
The Thursday Rethink: 
Amplifying your message across channels



If We Don‘t Know Each Other Non-Virtually…
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Stephen@Cookerly.com

Facebook/Linkedin/Pinterest: Stephen Michael Brown

Twitter: @StephenATL

Instagram: StephenAtlanta

http://Cookerly.com


The Post-COVID Programmatic “Pivot-o-Meter”
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In-person shows
Guided tours

Field trips
Physical exhibitions

In-person galas/events
Indoor productions/shows

Virtual events
Online exhibitions

Pay per view videos
Creative venues

Modified live events
Distance learning

Pre-Pandemic Post-Pandemic



Local Shout-Out: Art Beats
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https://www.artbeatsatl.com/



Local Shout-Out: The Lyric Virtual Events
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Local Shout-Out: Alliance Theatre Virtual Resources

6



Local Shout-Out: High Museum – Blog on Medium
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https://medium.com/high-museum-of-art



Local Shout-Out: Synchronicity Playmaking for Girls
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Local Shoutout: City Springs Theatre
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Local Shout-Out: Legacy on the Lawn
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Local Shout-Outs: So Many of You!
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Local Shout-Outs: So Many of You!
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This Week:  Mixed Information
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This Week:  11th Week of Tracking -- KnowYourOwnBone.com
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If people intend to visit, then they are 
planning their visit – and people are starting 
to do so now. 

• Observing others taking part in activities may affirm reports that the U.S. is reopening and 
attempting to resume more normal behaviors.

• These scenes and stories may grant social permission for others to behave similarly, with 
precautions.

• It may collectively affirm that cultural entities, on the whole, are executing operational changes 
required to make people feel safe, helping to “normalize” visitation again. 

https://www.colleendilen.com/2020/03/18/why-marketing-matters-during-covid-19-closures-key-factors-to-consider-data/


This Week:  11th Week of Tracking
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• Only one in four people feel comfortable attending an exhibit-based cultural institution – such 
as a museum, aquarium, or historic site – without changes that prioritize guest safety. 

• Only about one in seven feel comfortable visiting a performance-based institution – such as a 
theater or symphony – without operational and strategic changes to prioritize safety.

• While intentions to visit a cultural entity within three months match last year’s metrics and one-
month intentions are only slightly depressed, people expect organizations to consider 
operational and programmatic enhancements designed to recognize a new normal.



First Week: Earned Media
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• Refining your messaging

• Honing your spokespeople

• Harvesting your creative 
stories

• Pitching media for “earned” 
opportunities (Your “5”)

• Re-marketing third-party 
stories to stoke interest in 
your institution



Second Week: Shared Media
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• Adding Instagram and Pinterest 
to your channel mix

• Exploring new ways to use 
Stories features on Facebook 
and Instagram to pull in new 
audiences

• Leveraging virtual 
programming, contests, co-
creation, social curation, virtual 
performance or exhibitions, 
virtual galas or gatherings



Third Week: Owned Media
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• Websites are your home base, your virtual lobby! Ensure easy COVID-19 info

• Now more than ever, ensure everything on your web properties work properly

• Practice A/B testing on e-newsletters and communications

• Consider incorporating podcasts or apps into the mix



Fourth and Final Week of the Thursday Rethink: Paid Media
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Putting It All Together
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POLL

Have you secured media coverage about your organization in May 2020?

- Yes

- No

- Not sure
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POLL

Have you identified one or more new reporters to cover your institution?

- Yes

- No

- Not sure
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POLL

Have you improved an element of your website or social media in past weeks?

- Yes

- No

- Not sure
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POLL

Which of the following paid media strategies has your organization used in the past 12 
months?

- Traditional advertising (print and/or broadcast)

- Digital/Online advertising (websites and mobile apps)

- Social media advertising and boosting

- All of the above

- None of the above
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Budget-Friendly Paid Media
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Are we REALLY talking about paid media in this economy?!

Paid doesn’t have to mean big budget:

• Public service announcements

• Media and corporate partnerships

• Exterior signage at your venue

• Low-cost boosting of social media content



Marketing Costs
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Communications Component Potential Cost

Earned Media – Media Relations Zero – part of a staff member or 
volunteer’s time

Shared Media – Social Channels Zero – part of a staff member or 
volunteer’s time

Owned Media – Website, Podcast Only the costs of website maintenance or 
new additions, podcast < $500

Paid Media – Amplification & Ads Allocate a starter budget if or when 
you’re able



Wait -- Isn’t Social Media Free?

• Less than 10% of your followers see any individual 
post you make on Facebook!

• You can organically improve on that delivery by 
creating engaging content – when your followers 
interact with a post, Facebook serves it up to more 
people
– Facebook favors video, and video posts are among 

the most highly shared
• But even with good organic engagement you will 

never reach all of your followers without paying to 
do so
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Facebook is a pay-to-play platform



Facebook and Instagram Advertising

Facebook Boosting – The Easiest Way to Begin
• Boosted posts show up in your audience’s Facebook News 

Feed as an ad
• You can select Instagram as an ad placement for your boosted 

post
• Only need to know three things to get started:

– Target audience: Choose based on location, interests, age, gender
– Max budget: Can be as little as $1 per day
– How long you want to run your ad
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Just because you can boost every post doesn’t mean you should.
Boost your best content!



Other Facebook Ad Options

• Facebook Ads Manager 
offers
– Advanced targeting 

(lookalike audiences, etc.)
– More ad types including 

video ads and carousel 
ads
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Amplifying Through Integration

• COVID-19 presents a new challenge: breaking through a LOT of noise
– Uncertainty among audiences about which venues are open and at what capacity
– Online delivery means direct competition with world-class arts groups and well-established 

forms of digital entertainment
• A consistent, unified message is more important than ever
• Integrated campaigns prove that the whole is greater than the sum of its parts
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Integrated Campaign: The Whitney Museum of American Art
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Integrated Campaign: The Whitney Museum of American Art
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Integrated Campaign: The Whitney Museum of American Art
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Integrated Campaign: The Whitney Museum of American Art
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NOW…The Whitney from Home
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The Whitney from Home
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The Whitney from Home: Reaching Out Through Owned Channels
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The Whitney from Home: Reaching Out Through Owned Channels
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The Whitney from Home: Connecting on Social Media
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The Whitney from Home: Pinned Pandemic Message
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The Whitney from Home: Connecting on Social Media
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The Whitney from Home: Connecting on Social Media
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The Whitney from Home: Connecting on Social Media
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The Whitney from Home: Earned Media with Spokeswoman
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The Whitney from Home: Securing Earned Media for Events
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Putting It All Together
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Questions
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