woods of Solsberry, Indiana featuring sculptures by artists from around the
world. The Museum strives to bring art education to the community with tours,
hands-on workshops, and career development opportunities for artists. T'he Muse-
um now features over 100 sculptures and welcomes visitors from all over the state
and beyond.

"T'he main concerns that Sculpture "I'rails have are attracting more visitors from the
Bloomington area and bringing in more volunteers to help with upkeep and main-
tenance of the museum. Volunteers are a crucial part of the museum’s operation,

as they are responsible for maintenance and upkeep of the sculptures and walking
trails. Our campaign focuses on generating awareness of the museum and using
that new awareness to build up a network of volunteers.

The overall goals of this PR plan include:

e Increase awareness and positive image of Sculpture Trails with Blooming-
ton Residents 20-49-year-olds

e Increase volunteering engagement and involvement between the Bloom-
ington arts community and Sculpture Trails

We conducted an analysis of Sculpture "I 'rail’s strengths and weaknesses as well
as primary research to determine our target audience and how to best reach them.
By focusing on our defined target audience, we aim to increase awareness of the
Sculpture "I'rails by residents in the surrounding areas and positioning the Mu-
seum as a place to do meaningful volunteer work. T'he following plan lays out the
steps we took to develop our objectives and the strategies we hope to employ to
reach our goal.




Background Research

ISSUE BACKGROUND:

The Sculpture Trails Outdoor Museum is essentially an art exhibit and hiking trail
located deep in the woods of Solsberry, Indiana. It is nearing its 20th year of operation,
but cannot sustain through its current attendance and volunteers. In order to improve
the Sculpture Trails, there are a few main issues that need to be focused on.

The client wishes for the Sculpture Trails to expand in popularity to include Blooming-
ton residents and overall increase the popularity of the Sculpture Trails. Another issue
that the Sculpture Trails face is a lack of volunteers. There is more upkeep to an outdoor
museum than meets the eye. Cleaning the sculptures and keeping the trails walkable is
not a one man job, but the on-site groundman, Hugh, takes care of most of the legwork

in addition to sculpting. Hugh expresses a need for adult volunteers to keep the trails in
the best condition possible, without interfering with the time he needs to devote to his art
and the trails. While fixing these problems, the Sculpture "I'rails still wants to remain true
to its roots by keeping artists interested in visiting them.

CLIENT HISTORY:

"T'he Sculpture Trails Outdoor Museum, located in Solsberry, Indiana, was found-
ed in 2002. 18 years later, Sculpture Trails has grown tremendously, showcasing over
100 sculptures from artists all over the world. The Museum’s mission, according to their
website, is “to bring Outdoor Sculpture and Art Education to the community through
various hands-on sculpture workshops, services and programs.” Sculpture Trails’ origi-
nal intention was to store sculptures on the owner’s land, but it became a destination for
artists and art lovers alike.

Regarding current communications, the Museum is moderately active on social media
such as Instagram and IFacebook, and could continue to grow and utilize those channels
to attract more visitors from the local community and the region as a whole. Gaining
traction with local media outlets, such as newspapers and news channels, is a potential
opportunity to gain an audience that might not otherwise use social media.

OPERATIONAL CONTEXT:

Greene County is made up of 8 different towns. These towns include: Bloomfield,
Jasonville, Linton, Lyons, Newberry, Solsberry, Switz City and Worthington. The U.S.
Census Bureau published a 2018 population estimate of Greene County. This showed the
population being 32,261, which is a standard population for a rural area. The overall race
and age demographic throughout Greene County is predominantly white with the high-
est population being 45-65 year olds. There are a total of 12,500 households with a major-




ity being family households. According to Stats Indiana, the median income is somewhere
around $50,000. The median rent payment in Greene County is $579/month. Over 9,000
households own a computer and the majority of those computers have internet connection.
When diving more into the demographics of each town in the county, Statista showed that
Linton is the most populated town within Greene County with a total population of 5,226
people. Newberry is the lowest population within the county with only 182 people. Howev-
er, Newberry also has the highest average income Greene County has a slowly decreasing
population. Over 5,000 residents are commuters that work in areas such as: Monroe County,
Martin County and Vigo County.

RESEARCH TRENDS FOR POTENTIAL TOURISTS:

According to an academic report by Rockport Analytics called “T'he 2017 Contribution
of Travel and Tourism to the Indiana Economy”, data shows that approximately 8o million
people visited Indiana in 2017. Daytime travelers made up 48.8 million of those visitors. This
is classified as visitors who do not spend the night where they are traveling to. If the majority
of travelers in Indiana are taking day-trips, this affects the places they will be able to go. Many
day-trips do not consist of more than a one or two hour drive. This means that the visitors
Sculpture Trails should be targeting are residents in surrounding counties. From the median
income we discussed above, these day-trip travelers may be looking for a trip that does not
require spending a ton of money.

When thinking about taking a day trip, we generally envision that there may be mul-
tiple stops throughout the way. After researching other potential stops throughout Greene
County, we found that another big spot that is popular around the Sculpture Trail is the
Tulip Trestle. The Tulip Trestle is a big open space of land with a train track that stretch-
es the whole view with an observation deck to observe the land and the trains that pass by.
Yoho's General Store is also another spot most known in Greene County. Hugh mentioned
that there were good sandwiches that could be bought there on the way to take a day trip at
Sculpture T'rails.

When going on our site visit and researching more about Sculpture Trails, we learned
that the site has a whole different meaning than we originally thought. It is a well-known
art hub than we could have imagined. Artists all over the world come to Sculpture Trails to
work with the furnaces and intern to learn new skills. Although they want their presence to be
known to the public, they have no shortages of esteemed artists who want to come and make
sculptures. People hear about Sculpture Trails through the network of artists.

In terms of the public, many people hear about the trails through the Greene County web-
site, through word-of-mouth, through presentations put on by Hugh and Gerry at schools or
other organizations, etc. Media coverage on the sculpture trails has been minimal, with any
coverage mainly coming from smaller publications. They do have a presence on social media,
including profiles on Instagram, FFacebook, and T'witter.




PUBLICS:

One of the largest populations that Sculpture Trails attracts is artists. "T'he artists come
from all over the United States and internationally during the summer. This is a very import-
ant public for the outdoor museum because it is part of the charm. The entire outdoor adven-
ture was started for artists and without their work, there would be no museum. 'T'he owner,
Gerry, has many connections with different outlets of artists including art professors in Po-
land and other international organizations. T'his public is also very important in the messag-
ing that Sculpture Trails has repeated, that this place is for artists and for people that appre-
ciate the art process and value being around art. 'T'he client seems very proud of the attention
the Trails get from other artists. T'his public is willing to help out visit the "I'rails during the
summer. T'he client has mentioned the use of social media as their connection with the Trails.
Another large existing public for the Trail is Green County residents. The community has
reached out to the client excited about their existence and asking for ways they are able to
getinvolved and help. Sculpture Trails values the connections it makes with the community
and its community of artists. T'he client values teaching the youth in neighboring elementary
schools about art and iron made art. They go to different schools and demonstrate their iron
tour and pours which allows the students to make their own miniature iron sculpture. They
do run into a problem with this public with teacher turnover. The client mentioned that with
less funding going to the arts programs in school and new faculty that are unaware of the
"T'rails they may be losing these connections with an established public.

A large public that Sculpture "I'rails would like to get more involved in its museum
is the Bloomington residents. Bloomington is about a 40 minute drive from the T'rails and
they believe this market is untapped as visitors and volunteers. According to the U.S. Census
there are around 31,000 households in Bloomington with a population of rouhgly 85,000.
Bloomington is an ideal target public because of the number of residents. Also, Bloomington
neighbors three state parks that makes it easier for this resident to get outdoors. There are
many groups in Bloomington that encourage outdoor activities, like the Bloomington Farm-
ers’ Market. Along the ability to get outdoor groups, with the University Bloomington draws
many publics that enjoy the arts. There are also 13 art museums in the city. These reasons we
believe this is the best public to target a campaign for the outdoor museum.




STRENGTHS

e Artist resident pro-
gram - brings in artists
and their work from
around the world

e Unique nonprofit
(combines art with
work)

e One of few places
that combines outside
and art (Hugh men-
tioned how walking
through helps under-
stand the process of art
in general)

e Sense of community

e Passionate in the
work they do

WEAKNESSES

e Hard to find (not
enough signage around
the area)

e Outdated website

e Parking/Getting car
out of mud when rainy
(safety issue)

e Off seasons (End of
Fall, Winter)

OPPORTUNITES

¢ [ixpand reach
through targeting
Bloomington residents
and other tourists

e Increase Social Me-
dia Presence

e Increase special tours
during colder months
(special exhibit* i.e. fo-
cusing on large sculp-
ture or furnace)

e Redesigning the map
to include all sculp-
tures

s Wo (™

THREATS
e Cold weather
e [ ack of cell service

e [ack of Safety Proto-
col leading to liability
issues

e T'eacher turnover in
schools

e Competitors:
Tulip Trestle
Monroe County
Brown Count

e



Problem Statement

Currently, The Sculpture T'rails Outdoor Museum is facing a
problem due to the lack of popularity and volunteers. It needs vol-
unteers to help clean the sculptures and keep the outdoor museum
in good condition. Currently, the visitors are mostly from Bloom-
ington, Indiana. Furthermore, the Sculpture "T'rails Outdoor
Museum has problems with safety issues such as no cell service,
getting the car out of the mud when it is raining, and no available
shelters. Sometimes the road can be slippery after raining and
snowing.

"The Sculpture Trails Outdoor Museum now has many opportu-
nities to attract more volunteers and artists. If the Sculpture Trails
can expand reach through targeting Bloomington Residents and
other tourists, increase the publicity through social media, and in-
crease special tours during colder months, then it will attract more
people to visit and get involved. Thus, connections between artists’
communities can be an excellent opportunity for promoting the
Trails.

"The direction to solve the problems above is focusing on Bloom-
ington residents and generating awareness of the trails. "T'he out-
come of the project is to make the Sculpture 'T'rails a popular vol-
unteer hotspot for the residents in Bloomington looking to find
and build community.



Primary Research

RESEARCH GOALS:

The research goals of this survey are to gather general information from our survey par-
ticipants and understand their familiarity with Sculpture Trails and, ultimately, what would
motivate them to visit and volunteer. Moreover, our questions focused on understanding
what survey participants favored in terms of tourism and volunteering activities and how to

build off of that.

e Liind out what would draw more people, students and non-students, to the
Sculpture Trials

e Determine what channels our campaign should use to generate awareness
of the trials and how we could generate motivation

e Determine what the Sculpture T'rails lack that the people want in an out-
door activity

SAMPLING PROCESS:

We sent an online survey through Qualtrics to several contacts that were able to pass
it on to residents of Bloomington. We chose to do an online survey for our primary research
because it was an inexpensive way to gather information from a broad audience. The method
of sending a survey via the Internet-enabled us to quickly pass it around to many people and
allowed them to complete it on their own time, which increased participation in the survey.
We chose to target Bloomington residents because they are a relatively broad potential au-
dience close to the Sculpture Trails. We determined that the likely potential audience for
Sculpture Trails live somewhere in the area, and Bloomington offers the largest population of
people to reach. Through our survey, we received 160 responses from residents. The 16 ques-
tions on the survey gave insight into several factors, including awareness of Sculpture Trails,
willingness, and ability to volunteer, and willingness to travel.

DETAILED DESCRIPTION OF RECRUITMENT:

As a focus in the situational analysis our agency produced, we aimed to find Bloom-
ington residents that have some connection to the arts community, whether that be artists,
artist appreciators, and or connections to the multiple art museums. With this in mind, we
researched different communities that have such relationships. After conducting online
searches, the most promising groups found included, IU Communications Arts and Human-
ities sector, the Arts and Humanities Council of Indiana University, who is in charge of First
Thursday, an arts festival, and the Sidney and Lois Eskenazi Museum of Art. It was possible
to find most emails of the people that work within these organizations on their contact page



or with an in-person visit.

While the connection with arts is an essential factor in our research, we did not want
to focus on just this niche group in Bloomington, so the scope broadened to active commu-
nity members in Bloomington. We were able to do this with many personal connections. For
example, one of our group members was able to connect to residents who have been living
in the city for over 15 years and offer expert insight into the community. Also, through philan-
thropy work with mothers at Sherwood Oaks Church in Bloomington, our group was able to
connect with many members within the church.

Other organizations were also a target to send the survey to as well as modes to pass
the survey on to a more significant number of people. More personal connections to the
group found the organizations that were used to pass on the survey. These groups included
the Indiana University Dance Marathon, an organization that raises money for Riley Chil-
dren’s Hospital, IU Student T'elevision, Public Relations Student Society of America, the
Media LLI.C on IU’s campus, and multiple sororities and fraternity organizations. Most of
the members in these various groups are involved in the University and volunteer their time
throughout Bloomington while also having many connections to other involved residents.
The Media Living Learning Center is a community at Indiana University designed primarily
for students with interest in media, communication, and news. Media [.I1.C hosts volunteer
activities during the spring/fall semester. It also has tours of local and campus media outlets.
IU PRSSA is an organization at the [U Bloomington campus. It hosts activities and net-
working events. While these organizations are student-based, students do make up a signif-
icant portion of the Bloomington population, and they are considered residents. Student
residents in organizations are a high starting point in connecting to older residents since they
have advisors that are established Bloomington residents. T’hey were all asked to take the
survey and pass it along within their connections.

DATA COLLECTION:

Arts Community

The arts community connections found through Internet research were contacted
via email. Jana Surigao, an executive administrative assistant with the Arts and Humanities
Council, was emailed with information about our campaign, the potential of connecting, and
the opportunity to get more information Friday, Feb. 14. Surigao responded a few days later
joining us with Joe Hiland, the Arts and Humanities Council’s Associate Director, who man-
ages PR for the council. Christina Elem, a graduate assistant with the board, was contacted
before Surigao, with no response. Lauren Daugherty, the arts-based Wellness Experience
Manager at the Sidney and Lois Eskenazi Museum of Art, was emailed with the same infor-
mation as Surigao on the same day. She responded, happy to take our survey, and forwarded
it along to museum colleagues and a few local artists after we provided more information on
the target public via email. Kristin [.ondergan, marketing and communications coordinator
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at the Sidney and Lois Eskenazi Museum of Art, was contacted with similar information as
the previous two contacts. There was no response but, with the connection to Daugherty,
itis possible the survey was passed to her and the contacts she would have passed it on to.
Jamie Cesanek, an intern with I[U Communications Arts and Humanities sector, was con-
tacted by phone with a request to pass the survey along to her peers in [U Communications
Arts and Humanities. After the request, Cesanek contacted her boss Mary Keck who granted
permission to Cesanek to share the survey along with more information provided from an
in-person conversation in their internal communication channel.

Organization Leaders

Student fraternity House Manager Aaron Butcher was sent the survey after personal
connections passed it on Monday, IFeb. 17. Butcher is an involved community member and
business leader in Bloomington as a former sergeant with the Bloomington Fire Department
and business owner. Juniors and Seniors in the fraternity also were sent the survey. The Pres-
ident of the Entertainment Committee for Indiana University Dance Marathon, Jackson
Sawyer, was contacted to send out the survey to groups throughout [IUDM on Wednesday
2/19. We followed up with this organization later that night to confirm the survey link was
shared along with further details of the research. Greg Menkedick, advertising director at the
IDS, and Jim Kirkham, Little 500 coach, and nurse practitioner were contacted Friday, Feb.
14 via email. We shared with them information presenting them an explanation of the re-
search, our client, and encouragement to share it among their own social circles. Menkedick
and Kirkham have been residents of Bloomington for over 15 years. Menkedick and Kirkham
responded happily. Shauna Melvin, undergraduate EEnglish advisor, was also contacted via
email on Thursday FFeb. 13. Melvin confirmed she took the survey herself and sent it out to her
colleagues. Jennie Hession, sorority house mother, was sent the survey on Feb, 19 via text.
Hession was excited to help the group by taking the survey and passing it along to her friends
in the Bloomington community. She followed-up with our group ensuring she sent it to her
contacts. Feb. 18, Kenny Smith and Michael Gray, [USTV's advisor and technical director,
were asked the same thing as previous contacts to take the survey and share it. Through
GroupMe, many mothers and other members of Sherwood Oaks Church were provided with
information about the project, the survey, and positive encouragement to share with any other
friends or acquaintances on Monday, Feb. 17.

Students

All of the messages sent out to students were preempted with an explanation of our
project, the client, and emphasis on encouragement to share the survey with established
Bloomington residents. Feb. 17, the Media [.LI.C and IU PRSSA students received the
survey via GroupMe. Multiple committees within [UDM were sent the survey Feb. 19 via
GroupMe. Members of two different sororities were contacted Feb. 17 with the survey. They
each followed up with on Feb. 19 and confirmed the survey link and informational paragraph
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was sent in their GroupMe chats. A member of a fraternity was contacted on Feb. 17 and
confirmed that the link was sent to all junior and senior members. Via WeChat, on Feb. 19, a
group of friends arts at [U, was assigned the survey. Furthermore, all members of our group
reached out to friends at the university during the week of Ieb. 10 - 14, which included stu-
dents studying in various majors and involved in multiple activities.

STATISTICAL ANALYSIS:

Our survey aimed to gauge Bloomington residents’ awareness of Sculpture "T'rails Out-
door Museum. The questions were either focused on aspects of tourism or volunteering to
align with the goals previously outlined.

Percentage of Bloomington Residents that have Heard of Sculpture Trails

100% —
0% 7%
80% —
70% —
60% —
50% —
40% —
30% —

20840 —

10%

10% —
3%
. I

0% — | |
Mat Sure Yes Mo

The graph above shows that 87% of the Bloomington residents surveyed have not heard of
Sculpture T'rails Outdoor Museum, 10% have heard of the attraction, and 3% are unsure.
IFrom these percentages, we conclude that residents have a low awareness of the outdoor art
museum even though it is close in proximity.



How Consumers Get Information About Events/Opportunities/Activities

33.97%

16.71%

@ Facebook [ Twitter Instagram [ Online Reviews [} Friends’ Recommendations

@ Clubs/ Organizations  [j Other

"T'he pie chart above shows possible different outlets, traditional and social media, that

the population surveyed use to find activities, opportunities, and or events to partake in.
"T’he majority of the people surveyed find activities to do from friends’ recommendations at
33.97%. The second most used outlet is Instagram at 17.81%, followed by online reviews at
16.71%. From there, the chart shows the remaining order from 4th most used to last being
Facebook, Twitter, Clubs/Organizations, and finally with 2.74% other. From the graph,
we can conclude that people rely on trusted friends” opinions to partake in activities more
than they would on social media. Using friends’ recommendations shows the population
uses more word-of-mouth channels for information on their activities. However, still, social
media is present in their channels when they search for potential things to do.




Frequency that Residents Look for Summer Activities By Age
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"This bar graph above measures the frequency that Bloomington residents in each age group
are looking for summer activities to partake in. From the graph, we can conclude that the
entire community is searching for an event a moderate amount of the time. Additionally,

the three age groups between 20-49-year-olds show percentages that they look for activities
a great deal of the time. 20-29-year-olds are looking mostly a moderate amount of time or a
lot of the time for the summer. The 30-39-year-olds are mainly looking for something to do
during the summer a deal of the time or a moderate amount. In the 40-49 -year-old group,
the percentages of viewing a great deal of the time and a moderate amount of time are very
close with a close percentage looking a lot of the time. Around 75% of the 60 or above-year-
olds we surveyed are looking for something to do during the summer a moderate amount of
time while 65% of the 50-59-year-olds surveyed are looking for summer activities a moderate
amount of time.




Percentage of What's Important in Summer Activites

Field Not Important
Being Indoors 54%%
Being Outdoors 904
During the Daytime 2004
Physical Activity 12
Involving Art 43%
Educational 39%%
Phone-Free 449
Being with Friends 504
Other 73%

The chart of percentages above represents the percentage of people that ranked each category as either not
important, somewhat important, important, very important, or very important in a summer activity. The last
column on the right represents the total number of people that responded to the category. 46% of the 153
Bloomington residents surveyed said that being with friends is very important in a summer activity. That is
the highest percentage category in the very important column. The second highest in that column is at 28%,
that category is being outdoors. In the important column, four categories are all very close together in per-
centages at 38%, being outdoors, 37% being with friends, 36% physical activity, and 33% during the daytime.
43% said that it is not important for their summer activity to involve art. 44% said it is not important for their
activity to be phone-free while only 6% said it was very important. The standard deviation of the data above is

2.

Somewhat Important
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Showing rows 1 -9 of 9
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Motivations to See Art

rY

Field MNot Important Somewhat Important Important Very Important Total
Knowing the artist 46% 26% 24% 5% 145
Getting involved 37% 39% 20% 3% 145
Prestige 37% 37% 23% 3% 145
Knowing the process 3004 41% 2606 3% 145
Seeing something new 10%% 28% 48% 14% 145

Showing rows 1 -5 of 5

"The chart of percentages above specifies the percentage of what the residents ranked as
important in their motivation to see art from not important to very important. 14% of those
surveyed found seeing something new very important when it comes to why they want to see
art, and this is the highest percentage in the very important column. In the important column
of the chart, most of the percentages are in the 20s, but the percentage nearly doubles in this
column in seeing something new close to 50%. The highest percentage category in the not
important column is knowing the artist at 46%. 37% of the respondents said that knowing the
getting involved and prestige were not important in the reasons behind why they would want
to see art. T'he standard deviation of the data above was 1.




Volunteer Status By Age Range

20-29 30-39
15.3804
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40-49 50-59
17.65%
66.67%
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60 or above

25.00%

75.00%

@vyes @no [ No, but | would be interested in volunteering

"The pie charts above represent the current volunteer status by age group of Bloomington res-
idents. 32.08% of the youngest age group volunteer. 25.47% of the 20-29-year-olds age group
would be interested in volunteering and while 42.45% are not volunteering with no interest.
The most significant group that is interested in volunteering is 40-49 at around 30% in this
age group; another half those in this population do not volunteer with no interest. T'he only
age groups that show interest in volunteering are between 20-49. 50-60 or above-year-olds
showed no interest in volunteering if they do not already volunteer; this makes them an un-
suitable public to target a volunteer-focused campaign.
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Why People Do Not Volunteer

6.74% 4.49%

23.60%
7.87% 57.30%%
@ Transportation [ Time Money [} Lack of Interest () Other

"The pie chart above depicts the reasons why they do not volunteer if they answered either no
or no but, I would be interested in volunteering. Over half of our participants, around 57%,
said that time is the number one reason people don’t want to volunteer. 'T'he second reason
participants cited was “lack of interest” at 23.6%. "T'he following descending reasons were mon-
ey at 8.9%, transportation at 4.5%, and 6.7% said other reasons.




What People Look For In A Volunteer Opportunity
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The bar chart above represents the things people are looking for in an opportunity to volun-
teer; it represents what their motivations to volunteer would be. The most motivating aspect
and what people are looking for when they volunteer is a satisfactory feeling at around 25%.
The second highest motivator at about 20% was working with others. The lowest category
people are looking for is an hour’s completion requirement.




KEY FINDINGS:

FFound from the statistics, we can conclude that awareness is low in the Blooming-
ton community of this outdoor attraction. Also, from our research, we can conclude that all
age groups surveyed are looking for something to partake in during the summer a moderate
amount of the time. The groups to focus on during the summer could be 20-49-years old, as
these groups are looking for something a significant amount of time to moderately. "This is
a positive thing to come from the research as we can plan to campaign that this is an activity
to fill their summer days, whether that be a visit or a volunteer opportunity. An important
conclusion from the statistics found that significant percentages found being outdoors, being
with friends, physical activity, and during the daytimes important in a summer activity. All
four aspects of a summer activity can be found at Sculpture Trails; this will be a great factor
when building our campaign. From our statistical analysis, we can conclude that seeing some-
thing is the highest motivator behind going to see art. Another key conclusion from the data
above is that 57% of the surveyed population cite time constraints for the reason they are not
volunteering.

SYNTHESIS OF FINDINGS WITH SITUATION ANALYSIS:

Previously we believed that Sculpture Trails Outdoor Museum is facing a problem due
to the lack of popularity and volunteers. And we expressed possible opportunities for expand-
ing reach through targeting Bloomington residents by increasing the public’s awareness with
social media and focus on Bloomington families to attract more visitors and involvement.
After analyzing the survey results, we now believe that the situation of Sculpture Trails Out-
door Museum is facing the issue of low awareness and lack of popularity. According to the
graph of Percentage of Bloomington Residents that Have Heard of Sculpture T'rails, 87% of
Bloomington residents do not hear of Sculpture Trials, which means that we need to keep on
our focus of increasing the popularity of Sculpture T'rails. However, according to the graph
of Frequent that Residents [Look for Summer Activities by Age, it shows that 20-49-year-olds
look for activities for a great deal of time. Also, we can see that 46% of those surveyed said
being with friends was very important in a summer activity. Thus, the target audience should
focus on the age groups range 20-49 living in Bloomington instead of all Bloomington resi-
dents and not need specific family messaging.

Moreover, the graphs also illustrate that the satisfactory feeling and people find being
with friends is very important when doing volunteer activities. Therefore, targeting families at
Bloomington might be even more unnecessary. Instead, we focus on targeting businesses and
companies as a team-building experience, allowing companies to bring multiple employees
to the sculpture trails as a way to strengthen their company relationships. According to the
graph of Volunteer Status By Age Range, young adults age range from 20-29-year-olds are
likely to volunteer, and people who are 40-49-year-olds are most interested in volunteering
during spare time.
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SYNTHESIS OF FINDINGS WITH SITUATION ANALYSIS CONT...

The Sculpture Trails Outdoor Museum now has opportunities to attract more vol-
unteers and visitors. According to the graph of How Consumers Get Information About
Events/Opportunities/Activities, people are likely to get information through friend’s recom-
mendations, Instagram, and online reviews. Therefore, we decide to shape our campaign by
increasing word of mouth and renovating Sculpture Trails’ social media accounts, especially
Instagram, in order to improve the aesthetic and positive posts of the outdoor museum. To
advertise Sculpture Trails Outdoor Museum, we focus on increasing the knowledge of the
trails by placing flyers on bulletin boards around campus and common frequented areas like
the Indiana Memorial Union and other buildings around the Bloomington community.

The direction to achieve the goals of increasing engagement, knowledge,
and volunteering of the Sculpture Trails is focusing on age groups ranging
from 20-49 living in Bloomington and generating awareness of the trails
through company team-building exercise, word of mouth and social media
such as Instagram, Facebook, and "Iwitter. The outcome of the campaign is
to make the Sculpture Trails a word-of-mouth day trip that is team-preferred
as well as a popular volunteer hotspot.




Campaign Ildeas:

The campaign that we hope to launch has a few overarching goals— to increase positive
engagement and involvement, to increase volunteering, and to increase the knowledge of the
trails’ existence since our research showed 87% have not heard of the client. Because we have
two goals we must accomplish to make the trails more successful, there are two main ways we
will shape our campaign.

In order to increase word of mouth in a world that is so dependent on technology, part
of our campaign will focus on revamping and renovating primarily Sculpture Trails’ Insta-
gram account with recommendations to follow up on their other platforms such as T'witter
and Facebook with similar ideas put forward on Instagram. Since they already have social
media accounts, improving the aesthetic and featuring positive posts from featured artists
that come during the summers and volunteers would increase their following and therefore
increase their relevance. Instagram would be the targeted platform because our research
shows that it is the second most used outlet to find activities at 17.81%. We believe that if we
can gain the necessary followers, the population that uses this platform will be more likely to
go then after attending, tell their friends about it. The platform also offers an option to make a
business profile, which would be beneficial in creating a more professional profile and allows
them to analyze their followers.

Another portion of our campaign will focus on increasing the number of volunteers that
visit the trails. According to our research, most people in our targeted age group, 20-49-year-
olds, do not volunteer because of a lack of time so that we will introduce the volunteer op-
portunity differently; to businesses and companies as a team-building experience. Allowing
companies to bring multiple employees to the sculpture trails as a way to strengthen their
company relationships, but also volunteer in their local community is an appealing opportuni-
ty that we believe that companies would take advantage of. Not only would this increase the
number of volunteers, but it would also increase word of mouth and get people talking about
their trip to the trails and possibly recommending it to their friends and acquaintances.

A final and more subtle portion of our campaign to increase knowledge of the trails is to
advertise by placing flyers on bulletin boards around campus and commonly frequented areas
like the Indiana Memorial Union, The YMCA, grocery stores, churches, and other buildings
around the Bloomington community.




Goals and Objectives:

Goal I: Increase awareness and positive image of Sculp-
ture Trails with Bloomington Residents 20-49-year-olds
(Reputation)

Objective 1 (informational): Increase the number of Bloomington residents
that have heard of Sculpture Trails by at least a 45% by May 2021

Objective 2 (motivational): Increase the number of inquiries directed toward
Sculpture "I'rail employees about volunteering opportunities from Bloomington
Residents 20-49-years-old to by 10% after May 2021

Objective 3 (behavioral): Increase Instagram followers from (current) 967 to
1500 and average likes from (current) 30-40 to 60-70 by May 2021.

Goal 2: Increase volunteering engagement and involve-
ment between the Bloomington arts community and
Sculpture Trails (Relationship)

Objective 1 (informational): 15% increase of content made by local and campus
news/media outlets about Sculpture Trails by May 2021.

Objective 2 (motivational): Increase the visitation website traftic by 20% within
the summer months of 2021.

Objective 3 (behavioral): Increase the percentage of 20-49-year-olds that volun-
teer by 5% by getting them to volunteer at Sculpture Trails during May 2021.
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Target Public :

The information below is based on our primary reseacrh. Our survey can be found here:

https://iu.cor.qualtrics.com/Q/EditSection/Blocks?ContextSurveyI D =SV _oQwMN-
EQ4EAFH 3D

Adults ages 20-49 who are looking for volunteer opportunities
Based on our survey we found that the following reasons are the top motivators to volunteers
for a Bloomington 20-49-year-old:

e Satisfactory feeling

e Working with others

e Working outdoors

Based on our survey we can conclude that Bloomington residents’ 20-49 years-old lifestyle to
be:

o Active

e Social

e Busy
Many of our participants in this age group do not have families, so we are not focused on the
family aspect. The main reason our participants said they do not volunteer is due to lack of
time, so we believe that is why they live busy lives and the reason we want to focus on being
flexible volunteer schedules.

According to our research the following things below should be included in messaging be-
cause it will make our target audience pay attention and make it worth it to take action and
volunteer.

¢ Being outdoors

e Interacting with friends, family, and community

e Making a difference

Appropriate actions that we believe our messaging with get the audience to do are listed be-
low. These small actions are less intimidating and come off as benefits to them.

¢ Going outdoors

e Getting physical activity

e Visiting somewhere new

e Getting them to visit
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Messaging:
PRIMARY MESSAGE:

FFeel great about getting involved with your community and make
a difference by lending a hand when you can at Sculpture "I'rails.

SECONDARY:

Immerse yourself in nature by walking the trails and helping Sculpture Trails’ mission
with small tasks that make a big impact. Volunteering at Sculpture Trials allows you to
get outside hands-on experience with art and nature.

SECONDARY:

Break out of your comfort zone and meet new people that love helping others. By vol-
unteering at Sculpture Trails Outdoor Museum you get to work with others who are
passionate about what they do.
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Strategies and Tactics:

GOAL I: Increase awareness and positive image of Sculpture
Trails with Bloomington Residents 20-49-year-olds (Reputation)

Strategy |: Create a positive perception of Sculpture Trails with
working 20-49-year-olds

Objective 1 (informational): Increase the number of Bloomington residents
that have heard of Sculpture Trails by at least a 45% by May 2021
Tactic: Present a “who we are” banner ad that geographically targets
Bloomington residents 29-49-year-olds with button to direct them to social media
Tactic: Poston Sculpture Trail's Instagram and Facebook once a week
to keep the public updated on volunteer opportunities, events, etc.

Tactic: Showcase the owners, workers and regular volunteers on the
Sculpture "I'rails social media in order to attract new volunteers and give them a
positive perception of the people they will be working with while volunteering

Tactic: Capture unique sculptures and post them on Instagram and
Iracebook to showcase the new and exciting experience volunteers could experi-
ence while helping Sculpture Trails

Objective 2 (motivational): Increase the number of inquiries directed toward
Sculpture Trail employees about volunteering opportunities from Blooming-
ton Residents 20-49-years-old to by 10% after May 2021

Tactic: Create a community of Sculpture Trails volunteers by implementing an
open Facebook group including the people and their volunteer experiences/testimonials

Tactic: Showcase the owners, workers and regular volunteers on the Sculpture
Trails website in order to attract new volunteers and give them a positive perception of the
people they will be working with while volunteering

Tactic: Join other Facebook Groups (such as Hoosier Hiking, Bloomington Out-
door Group and Bloomington Recovery Outdoors, Bloomington, IN- What's Going On?)
to share messaging and reach a greater audience




TACTICS FOR GOAL | CONT...

Objective 3 (behavioral): Increase Instagram followers from (current) 967 to
1500 and average likes from (current) 30-40 to 60-70 by May 2021.

Tactic: Poston Sculpture Trail's Instagram and Facebook once a week to keep the
public updated on volunteer opportunities, events, etc.

Tactic: Showcase the owners, workers and regular volunteers on the Sculpture
Trails website in order to attract new volunteers and give them a positive perception of the
people they will be working with while volunteering

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag
#IronMaid

Tactic: Sctup a booth at the Bloomington Farmers Market with sign up sheet for
existing newsletter




STRATEGIES AND TACTICS CONT...

GOAL 2: Increase volunteering engagement and involvement
between the Bloomington arts community and Sculpture Trails
(Relationship)

Strategy 2: Get more volunteers from existing communities to
become ambassadors for Scultupre Trails

Objective 1 (informational): 15% increase of content made by local and cam-
pus news/media outlets about Sculpture Trails by May 2021.

Tactic: Showcase the owners, workers and regular volunteers on the Sculpture
T'rails website in order to attract new volunteers and give them a positive perception of the
people they will be working with while volunteering

Tactic: Submit volunteer days to other news organizations community calendars

Objective 2 (motivational): Increase the visitation website traffic by 20% with-
in the summer months of 2021.

Tactic: Poston Sculpture Trail's Instagram and Facebook once a week to keep the
public updated on volunteer opportunities, events, etc. directing them the website for more
information

Tactic: Showcase the owners, workers and regular volunteers on the Sculpture
T'rails website in order to attract new volunteers and give them a positive perception of the
people they will be working with while volunteering

Tactic: Edit Sculpture Trails events calendar to show up-to date information
(since their event flyers currenting on the calendar include dates from 2018)

Tactic: Capture unique sculptures and post them on Instagram and Facebook to
showcase the new and exciting experience volunteers could experience while helping Sculp-
ture Trails




TACTICS FOR GOAL 2 CONT...

Objective 3 (behavioral): Increase the percentage of 20-49-year-olds that vol-
unteer by 5% by getting them to volunteer at Sculpture Trails during May
202I.

Tactic: Giveaway $25 gift card and free guided tour for five to one of the Insta-
gram account’s new followers at the end of each month to incentivize people to follow the
account as well as visit the trails

Tactic: Repost social media posts made by volunteers and visitors who use the
hashtag # IronMaid on their posts to incentivize their sharing on personal social media pro-
files

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag
#IronMaid

Tactic: Reach out to Bloomington Moms to share blog posts of their experience

Tactic: Reach out to prominent businesses to establish relationships and share
story




Tactic Mockups:

BANNER AD:
Sculnt“ re GET OUTSIDE, GET INVLOVED, FEEL GREAT

FOLLOW US NOW

LG SR I YIRY IRt I
h....-.

Above is an example of the banner ad that could be used when targeting Bloomington res-
idents 29-49-years-old. Using banner ads that target this demographic will be very effective

in boosting social media following and website traffic. With an increase in visitation, the
audience will be exposed to our messaging attracting more volunteers. T'he use of digital ads
is important, especially in these times because people are online and can not physically visit
businesses if we were to place pamphlets. "This ad is effective because it is the right size (728px
X gopx) meeting Google’s requirements, is readable, and maintains a hierarchy displaying the
logo, value proposition and a call to action. This ad would be best positioned at the top of any
website.

SOCIAL MEDIA:
Volunteer Testimonial Social Media Posts:

Volunteer testimonials are important in our campaign because in our research we found that
this target audience gets most of their recommendations for activities through trusted rec-
ommendations from friends and then the second highest way is through Instagram so this
idea is what we believe is the best way to combine the two, also a post to Instagram is easily
transferred and posted to Facebook at the same time. "T'o post this after each volunteer day, or
after an event when there are a lot of volunteers, the social media intern or someone needs to
pull aside a few of the volunteers, make sure to ask if you can take their picture and share their
story and ask them a few simple questions for example:

I How was your volunteer experience?
2 What did you do today?

3 How are you feeling now?

4 Did you have fun




Example Volunteer Testimonial Social Media Posts:

jome  Sculpture Trails « Fallew
(™
scuipture Tralls Outdoor Museum

Likeed by john arnd 1,580 others

Sculpture Trails There's nothing better then getting
cuts.de and working together, Dur wolunteer group now
Just walting for Fire@Might

#Ironbaid @party .. mare

View all 20 comments
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dan  Sculpture Trails - Follow
Taks Soulprlure Trals Owidouw Mussum

Liked by john and 1,680 athers

Sculptura Trails MEET ME:
Hi, I'm Kate fram Bloomingtan, IN | just got aut and met
some awesome people! flronMaid ... more
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View all 20U comments

joipin  Sculpture Trails « Follow

Sculpbure Tra s Cutcoor Mussum

Liked by jehn and 1,560 others
Sculpture Trails MEET ME:
Wa a~e ‘rom Bloomington, IN and just spent some time

washing some really cool sculptures! It was great 1o see
wehat we could co injust a few hours. #ronkaid . more




Event Focused Social Media Posts:

Event social media posts are very important but, it is important to post buildup to the event
to make sure people have enough notice that an event is coming. 'T’hen you need to post some-
thing the day of an event to remind people that the event is here, and it’s an exciting time.
Then, the post is very important to thank those who did show up, also to show how great it
went and if they had any hesitations they can come next time.

Example Event Focused Social Media Posts:

fapue Sculpbure trails
nk

g Sculprure Tralls = Follow
Tiik

Suulpture Trabs Sutduo Muaserm

N FINALE ;i ib o
Plﬂl |E FIILL- EyENT

QW [

Liked by john and 1,560 others #ronbds o Jnin us for the 10th Arnial Fire@Hile! Sahiaay oy 27,
Famiy Fun, Fre, Music, and Moien Iron troem 12-10 pm. Come @
ke wour vary own cast iron Raliel Sculpiure o Doode Bovl znd talk
i - by artishs from &l e the country! Pl fesd will be availabe Fom
#lranMald Eparty — - g ; :

Smake Eabers 300, This is &n averd you don't sant o miss

Sculpture Trals Yolunteser ay i upor Us! Timme ta hit

tha trails ard make 8 difference!
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Example Event Focused Social Media Posts CONT...

fesre  SCUlpture trails
Tl
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Volunteer Experiences Social Media Posts:

These posts are a way to continue your social media presence and share the beauty of nature
that the trails are in. "The comments can follow your newsletter’s setup. T'elling them what
time to show up, what they will be doing when they get there. Using CALLING ALL
#IronMaids, is important because its brand recognition and connects the followers to the

page.

Example Volunteer Experiences Social Media Posts:

g Sculpturs Tradls = Follow
1. stubtum Traiks Oulcoar Musoum

Lived oy jabin amd 1,560 others

Leulpture Treile CALLING ALL #ronkaide it's time!
W nead you again. This sculptune and & oTRers nead
o be c'eaned! Come ot at 1 and gets hanos-on with
art and namre! ... more

s Sculpture Trails « Follow

Sculpture Trails Outdoor Museum

A LW

L ked by jahn and 1,660 others

Sculpture Trails CALLING ALL #ronMaids it's time! We
naed you again. Comea out around 1 and help us plant
seeds and beautify the grounds! ... more
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Introduction Social Media Posts: L ———

This is where people can meet the artist in residence, the owners, the board members, and
the new artists that come to the Trails with a new iron piece. These posts can follow a really
easy format with just an introduction and list what they do for the museum and a personal
anecdote about their favorite memory or favorite piece. It is important in these posts to use
multiple photos, showing them as a simple headshot, and a few of them outside in the trails.

Sculpture Social Media Posts:

During the slower seasons it is important to continue posting to social media so that people
do not forget about their experiences or potential experiences there! Posting sculptures is

an easy way to stay on people’s mind without giving them information overload. Just post a
picture of one of the many sculptures on the property and caption it with the artist name, loca-
tion and if possible a fun fact.

Gift Card Giveaway Social Media Posts:

To really motivate Sculpture Trails’ followers to post their personal testiment about the
voulteering experience it important to offer an incentive, that pushes them to become to
ambassador for the brand. Without the giveaway on the last day of the month, it will be hard
to get the followers’ to endorse a brand to their friends online. The posts should include the
name of the winner, when they were at the trails, and a screenshot of their winning post.

FACEBOOK GROUP:

Creating a community among the volunteers and encouraging them to keep returning to the
Sculpture Trails is a crucial part of retention. By having a Facebook group, this generates an
online community for everyone who volunteers, or wants to volunteer, to be a part of and keep
tabs on what is going on at the trails. "T'he posts in our FFacebook group will be open to our
volunteers and visitors for them to share their personal stories and experiences and use the
space as a conversation forum.

A key part to improving volunteer retention is implementing a new organizational structure
to how volunteers become aware of upcoming events and commit to volunteering. Addition-
ally in our FFacebook group, we are utilizing a service called SignUp.com. "This service allows
volunteers to virtually sign up to volunteer, see what volunteers will be at certain events, and
view an interactive events calendar. Making the volunteer process online will improve partic-
ipation and accountability, allow events to be planned more efficiently, and further encourage
those that are a part of this community to volunteer.
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PITCHES:
Example Pitch to Businesses:

In order to draw more volunteers to the trails, while also becoming more relevant within the
community, we thought it would be a good idea to reach out to local businesses and compa-
nies and present a team building opportunity to their organization. This would be a mutually
beneficial system: bringing the trails more volunteers, while helping local businesses improve
their company culture and experience the trails. Not only would this bring more volunteers
during the time of the organization’s event, but it would also bring more exposure to the trails
and encourage more involvement.

Subject: Unique Team Building Opportunity for your Business
Dear X,

I am reaching out to you to present to you a unique team building opportunity for your busi-
ness or company. I am the PR contact for the Sculpture 'T'rails, an outdoor museum that
allows visitors to immerse themselves in nature by walking the trails and helping Sculpture
Trails’ mission with small tasks that make a big impact. Volunteering at Sculpture Trials
allows you to get outside hands-on experience with art and nature.

We at the Sculpture Trails would love to invite you and your team at __(company name)__ to
participate in volunteering at the trails. T'eam building activities are invaluable to any compa-
ny or business. They build trust, increase collaboration, and advance communication. Vol-
unteering at the Sculpture Trails provides a rewarding experience for those who participate,
and would be a great way to improve your company culture. I look forward to finding a day
that works for your organization to coordinate a volunteer team building experience.

Keep in touch,
Gerry




Example Pitch to Bloggers:

In an effort to reach out to the community, we decided to get in contact with bloggers around
the area that might have an audience that would be interested in visiting Sculpture Trails.
The bloggers will most likely have an audience of families which is who we want to target.
Additionally, readers often trust bloggers as much as a personal friend, so hearing a testimoni-
al from one of their favorite influencers will more than likely drive more traffic to the museum.

Subject: Come Visit Sculpture T'rails and Share Your Experience with Readers!
Dear X,

I hope this email reaches you well. My name is Gerry and I'm the PR contact for Sculpture
Trails, an outdoor museum located in Solsberry, Indiana. Our museum features over 100
sculptures from artists all around the world. What makes our museum unique is that all of the
pieces are along a peaceful wooded trail, so it’s a great place for nature lovers and art lovers
alike. In addition to the museum, we host several events a year that allow visitors a chance

to get hands-on experience with how our artists make the sculptures. We have thousands

of visitors each year that come from all over Indiana and even outside of the state. We pride
ourselves on offering a truly unique experience that allows everyone to enjoy art while relaxing
in nature.

I'm writing to you because I feel that your blog would be a great place to showcase our muse-
um as well as give your readers an idea of something unique to do with their families. I would
like to invite you to visit the museum and take a guided tour and see it for yourself. Families
love the museum and I would love to give you the opportunity to see for yourself what makes
our museum so unique and why so many people love it. We can also provide any content you
need should you choose to write about your experience in your blog.

I appreciate your time and hope we can get in contact soon!

T'hanks,
Gerry




Example Pitch to Farmer’s Market:

Sculpture T'rails will have a signup sheet at events like the FFarmer’s Market (a tablet, laptop,
or mobile device) that will email addresses. Those email addresses will be added to the con-
tact list for the newsletter. Getting a booth at the farmers market will increase awareness of
Sculpture Trails as well as give people an opportunity to sign up to volunteer. We feel that
people are more likely to take the action of signing up to volunteer if they feel connected to the
trails through meeting the owners, other volunteers, etc.

Subject: Sculpture Trails Grows at the Bloomington FFarmers Market
Hi X,

Hope you are well! I am the PR contact for Sculpture "T'rails, and I wanted to touch base
with you regarding Sculpture Trails participating in the Bloomington Farmers Market. We
are working this year to gain exposure in order to recruit local residents in the area to help
volunteer at our outdoor museum. We know many other vendors will be in attendance, so we
wanted to know if there was anything we could do to make the farmers market experience run
more smoothly.

Here’s what we plan to bring:

) Informational brochures about Sculpture Trails
. Sign-up sheets for volunteering

. Information on what to bring and wear

. Hashtag to join our monthly gift card giveaways

Please let me know your thoughts. We look forward to secing you in June!

T'hanks,
Gerry




Calendars and Budget:

TIMELINE:

Increase reach by using this tactic as often as possible:

Tactic: Repost social media posts made by volunteers and visitors who use the hashtag
#IronMaid on their posts to incentivize their sharing on personal social media profiles

MAY 2020: (The month of May is dedicated to awareness and modifying

some current communications.)

Tactic: Edit Sculpture Trails’ events calendar (flyers have old event dates and no
volunteer days included)

Recurring* Tactic: Implement a signup sheet and interactive calendar for ecach
season within Facebook groups

Tactic: Showcase the owners, workers and regular volunteers on the Sculpture
Trails social media in order to attract new volunteers and give them a positive perception of
the people they will be working with while volunteering

Recurring* Tactic: Post on Sculpture Trail's Instagram and Facebook once a
week to keep the public updated on volunteer opportunities, events, etc. (X1)

JUNE 2020:

Tactic: Join other Facebook Groups (such as Hoosier Hiking, Bloomington Out-
door Group and Bloomington Recovery Outdoors, Bloomington, IN- What's Going On?)
to share messaging about Volunteer days and events only and reach a greater audience

Tactic: Implement a signup sheet and interactive calendar for each season within
Fracebook groups

Tactic: Capture unique sculptures and post them on Instagram and Facebook to
showcase the new and exciting experience volunteers could experience while helping Sculp-
ture Trails

Tactic: Reach out to Bloomington Moms to share blog posts of their experience and
offer free guided tour

Tactic: Reach out to prominent figures in businesses to establish relationships and
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share story

Recurring* Tactic: Post on Sculpture Trail’'s Instagram and Facebook once
a week to keep the public updated on volunteer opportunities, events, etc. (X1)

Tactic: Submit volunteer days to other news organizations community calendars
(this should be 2 weeks before event)

Tactic: Sct up a booth at the Bloomington Farmers Market with sign up sheet
for newsletter

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to
one of the Instagram account’s new followers at the end of each month to incentivize peo-
ple to follow the account as well as visit the trails

JULY 2020:

Tactic: Implement a signup sheet and interactive calendar for each season within
Iracebook groups

Recurring* Tactic: Bloomington Farmers Market with sign up sheet for
newsletter

Recurring* Tactic: Post on Sculpture Trail’'s Instagram and Facebook once
a week to keep the public updated on volunteer opportunities, events, etc. (X1)

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to
one of the Instagram account’s new followers at the end of each month to incentivize peo-
ple to follow the account as well as visit the trails

Tactic: Post on Instagram and Facebook about the events, day of events, and
thank you after the events

AUGUST 2020:

Recurring* Tactic: Post on Sculpture Trail’'s Instagram and Facebook once
a week to keep the public updated on volunteer opportunities, events, etc. (x2 biweekly)

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag
#IronMaid

Tactic: Present a “who we are” banner ad that geographically targets Blooming-
ton residents 29-49-year-olds with our social media handles and volunteer opportunities

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to
one of the Instagram account’s new followers at the end of each month to incentivize peo-
ple to follow the account as well as visit the trails




SEPTEMBER 2020:

Recurring* Tactic: Post on Sculpture Trail’'s Instagram and Facebook once a
week to keep the public updated on volunteer opportunities, events,etce. (X1)

Recurring* Tactic: Bloomington Farmers Market with sign up sheet for Sculp-
ture "I'rails’ newsletter

Tactic: Sct up booth or flying at the Lotus Festival

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag
#Iron Maid

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

OCTOBER 2020:

Recurring* Tactic: Post on Sculpture Trail's Instagram and Facebook once a
week to keep the public updated on volunteer opportunities, events, etc. (X1)

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag #

Recurring* Tactic: Bloomington Farmers Market with sign up sheet for news-
letter

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

NOVEMBER 2020:

Recurring* Tactic: Post on Sculpture Trail's Instagram and Facebook once a
week to keep the public updated on volunteer opportunities, events, etc. (1)
Tactic: Share testimonials volunteer experiences on Instagram with the hashtag #

Recurring* Tactic: Bloomington Farmers Market with sign up sheet for news-
letter

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

DECEMBER 2020:

Recurring* Tactic: Write pitches to companies to promote partnership volun-
teer groups with companies

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag
#IronMaid
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Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

JANUARY 2021

Recurring* Tactic: Write pitches to companies to promote partnership volun-
teer groups with companies

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag #

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one

of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

FEBRUARY 2021:

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag #

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

MARCH 2021:

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag #

Recurring* Tactic: Bloomington Farmers Market with sign up sheet for news-
letter

Tactic: Present a “who we are” banner ad that geographically targets Bloomington
residents 29-49-year-olds with our social media handles and volunteer opportunities

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

APRIL 2021:

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag
#IronMaid

Recurring* Tactic: Bloomington Farmers Market with sign up sheet for news-
letter

Recurring* Tactic: Giveaway $25 gift card and free guided tour for five to one
of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails
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MAY 2021]:

Tactic: Share testimonials volunteer experiences on Instagram with the hashtag #

Recurring* Tactic:Bloomington Farmers Market with sign up sheet for news-
letter

Recurring* Tactic: Post on Sculpture Trail's Instagram and Facebook once a
week to keep the public updated on volunteer opportunities, events, etc. (X1)

Recurring* Tactic:: Giveaway $25 gift card and free guided tour for five to one

of the Instagram account’s new followers at the end of each month to incentivize people to
follow the account as well as visit the trails

Tactic: Reach out to Bloomington Moms to share blog posts of their experience and
offer free guided tour

Tactic: Reach out to prominent figures in businesses to establish relationships and
share story
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Social Media Calendar:

During the month of July, the event posts will occur once on the day of and as well as the day
before as a reminder
I = instagram, I¥ = Facebook, I&F = Instagram & Facebook, Numbers represent the dates
Dec 2020 - May 2021 have tentative posts depending whether content is needed)
For the Frarmer’s Market, there will be a sign-up sheet and the emails will be added to the
newsletter

May - December 2020:
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Social Media Calendar CONT...

During the month of July, the event posts will occur once on the day of and as well as the day
before as a reminder
I = instagram, I¥ = Facebook, I&F = Instagram & Facebook, Numbers represent the dates
Dec 2020 - May 2021 have tentative posts depending whether content is needed)

For the Frarmer’s Market, there will be a sign-up sheet and the emails will be added to the

newsletter
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All Social Media Posts

Farmer’s Market Booth | *when set up in the fre
side of the market

_ $0.00
Gift for Bloggers * price of puided tour per
IErS00

Gift Card Giveaway *$25.00 a month $300.00
mmn:r ~"u:1 $1269.00

$48.59
TOTAL — $1617.59
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Evaluation Plan:

GOAL I:

Objective 1 (informational): Increase the number of Bloomington residents
that have heard of Sculpture Trails by at least 45% by May 2021
EVALUATION:

e Create a poll in Bloomington Facebook Groups asking whether they are
aware of Sculpture Trails. Collect survey results after July 2020 events and com-
pare to May 2021 before the next years events

Objective 2 (motivational): Increase the number of inquiries directed toward
Sculpture "I'rail employees about volunteering opportunities from Bloomington
Residents 20-49-years-old to by 10% after May 2021
EVALUATION:

e Start tracking inquiries at the beginning of the campaign by writing down
names and emails for people who have inquired about volunteering

e 'I'rack number of inquiries throughout the campaign up until the end to
compare the numbers from the beginning to the end

Objective 3 (behavioral): Increase Instagram followers from (current) 967 to
1500 and average likes from (current) 30-40 to 60-70 by May 2021.

EVALUATION:

e Continue to observe and track the Instagram account’s amount of follow-
ers by December 2020 there should be 1234 followers (half way through the year
and half the goal).

e Observe the amount of likes that each Instagram post, while also paying
attention to which types of photos are getting the most likes/attention, and tailor-
ing the posts thereon.




GOAL 2:

Objective 1 (informational): 15% increase of content made by local and cam-
pus news/media outlets about Sculpture Trails by May 2021.

EVALUATION:

e Collect the content made by campus media outlets about Sculpture
T'rails by May 2021 and compare with the number of contents made by media
outlets in the past.

e Collect the social media contents mentioned # [ronMaid and Sculpture
T'rails to see the increase of contents made by Bloomington residents and local
media outlets.

Objective 2 (motivational): Increase the visitation website traffic by 20%
within the summer months of 2021.

EVALUATION:

e "I'rack how many newsletters got sent out that included the link to the
website that redirects to further information about the Sculpture T'rails website
during June and July of 2021

e Record the number of times a link to the client’s website is included on
the posts for Instagram and Facebook was clicked beginning of May 2021 and
compare to the following of June 2021 and then compare that to July 2021

Objective 3 (behavioral): Increase the percentage of Bloomington
20-49-year-olds that volunteer by 5% by getting them to volunteer at Sculpture
T'rails during May 2021.

EVALUATION:

e Collect and record the number of volunteers in the month of May 2020
and compare to the number in May 2021.

e Create a post volunteer survey to send out to the collected volunteer
email addresses after in order to determine if Bloomington resident volunteers
increased. Compare Bloonignton residents’ numbers.

How old are you?

Where are you from?

Please rate your volunteer experience on a scale of 1 to 5 (please pro-
vide any feedback or explaination)




Appendices:

Appendix A: Primary Research

Thank you for taking our survey! This survey will take approximately 2-5 minutes to complete. The purpose
of this survey 1s to measure Bloomington residents’ interest in outdeor art attractions and volunteering
Opportunitics,

Allinformation will be kept confidentizl and are solely for research purposes. Thank you!

Hawe yau heard of Sculpture Trails Outdoor Museum?
a5
Mo

Mot Sure

et

How often do vou find yourself looking for things to do during the summer?

A great deal

Alot

A maderate amaunt
Alittle

Mever

Where do vou find opportunities for summer activities? Select all that apply.

Facebook

Twiittar

Instagram

Online Reviaws

Friends' Recommendations
Clubs/Organizations

Other

Please rank what you find the most important in a summer activity.

Somewhat

Mot Important Importanit Important Very Important
Being Indoors
Being Outdoors
During the Daytime
Physical Activity
Involding Art
Educational
Phone-Free
Being with Friends

Other



Q6 Do you currently voluntear?
G o
' No
& Mo, but | would be interested in volunteering
& Other

Dizplay Thi

I Do you currently volunteer? No s Salected

If yeu go not currently volunteer, why not? Please select all reasons that apply

Q7
# [ Transportation
E 0 Time

[ Momey

[ Lack of Interest

[ Other

Wiat do you look for in a volunteer opportunity? Select all that apply.

a8
J::t [ Working Outdoors
B

[ Working with Children

[ Close Proximity to Home

[0 Hours Completion Regquiremeant
[ Satisfactory Fealing

[ Working with Others

[ | do mot look at wolunteering

[0 Other

ca Winat type of art do you enjoy?

{} @ Classic

[ Modem

[ Sculpture

[l Paintings

[ Literary

[0 Al Types of art

[ | do mot enjoy art
[0 Other

Do you have a car?

Qio
@ Yes
T o
& Other
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Display This CQuestion:

IT Doyl hiave a car? Yes Is Selected

How long would you be willing to drive for an outdoor art
o1 activity?

# & 1- 10 minutes
0 11- 30 minutes

& 31- 50 minutes

) 51 minutes or mare

Please rank what motivates you the most to see arl.

Q12
Somewhat
J:} Mot Important Important Important “ery Important
Knowing the arist @ @ a 5]
i3 !
Knowing the process @ ] O 5]
B Getting involved @ 8] 5] 2
Prestige Q =] Q o
Sesing somathing new Q [} o o
Cther
o | (] 5|

Do you hawve children?

Qi3
@ Yes
2 eow
& Odthar

Display This Question:

I Do you have children? Yes ls Salected

How often do vou partake in summer activities as a family each month?

A great deal

Q & Alot
& Amoderate amauns
o Alitle

O Mever

How old are you?

Q15
@ 20-29
J::r & 30-39
o 40-48
o 5p-58
& Bl ar above
Wiat is your gender?
016

0 Male
‘ ’3 o Female
0 Mon-Binary

& | prefer not to answer
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Appendix B:

Annual Commuting T'rends Profile Greene County, Indiana. IBRC, March 28, 2019. Re-
trieved from http://www.stats.indiana.edu/web/county/commuting/2016/Greene.asp .

Bloomington City Indiana Profile U.S. Census Bureau Quick Facts. (2019) https://www.
census.gov/quickfacts/bloomingtoncityindiana

Greene County Community Profile U.S. Census Bureau 2018 Population Estimates. (2018)
www.in.gov/core/mylocal/greene_county.html.

“Indiana’s Public Data Utility.” STA'T'S Indiana: Indiana’s Public Data Utility. (2018) www.
stats.indiana.edu/profiles/profiles.asp?scope_choice =a&county_changer=180%2B

“T'he 2017 Contribution of Travel and Tourism to the Indiana Economy” Rockport Analytics
(2018) pdfretrieved from visitindianatourism.com

U.S. Census Bureau Greene County, Ind. Demographic Profile: 2000-2018. Retrieved from
https://factfinder.census.gov/faces/nav/jst/pages/community_facts.xhtml
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