	Print   
	Print and new audiences 

This tool kit starts to explore some of the issues of using print as part of the mix for attracting new audiences to the arts.  Clearly print is just one part of the marketing mix – but it is the bit that gets arts managers and producers hot under the collar.  Why is print seen as being so important?  What are the alternatives?  At the networking events organised by Arts Council England, East Midlands there was a great deal of discussion about whether the sector could be more imaginative in its use of media buying and look at radio and TV instead of being so reliant on print.  Clearly for many organisations working on very low budgets these discussions will seem like pie in the sky – but they are important questions for the theatres and orchestras if they are genuinely trying to get new audiences into their venues and presentations.  Even on small budgets we can be smarter about how we use print to make arts more accessible – removing some of the barriers – and presenting the venues and experiences in ways which tackle ‘not for the likes of me’ attitudes.



	Why print?  

Print seems to be an integral part of the arts – whatever we are producing from a community arts event to the promotion of a concert season – somewhere along the line a small forest will be pulped to create the leaflets and season brochures we produce. Clearly print is useful in that it gives people something they can keep with the details of our events – and if we are lucky it will help us convert people into new audiences or cultural attenders.  But we don’t very often start the design process by saying how can we bring in new audiences, or rather if we do it is part of a new audiences initiative.  More often we are servicing an existing audience pool - with less attention given to the way that printed materials could help to remove the barriers to attending for that wider group.  

It is a tough call – we want to produce materials that won’t alienate our existing audience – but that will have ‘pick up appeal’ for new people – maybe younger people, maybe families or maybe people from culturally diverse backgrounds. In the workshop that looked at print, practitioners from the East Midlands started to look at print from arts organisations – looking at both weak examples and good practice.  What became clear was that most of the print we reviewed was indeed appealing to existing audiences, in most cases.  Sometimes the print was dull and badly produced – in other cases the print was so closely associated with the show that it only made sense if you had an intimate knowledge of the production involved.  Other brochures merged images to create a montage of everything they had on offer in a season – politically expedient perhaps, but not attractive and certainly not arresting.

There are things we can do – some of them very straightforward to do with what print we produce, what we do with it and what we could do instead.  Whether this is greater customisation of the print we produce, or a migration into some other aspects of the marketing mix there are real options to be considered.   



	The brief 

Whether you are using an external designer or not – it is a really good idea to start by setting out a brief for the design job.  You need to clarify:

· Who is the target audience for the arts product?

· Who is the target audience for the print?

· What do you need to communicate?

· What is the product?

· When is it? date, start times etc.

· Where is it?

· How much is it? Are there concessionary rates as part of the push for new audiences

· Are you tied by any contractual requirements about images you can use or credits that have to be included on the print?

· Purpose of the print:

· Key images 

· Key messages 

· Company branding 

· What is the hook you are using on the print to attract new audiences?  How do you make new audiences feel comfortable to attend the arts experience you are offering?

· Requirements of print distribution or circulation – leaflet racks require a particular layout to have grab appeal – and may require standard print sizes

· The job to be undertaken by the print will influence the choice of paper weight – and the way that the fold of the leaflet works
	The design 

Text 

· For clarity it is considered that a point size of between 10-12 is appropriate – when you are using reversed out type you may need to go to a larger print size
· Type faces with serifs are usually consider to be easier to read – so something like Arial is good
· Text that is justified to the left is usually considered to be easier to read – this includes running text around images – sharp lines are better than ragged one
· Text that has proportional spacing is harder to read – so don’t justify left and right or produce rigid columns
· There needs to be a strong colour contrast between the text and the background 
· Printing text over images can be hard for some people to read 
· People with visual impairments find italics challenging and large blocks of uppercase can be difficult too
Colour 

According to the RNIB web site the contrast between the background and the text is a vital factor in legibility. The better the contrast, the more legible the text will be. They note that the contrast will be affected by the size and weight of the type. Black text on white background provides best contrast. 

They also point out that large numbers of people have poor colour vision (Colour Blindness) – so they suggest that you don’t use colour alone as a navigational aid.  For example student concessions can be in green and bold text. Otherwise you can use icons as well as colour to help highlight related items.



	The text 

Producing good copy for leaflets and other print is a real art form in itself.    The usual marketing adage is that the text should stress the benefits and not the features of the product or service.  In the case of marketing the arts to new audiences we need to think really carefully about the way that we talk about the artistic product – it has to be informative without being overcomplicated – but similarly the text should not be patronising.  

Special points you may wish to consider when producing copy for new audiences could include:

· How do you make people feel welcome?

· You need to try to find the triggers that will make people try a new activity 

· You need to think about the push and pull factors:

· People are more receptive to trying new things at key times of change in their life – in marketing terms these can be empty nesters (people who have recently shed family responsibilities), or people with new families.  It depends on the audience you are targeting and the experience you are offering.

· Some new audiences you are targeting may have challenging lives.  The print needs to be part of the way that we bridge the gap between their perceptions of the arts and the message or change in behaviour we are trying to encourage.

· Doing new things can be scary – from their perspective they will be thinking:

· ‘It isn’t for the likes of us’

· ‘Will I be welcome?’ 

· ‘ Can I afford it?’ 

· ‘ What do I need to wear, do, and how do I behave’. 

The text needs to help people to overcome these barriers.

· 
	Plain Language 

All information should be clear and easy to read. The Plain English Campaign guidelines are:

· an average sentence length of 15 – 20 words – red top newspapers like The Sun use 8-10 words per sentence and strong headlines to grab attention 

· use active verbs instead of passive ones – talking directly with the potential audience

· use everyday English

· be concise – shorter words; shorter sentences and say less not more

· avoid jargon

Plain English is particularly helpful for people for whom English is not their first language.

	
	Resources: 

There are a range of resources that will help you to develop better text: 

Eats, shoots and leaves – the zero tolerance approach to punctuation! by Lynne Truss, does what it says on the can.  ISBN 1 86197 612 7 

The Guardian Stylebook by David Marsh and Nikki Marshall from Guardian Books 2004 ISBN 1 84354 991 3.

Briefing Designers:  Guidelines for Arts Managers ACE

	Images 

The choice of images used in your print can have a significant effect on the impact it has 

· How do you reduce the fear of the unknown?

· Could you include photos of the venue?

· Could you include photos of key members of staff – such as the front of house crew?

· Could you include photos of the audience or current participants to show that you have a diverse client group/audience already?

When choosing production shots you will want to represent the production – but some images are more likely to make a connection with the potential audiences than others.  



	Getting what you want from a printer 

Success in printing requires forensic attention to detail – you may be working directly with a printer or you may be working through a marketing agency and a designer – it is important that you understand what the printer is being asked to do.  This summary sets out the sort of information that will appear in a “spec” or specification for the printer. Spec sheets are important for filling quotations forms and purchase orders. 

A spec sheet should include:

• 
Client name, date, job title, and a brief description of the job

• 
For example a season brochure 16 pages, A5 format, full colour 

• 
Quantity: Include number of samples and the % of overruns you will accept.

• 
Size: Include both trim and folded sizes.

• 
Paper /Stock: brand name, colour, finish and weight. 

• 
Ink: pantone numbers, varnishes or in-line coating (spot or overall) for front and back.

• 
Design features — Such as tints (how many colours per tint), bleeds, reverses, solids, crossover, butt fits or traps, specially built tint colours. 

• 
Halftones: Number of halftones and/or duotones plus line screen. If duotone, indicate which colour will be dominant. Indicate if photos are to be resized and cropped, straightedge crop, silhouette-outline halftones. 

• 
Separations: Specify number of separations and if using transparencies or reflective art. Show sizes of originals and final images. Indicate line screens and whether emulsion side up or down. Indicate if images butt to keylines or if they are outlines. Any crossover concerns? Retouching or colour correcting needed? 

•
Include type of colour proof preferred, grade of colour preferred (e.g. product match, commercial colour, etc.) Also, if you are supplying the separations, check to see if your printer should be given two sets of crossovers. 

• 
Proofs: Specify the type of proof. Loose colour, final stripped colour laminated proof or colour keys, blueline, folded dummy. Indicate if stock samples are needed and if a press check is a requirement. 

• 
Bindery: Trim, fold (type of fold), die cut, score/perf (lithoperf/score or letterpress perf), collate, number, drill (number of holes and hole diameters), stitch, shrink wrap. 

•
 Finishing Specialties: embossing, foil stamping, UV coating, laminating, etc. 

• 
Due date and delivery Instructions: Include address and phone number to call for verifying shipment. 

• 
Return-artwork instructions: Specify number of boards and/or disks and photos or transparencies to be returned along with number of samples. 

• 
Film custodianship/ownership: Specify who owns the film, who stores it, and that no film be disposed of without your written consent. 

• 
Quoted price: but terms vary – so make sure that you understand what you are agreeing to.


	Monitoring the effectiveness of print:

How do you know if your print has been effective?

It is important to monitor the effectiveness of print in helping you to achieve your audience development objectives.  

Ways of testing the effectiveness of print:

· setting up special e-mail or phone numbers to monitor responses to print campaign 
· setting up unique discounts or special added value offers 
· prizes and competitions included in the print
· have coding on your booking forms
· use trigger words for telephone booking to activate special deals and discounts
· you may be able to try different approaches to different parts of your mailing list – for example the first 50% of your mailing list may get version 1 and the second half get version 2 – this will help you compare 
· carry out simple questioning/questionnaires – ask people if they had seen the leaflet when they book or attend the session, exhibition or production 
· have a focus group with representatives of the target audience and get their feedback on the approach you are taking to reaching new audiences through print.
Remember – you need to plan monitoring into your campaign so that you have the tracking mechanisms in place.  Anything you can measure as part of the booking process is going to be easier than collecting the data through questionnaires or focus groups.
	Distribution

Before you get very far in the planning of your print it is important that you know how and where your print distribution is going to take place.  There are a variety of ways of getting print from you to potential new audiences, these include:

· Direct Mail – is the term used for sending materials directly to potential customers/audiences. The success of Direct Mail will be dependent on the ability of an organisation to access appropriate names – this can be tough for new audiences, but opportunities may exist tied into the subject mater of an arts activity for example.  The best use of direct mail is probably in getting audiences to move between venues and genres of arts activities.  It is likely to be of limited value in accessing wholly new first time audiences
· Bulk distribution of print -  there are a number of bulk print distribution services in the East Midlands.  Where they exist they usually offer the most effective way of moving print around – this is because they usually have access to leaflet racks; they can help you target pick up points in line with your marketing/audience development aspirations. These services should also be able to give you feedback on which leaflets are moving off of the racks most effectively.
· Door to door drops –can be effective ways of getting out print – especially for work that has a strong local interest or which is being presented in local, community venues. 
· Leafleting – surprisingly few arts organisations give out leaflets to individuals.  This is a technique that can be employed to catch people coming out of other arts venues – but you can also position yourself within a town to catch particular markets – toyshops or school gates for families; Post Offices on pension day for older people etc.  You may need permission if you are planning to do this somewhere that is not a public place.
· Special function print -  at the workshops in the East Midlands we looked at some print that was specifically designed for a purpose and to be tied into a production.  Guy Chapman showed examples of print he used for “Journeys End” and “Twelfth Night” which appeared on a hotel door card which worked as a ‘do not disturb’/ ‘service my room’ card.  For Journeys End he also gave away poppy seed packets at the flower shows during the summer.  Neither of these particularly target non-arts attenders, but the idea can be applied into a range of imaginative applications. 



	Sacred cows of print:

At the networking event in the Nottingham in December there was an interesting discussion about whether we could see our way to dispensing with season brochures.  The section looks at some of the arguments for and against.  

	Reasons why a seasons’ brochure is a good idea 

· It is convenient to both the venue and the audience 
· It is expected by the core audience 
· It helps to encourage experimentation 
· Gives a central impetus to the work of the marketing department 
· It requires only one space in leaflet racks around town 
	Reasons why a seasons’ brochure is a bad idea and it works against new audience development 

· It is expensive 
· There is little evidence to suggest that it does successfully lead to audiences being more experimental 
· The pressures on venues to offer a programme that appeals to all sections of the community 
· It is hard to produce a cover that can do the required job of attracting a wide audience (too often they are a compromise – a collage of images from the production or a single image with limited appeal)
· They are complicated to produce
· They often have lots of information that is of marginal interest and which make the whole experience of going to the venues look complicated.

	The brochure lite 

Some venues have started to produce very simple listing documents – like book marks or something similar that have the whole season programme on them.  This is a good way of flagging up the whole season without the disadvantages of the brochure and the funds liberated can be used to support interesting new audience campaigns and other media procurement.

	Summary

 
	Short-term impact 

Does your print production and distribution schedule really serve your audience development objectives?

Can you get feed back from the print distribution service about how many of the leaflets were picked up?

How effective have the print campaigns been in attracting new audiences? 


	Medium term impact 

Could you produce print which can be more customised to talk directly to different potential new audiences? 

Are you producing print in the most effective way?

Audit the print you are currently buying – look at it month by month over the year.  Ask yourself some tough questions – where is it going and if you were better organised could you reduce the costs of the print bill in the way that the Barbican did?  They now place contracts for printing every six months for the whole body of print


	Long term impact 

Do you have the balance right between print and other aspects of the marketing mix?  

Can you move some of your budget into other methods of getting your message before potential new audiences?



	
	Performing and media arts issues 

Are there ways that you can monitor the effectiveness of print campaigns through special discounts or response mechanisms to test whether your print is meeting your audience development objectives.


	Participatory arts issues

Think carefully about the text that you use – we have a tendency to describe arts activities in ways that appeal to us – rather than writing in a way that systematically removes the barriers to arts attendance that we know exist.  Look at some of Neuro-Linguistic Programming (NLP) approaches to developing text that overcomes resistance to change.


	Visual arts issues

Think about meeting new audiences half way – most visual arts activity is free – work on targeting places where your potential audience will be and produce print that will overcome their resistance to attending 




	Useful reports:

More Words That Sell by Richard Bayan
Pub McGraw Hill 2004 ISBN 0071418539 £11.99 [£15.14 inc p&p]
This book lists of words and phrases you can use to fine-tune your copy and target it to specific audiences supporting niche markets including non-profit fund-raising, young people, seniors, and particular purposes.  Available from SAMs Books

The Arts Promoter's Pack - A guide to putting on an arts event for small scale venues and promoters 
by Jo Hilton 
Pub: East Midlands Arts 2nd edition 1997 out of print as at March 2005, but worth making enquiries  ISBN 0 9507027 6 5 
Written for promoters / programmers of arts events and very valuable for both venues and festivals, this is a comprehensive guide that takes you right through the business of promotion. Sections include programming, legal and admin, marketing, funding, finance, policies and people.

	Legal and ethical issues:

There are a number of areas to consider in relation to print and publications.

Data Protection Act (1998) may be relevant in relation to the way that you are distributing print.  If you are sharing personal data about your customers with third parties they must have given their informed consent.  

Disability Discrimination Act (1995) 

Intellectual Property – if you are using images or photographs in your print it is essential that you have the right to reproduce the images.  Some images are available that are royalty free  - there are web sites dedicated to circulating such images – but most of the images you will wish to use belong to someone.

Ethical issues 

Using pictures of your audiences is a really good way to ensure that you can reflect back to the world what your venue/ events are like and that they are welcoming to a wide range of people.  It is essential that you have informed consent from anyone used in a photograph.  When young people are involved you should have consent from a parent or guardian

When using photographs in arts brochures it is customary to credit the photographer as they are considered to have contributed to the creative process of producing the overall look of the print. 




