




It all started with the 



Next we conducted  a Communications Audit.
Here’s what we found:

Most communication is directed to current members. 
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• Times on the calendar were determined by the research based on online 
      audience interaction per day.

ἧ ½ưƥƍưŨ ǡŨǩŨĽǡŚƈ ǩǾƁƁŨǩǶǩ ƀƺǡ ưƺưὍǞǡƺȽǶǩ Ƕƺ ǞƺǩǶ ƺư cĽŚŨřƺƺƢ ƀƺǡ ǶƈŨƮƺǩǶ
     interaction during those times. 

• The “Lives” are scheduled on the days that there will be events happening. It is 
      suggested that there can also be live videos that share information on future 
      events. 

•     During the  “Lives,” allow for audience interaction such as questions. 

•     Always interact with viewers and your audience. Respond to their questions   
      and comments. Say thank you!
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• Save the “Lives” for those that could not tune in live, this will allow them to go back
    and see what they missed.

• FB/IG story idea: “Artist of the Week,” potentially letting artists take over the Arts 
=ƺǾưŚƍƥὡǩ ǩǶƺǡȡ Ľưš ǶĽƁƁƍưƁ ǶƈŨƍǡ ǞǡƺȽƥŨἯ

• Use hashtags: #ArtInLansing, #ACGL, #FindArtFriday (Potential caption: “If you’re        
    out for a walk and see art you enjoy, stop and snap a photo. Use our hashtag and 
    tag @artscouncilgl. We want to see what inspires you!”)

• Tag other businesses, the city, and artists in your posts. Ask them to share, repost 
     and support.

• Call-to-action: “Follow the link in our bio to…” OR “Visit our website to register 
     for...”
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