Chorus
Quarterly Marketing Campaign Evaluation

Quarter 1

[Date published]
Presented by:

[Chorus name]
Marketing Campaign Evaluation
Target audience
[List the characteristics of your target audience. For example:] 

· Women 25 to 49 years old

· Women that reside 50 miles from our rehearsal location

Method of contact
[Describe how you primarily contacted your potential members.] 

[Example]

Direct Marketing

Public Service Announcements

· Radio

· Television

Print

· Newspapers

· Magazines

· Guest Passes

· Chamber of Commerce directory

· Billboards

· Yard Signs

· Business cards

· Flyers

· Brochures

Direct Mail

· Letters

· Newsletters

· Postcards

· Coupons

· Bill stuffers

Internet

· E-mail blasts

· Web site

· E-newsletters

· Social Media (Facebook, Myspace, Twitter, etc.)

· Banner or text ads

· Blogs

One-on-One (Word of Mouth)

· Personal testimonials

· Personal letters/emails

· Personal invitations
Message
[Describe the value proposition that you offered. What message did you convey to your target audience? For example, "Our chorus provides free singing lessons," or "Our chorus offers trial memberships," or "Our chorus offers performance opportunities."]

Responses
[List how the target audience responded to your marketing campaign. Did they make a phone call, visit the Web site, or see a news article? Keep a count of the types of responses that you received.]
[Example]

	Response
	Count

	[Telephone inquiry]
	     

	[E-mail inquiry]
	     

	[Interest from print aricle or advertisement]
	     

	[Interest from radio ad or news feature]
	     

	[Interest from television ad or news story]
	     

	[Interest from Web site]
	     

	[Interest from Word of Mouth]
	     

	[Interest from other, yard signs, flyers, brochures, guest passes, etc.]

 FORMTEXT 
     
	     


[Suggested Response Tracking Ideas]


· Track interest by counting the women who visit the chorus each quarter. Don't forget to monitor traffic before you start the campaign, so you'll have a basis for comparison.

· Compare visits and new member numbers before, during and after each quarterly campaign. 


· In print ads, include the special offer that guests can redeem when visiting the chorus. Code the offer so you can determine which ad or publication generates the best results.

· Offer an incentive for guests to tell you why they're responding to an ad: "Mention this ad and get a free gift."

· Compare pre- and post-advertising traffic on your Web site. Your Web host logs the hits on your site and should be able to provide you with daily, weekly or monthly reports. 

· If you advertise online, track the click through rate — the percentage of viewers who click on your banner or text ad. Most sites that sell ad space track click through rates and can provide you with performance reports. Alternately, you could create a Web page that is only linked to your Internet ads and then monitor the traffic on that Web page.

· Don't overlook the tried-and-true approach: Ask all new guests how they heard about your chorus.
Percentage of Responses

[List the total number of responses and the number of each type of response. Next, determine how many women in your target market inquired about your chorus and attended a guest night; what percentage attended and returned; what percentage attended and did not return; and what percentage inquired, visited, returned and joined.]
[Example]


	Response
	Count
	Percentage %

	[How many total inquiries?]
	[]
	

	[How many guest visits?]

 FORMTEXT 
     
	[]
	[]

	[How many return visits?]

 FORMTEXT 
     
	[]
	[]

	[How many did not return?]

 FORMTEXT 
     
	[]
	[]

	[How many joined the chorus?]

 FORMTEXT 
     
	[]
	[]


Value of the campaign message
[Evaluate if your marketing message is the right message. If not, identify where it went wrong. For example, did your message target the wrong audience, or was it the wrong message to the right audience?]

 Gather prospective member attitudes, motivation and satisfaction from the campaign message
 [List the questions that help you determine your guests’ attitudes about your messages, such as: Are you familiar with our message? Does (did) this message entice you to attend?]

[List questions that help you determine the top five attributes of your chorus that drive prospective members to join and to remain loyal. Did your campaign message match the top five attributes?]
 [List questions that help you determine the level of prospective members’ satisfaction with your chorus, such as: Did our music team perform as you expected? Do you feel it was a good experience? Did we deliver what our offer promised?
Review

[Review all of the steps. Describe what worked well. Identify any improvements that you can make. For example, do you want to create a better message, add a new target audience, or determine how or where to cut costs?] 
[Example]

	
	What worked
	Improvement

	[Message]
	[The message increased the number of guests.]
	[Convert more guests to repeat visitors/members]

	[Costs]
	[The brochure gets positive feedback.]
	[Find a printer who can deliver the same product for less.]

	[Audience]
	[Great response from our target audience.]
	[Expand our target market to include women 21-30.]

	     
	     

 FORMTEXT 
     

 FORMTEXT 
     
	     

 FORMTEXT 
     

 FORMTEXT 
     

 FORMTEXT 
     


Document Guidelines and Instructions

Some sections in this document include bracketed text. This text is instructional in nature and is included to describe what type of content the section is intended to contain. Please replace or remove the instructional text from the document.

Not all sections of this template might be needed or appropriate for your chorus. If a section is not required for this document, please move the header to the "Marketing Campaign Evaluation—Sections Omitted" section. (see below) This establishes what information was not used. Also, you might determine that additional information is needed to effectively communicate the Membership Strategy and Plan. In this case, please use your discretion to add any additional section(s) as needed. (see below)

Marketing Campaign Evaluation – Sections Omitted

[Use this section to document which information was not used.]

Marketing Campaign Evaluation – Sections Added

[Use this section to document which information was added.]

































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































