
PID Promotion Strategy - a model and some ideas

Introduction

Over a number of years PIFDG, and more recently PID, have engaged 
in regular low-key promotion of the group.  Some of this has been 
focused on promotion of specific events such as workshops; some has 
been of a general nature such as the souvenir and informational 
bookmarks.  Frequently the event itself is a key part of the promotion; 
the event and the material and the method used to advertise are very 
closely linked.

This document considers the audience for promotional material and 
focuses on items of a general nature aimed at attracting new members, 
retaining existing dancers and encouraging lapsed members to return to 
PID events. Most existing promotional items cover all three groups.

The document does not consider in detail inwardly-focused material 
targeted at existing members - items for advice or general 
communication such as Grapevine, workshop flyers, dance protocols, 
tips for new folk dancers, stationery or business cards.  These do play a 
part but they are considered as secondary to the key aim of attracting 
new dancers to the Group.

The Scope of Promotion 

Promotion is a key component of marketing in the widest sense of the word. 
Marketing itself is sometimes represented by the "the six P's model ".  
Promotion should be considered in the context of the following, not just in 
isolation.

Product: What's being offered?

Price: What does it cost?

Promotion: How do we get the message out and attract people?

Place: How wide do we cast the net; where are the punters?

People: Who are we targeting and trying to attract?

Processes: How are we going to achieve it?  What's the approach?

Perth International Dance does have some flexibility in addressing most of 
these components; we could for example adjust the price,  we could change 
the place or target a different set of people but this strategy focuses on 
promotion and to a lesser extent on the inherent processes.  

https://www.smallbusiness.wa.gov.au/business-advice/marketing/marketing-and-promotion-strategies


A Focus on Promotion in the Context of the PID Objectives

It is key that PID as promoted as a 'recreational' group not just as a 'social' group.  
Dance is the focus not socialising per se.

PID promotional material needs to support the Group's objectives:

 To promote, teach and encourage the art of folk dancing in Western Australia,
 To collect and record folk dances from diverse ethnic groups and cultures,
 To collect and record folk dance music and 
 To perform folk dances and maintain folk dance as a part of the Western 

Australian culture.

Some Issues

For many years the Group has faced and tried to address a number of issues 
including:

 The average group age is high - dancers retire, move away from Perth, get 
injured or just pass on!

 Attracting new dancers. The current group of dancers is familiar with a large 
number of dances which makes it hard for new members to join in.

 Our dances are not simple to pick up, the rhythms are tricky and familiarity  
takes time. Many new recruits quickly get frustrated and leave.

 Over the years there has been a degree of dumbing down, aiming for the 
lowest common denominator.  The Group has lost many of its more complex 
and challenging dances. Age is clearly a factor but so too is trying to cater for 
and retain new dancers.

 There is a drift towards 'social' rather than 'recreational'.  A disproportionate 
amount of time at dance sessions is spent eating, drinking and socialising.

 Competition: there are many more activities and parts of life that compete for 
people's time.

 Activities such as performances and beginners courses, attract an initial 
interest but never translate into attendance at dance sessions.

 Libraries, that should be good places to put our flyers and bookmarks, are 
generally unwilling to take them.

 The catchment area for attracting new dancers to PID sessions is relatively 
small. True particularly for the Hills group; Nedlands relies more on an 
established population of dancers willing to travel further. 

Background - past experience

To address the above issues an number of approaches have been used:

 Running occasional introductory courses and follow-up sessions, often run at 
a financial loss.

 Encouraging the return of dancers who have left the group.
 Mentoring and encouraging new talent, without frustrating the more 

established or experienced dancers.
 Starting teaching sessions with simpler dances.
 Numerous performances in Perth and at festivals such as Fairbridge, attract 

an immediate interest but never translate into attendance at dance sessions.



Promotional Events:

Typical past promotional events have included:

 Dance sessions at Folk festivals such as Fairbridge and Nannup.
 Presence at Sunday music sessions such as Fremantle Arts Centre.
 Events such as 'Have a Go Day'.
 Workshops themselves by visiting teachers provide a promotion opportunity.
 Theme nights and 'bring a friend' nights.
 Seasonal parties with live music.
 Anniversary events such as those held during the 40th year celebrations

Existing Promotional Material:

See Attachments for some examples

Typical past and current promotional material and vehicles includes:

 Business cards
 Bookmarks
 Workshop flyers
 The PID Web site: www.perthinternationaldance.org.au 
 Advertising event locations  -  the fabric Event Banner - available since 2014
 Handouts for PID events at festivals such as Fairbridge.
 Merchandise such as PID calico bags, T-shirts and windcheaters. 
 Short newspaper articles - typically included free in the local  community 

newspapers such as the Post - mainly published to promote specific events - 
Xenos, beginners and introductory courses and workshops such as André, 
Tineke and Ira.

 Short, paid adverts in the classified section of the Post weekly paper. - 
sometimes required to get an article and photo published.

Promotion - some aims

Use funds wisely - don't break the bank.

Monitor expenditure against an agreed allocation / budget. $500 allocated 
by Committee early in 2019

Utilise existing materials; review, copy and develop where possible

Media, Methods and Devices - pros and cons

The following list some of the key media and methods - some are analysed in terms 
of pros and cons.

Networking and Word of Mouth

+ By far the most successful mode of getting new dancers

+ Virtually free

- Access to a limited audience

http://www.perthinternationaldance.org.au/


The Internet

+ Global reach - good, standard and accepted vehicle

+ Useful for existing dancers arriving in or moving to Perth to find PID

- Annual / biennial licence fees

- Needs effort and specific skills to keep it up to date

Social media such as Facebook

+ Global reach

+ À la mode / expected by much of society - especially youth

- Needs to be fed and watered

- Which social media platform to focus on?

Brochures, flyers and promotional merchandise (eg bookmarks). Probably add 
the pull-up banner in here??

+ Useful primary way to provide PID visibility

+ PID T-shirts and bags provide visibility

+ Brochures and flyers are useful for keeping in contact with existing & lapsed
dancers

- T-shirts are expensive to print in reasonably large numbers.

- Costs involved in developing and printing bags and garments.

- Need to be stored and kept up-to-date (some items include dates which 
obviates their longer term generic use )

emails

+ The West Australian Acoustic News feed has had some success. 

Newsletters and e-newsletters

+ Historically printed items are valued as quality products 

+ Useful for maintaining contact across PID

+ Useful for engendering ownership and personalising content

- Overlaps with the Internet channel

- Some overheads in terms of time and cost to produce

- Generally only targets an existing audience



The following options are not considered but should not be forgotten totally, some 
might be viable in some circumstances:

TV and radio advertising and interviews (Folking Around on Radio Fremantle)

Blogging

Mail-outs and letter drops

Sponsorship

PR activities such as media releases and events

Current Promotional Proposals.

One promotional initiative currently being considered (April / May 2019) is to  
purchase one or more Pull-up Banners.

The pros and cons of this are considered below:

+ They provide an air of professionalism

+ 

- PID now does few performances at which to use the banner.

- Events such as the 'Have a Go Day' are unlikely to attract many suitable 
long-term members.

- Units are useful for guiding people to the door but they have to have made 
the decision to attend before that point.

- Units are costly and heavy to transport.

- Units are easily blown over.

- Management, Storage and maintenance (units need to be kept dry).

The 'People' Angle - who is the Audience?

We need to confirm who is and who is not a suitable audience for promotional material.  

+ Dance students

+ Existing dancers moving to Perth

+ Younger people

+ People with an interest in international dance, ideally with some rhythm 

+ People who like a challenge; longer term - not instant gratification.

- Not retired singles looking for a social outlet.  We are a dance group



Summary and Recommendations

Consider the following - and don't be afraid to spend money - as long as it is done in 
an effective way.  We do have significant funds at bank.

There is a need to promote the group better as a good alternative to other activities 
that compete for people's time.

 Focus on promotion as a tool to attract new dancers, to retain existing 
dancers and encourage the return of dancers who have left the group.

 Stick with the 'Brand' PID 'Perth International Dance' - Committee to confirm 
this; rather than reverting to 'Perth International Folk Dance Group'.

 Promotion to focus on the agreed Brand

 Focus on the healthy aspects of our dancing - good for the mind and the body
- mental and physical exercise.

 Promote the 'recreational' aspects of PID and focus on the key objectives.

 Consider promotion in the context of the other components of marketing; 
Product, Price, Place, People and Processes.

 Seek input from recent younger dancers who have joined our sessions:
1. How did they hear about us?
2. Why did they come to PID?  Why do they stay?
3. How can we attract more like-minded people?

 Distribute flyers; do a letter / flyer drop in local catchment areas - particularly 
in Nedlands close to St Margaret's Hall.  Consider UWA as a target.

 Prepare and use a pack for new dancers - souvenir bookmarks, the 'About Us'
document, copies of old Grapevines, etiquette for new dancers.
 

 Hold more theme nights - cross-fertilise with other dance groups; invite 
Macedonians, Greeks and Turkish groups.

 More free party nights and continue with the free Xmas parties.

 Try to get more of our material in libraries and on shopping centre notice 
boards.

 Follow up on the 'Community Focus' concept floated at Committee in Nov '18.

Events - local

Events - Fairbridge and similar

Personal contacts - for lapsed members
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Promo and Member Application - page 1 of 2 - used last century !!
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