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INPUTS > OUR PRODUCTS

FPress Releases
o/ blasts
Newsl/elters
*Blog Posts
*l/Vebsite

*Social Media
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OUTPUTS

OUTPUTS > OUR METRICS PFress Releases

Date Headline Source URL Campaign/Mention
https://www.sevendaysvt.com
Vermont Arts and Cultural Orgs Learn [arts-culture/vermont-
9/25/24 . s Seven Days cultural-orgs-learn-about- VACDaRN Day of Learning
About Disaster Preparedness i
disaster-preparedness-
41916179
https://www.reformer.com/ar
ts and culture/bmac-
: resents-pumpkintown-songs-
BMAC presents 'Pumpkintown: Songs, > . b . :
: . . Brattleboro stories-and-magic-lantern- Brattleboro Museum & Art
9/25/24 Stories, and Magic Lantern Projections ..
. : , Reformer projections-from-an- Center supported by VAC
from an Imaginary New England Village : :
imaginary-new-england-
village/article e0b7596c-7b8a-
11ef-b846-a702f4073669.html
i Project supported by
. : . https://w : WS, Fairl . .
9/23/24 Public art in Fairlee Valley News EE_'EJQ:E;B;:;?; com/Fair Animating Infrastructure
Grant
https://www.timesargus.com/
news/community/times-argus- | *Press Release 9/9/24:
Times Argus Community News for Sept. , community-news-for-sept-19- | Vermont Arts Council
9/19/24 T A . ;
/19/ 19, 2024 mes Argys 2024/article 15a89866-7505- | Announces Creation Grants
11ef-8b26- to 22 Qutstanding Artists
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OUTPUTS > OUR METRICS Eblasts

Current Subscribers: 13,033 (12,841 last quarter)
For more information on eblasts and to see all, visit https://www.vermontartscouncil.org/about/news-room/

Campaigns Sent Ave Open Rate Click Rate

OUTP UTS 22 46% (Industry Ave 37%) 4% (Industry Ave 1%)
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Open Rate: percentage of sends who opened the email
Click Rate: clicks divided by successful deliveries V nt arts council
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OUTPUTS

OUTPUTS > OUR METRICS Newslelters

ArtMail --Vermont Arts Council monthly e-

newsletter
Total Subscribers (as of 10/9/24): 13,033

Quarter/Month E;:::!s {;::: ::al:: Top Click

FY25 Q1 Sept 13,030 50% 6% Vermont Arts Council Announces Grants to 86 Organizations Bringing Art to Communities Across Vermont
FY25 Q1 Aug N/A /A N/A

FY25 Q1 July 12,881 42% 4% Assets for Artists

FY24 Q4 June 12,852 54% 9% MEA Announces More Than $1.1 Million in Grants to the Support the Arts in Vermont

FY24 Q4 May 12,820 50% 9% Visit Vermont Public Art with Our New Interactive Map

FY24 Q4 Apr 12,805 50% 10% Recent Artist Development Grantee list
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OUTPUTS

OUTPUTS > OUR METRICS Newslelters

Vermont Creative Network six quarterly e-newsletters

Total Subscribers (as of 10/10/24): 1,391

Emails Chitten Four- Southern | Addison .

Quarter NEK | 3CVT / Open Rate Click Rate
Sent den County VT Rutland

FY25Ql July-Sept: | ., 330 188 45 111 539 161 61.2% 10.3%

Summer 2024

Year Summaries

FY2024 4,123 974 533 155 349 1,631 481 66.7% 12.5%

Open Rate: Number of emails opened out of the total number sent, averaged between all six newsletters.
Click Rate: Number of people who clicked a link out of the total number of emails sent, averaged between all six newsletters.
Emails Sent: Total emails sent across all six newsletters, including staff and board who receive each email

[Creative Zone]: Number of emails sent for specific creative zone.
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OUTPUTS

OUTPUTS > OUR METRICS B/og posts

Story Date FHT&T:;}::: of
FY25 Q1 July-Sept

Learning to Slay at VACDaRN Day 9/26/24 30
Creating Home with Artist Corrine Yonce 8/27/24 36

First Person: Abenaki Heritage Weekend 8/7/24 203




OUTPUTS

OUTPUTS > OUR METRICS

Website

development

FY25 Sessions Users Pageviews New Users Top Viewed Page 1 Top Viewed Page 2
Q1 Jul /grants/find-a- [grants/find-a-
¥ 28,622 20,229 56,898 19,579 grant/artists/artist- grant/artists
Sept development
YEAR SUMMARIES
ferants/find-a- Jerants/find-a-
FY2024 143 487 100K 296,443 Q9K grant/artists/artist- grant/artists/creation
development
ferants/creative-futures- fexplore-vermont-
FY2023 116,448 73,372 336,479 72,126 T
grant-program arts/arts-calendar
t ts/artists/artist-
2022 98,511 06,473 198,450 87%/13% /grants Jerants/artists/artis
development
ferants/artists/artist- ferants/artists/creation
2021 al,177 59,767 181,500 87%/13%
development
ts/artists/artist- t
2020 78,564 50,878 171,477 86%/14% [grants/artists/artis /grants
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OUTPUTS

OUTPUTS > OUR METRICS  Social Media (T) (2

Facebook
FY25 P F E R h Top P Top Post
osts ans ngagement/Reac op Post Impressions
Q1 July-Sept 500 6.6k 21.5k Congrats to Ann Davila Cardinal e
YEAR SUMMARIES
2024 1.7k 6.6k 97.8k People’s Choice Vote Today b/
2023 13K & 2 ok Congrats to Robert Resnick 2022 226
Arts Awards
Instagram
h Top Post
FY25 Posts Fans Engagement/Reac Top Post Impressions
. 122
Q1 July-Sept 61 6.2k 8k Congrats Creation Grantees
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OUTPUTS > OUR METRICS Video

Videos: 226

Subscribers: 291
Most viewed: Christian DeKett - "I Am the People, the Mob,” Apr 3, 2013. 30+k lifetime views

OUTPUTS

FY25 Views Watch Subscriber Impressions CTR
Time (Hrs) Changes

Q1 1.2K 37.5 +4 7.8%

Q2

Q3

Q4

Summaries | Views Watch Subscriber Impressions CTR

Time (Hrs) Changes

2024 5.8K 2134 +39 6.2%

2023 15.4K 622.5 +74 3.0%

2022 11.3K 428.3 +66 n/a

2021 9.1K 422.5 +48 n/a

2020 6.8K 226.2 +35 n/a
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OUTPUTS > OUR METRICS ‘How Did You Hear?”

 Included in all Arts Council applications

OUTPUTS

e Answerchoices are: Vermont Arts Council e-newsletter, email, social
media,browser, website, word-of-mouth, or other (short answer)

Last Quarter:
 Applications: Artist Development Grant, Artists m Schools >>> N=217
* Top Answers: E-news (N=88) and "word-of-mouth" (N=60)

* Enlightenmmg “Other” Responses:a library listserv, partnership
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organizations, ChatGPT
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COMMUNICATION GOALS

e [ncrease Reach

» Galn Engagement

e Broaden Participation

ADJUST




EXAMPLES

Data tell stories.
Results are helpful in making adjustments to reach our goals.

il

Social

We revamped our posting Clicks tell us what newsletter In our year-end summaries, it's
schedule -- increased number of content resonates more with fun to see which
repeated posts that did well. readers, and do more of that. posts/stories/press releases have
Greater quantity, more movement gained the most traction.
= higher engagement




ADJUST

What are we missing?

What else can we measure?




Questions &
Discussion

THANK YOU!

Catherine Crawley, PhD
Communications Director, VVermont Arts Council/
Conftact: ccrawley@vermontartscouncil.org
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