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WHY

01

• Increase Reach

• Gain Engagement

• Broaden Participation

COMMUNICATION GOALS



INPUTS
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•Press Releases 
•E- blasts
•Newsletters
•Blog Posts
•Website
•Social Media
•Video
•How Did You Hear?

INPUTS > OUR PRODUCTS



OUTPUTS
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Press ReleasesOUTPUTS > OUR METRICS



OUTPUTS

03
EblastsOUTPUTS > OUR METRICS

Open Rate: percentage of sends who opened the email
Click Rate: clicks divided by successful deliveries



OUTPUTS
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NewslettersOUTPUTS > OUR METRICS

ArtMail -- Vermont Arts Council monthly e-
newsletter



OUTPUTS
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NewslettersOUTPUTS > OUR METRICS

Vermont Creative Network six quarterly e-newsletters
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03
Blog posts OUTPUTS > OUR METRICS
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WebsiteOUTPUTS > OUR METRICS
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Social MediaOUTPUTS > OUR METRICS



OUTPUTS

03
VideoOUTPUTS > OUR METRICS



OUTPUTS

03
“How Did You Hear?”OUTPUTS > OUR METRICS

• Included in all Arts Council applications

Last Quarter:

• Applications: Artist Development Grant, Artists in Schools >>> N=217 

• Top Answers: E-news (N=88) and  "word-of-mouth" (N=60) 

• Enlightening  “Other” Responses: a lib rary listserv, partnership  

organizations, ChatGPT

• Answer choices are : Vermont Arts Council e-newsle tter, email, social 
med ia, b rowser, website , word-of-mouth, or other (short answer)
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• Increase Reach
• Gain Engagement
• Broaden Participation

ADJUST

04
COMMUNICATION GOALS



EXAMPLES
Data tell stories. 

Results are helpful in making adjustments to reach our goals.

Social
Clicks tell us what newsletter 
content resonates more with 
readers, and do more of that.

Newsletter
In our year-end summaries, it’s 

fun to see which 
posts/stories/press releases have 

gained the most traction.

Year End
We revamped our posting 

schedule -- increased number of 
repeated posts that did well. 

Greater quantity, more movement 
= higher engagement



What are we missing?

ADJUST

04

What else can we measure?



THANK YOU!
Catherine Crawley, PhD
Communications Director, Vermont Arts Council
Contact: ccrawley@vermontartscouncil.org

Questions & 
Discussion Scan for Media Report

Scan for Slides
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