
Draft 2.0 ï31 July 2009



NBC Marketing Aims

· Attract a pool of prospective members in target demographics (age ranges / vocal experience & 
standard tbc) for Membership team to convert

· Attract a loyal audience for our performances, additional to our family and friends

· Attract quality invitations from venues, festivals, councils and individuals to perform in the 
community

· Raise awareness of and keen interest in the barbershop artform and the Sweet Adelines
International organization

· Inform our followers about our achievements and activities

· Sustain our messages via word-of-mouth and support from local businesses 

· Increase our profile to support grant applications from Manly, Pittwater and Warringah councils

By clearly positioning NBCôs value proposition through a communication 

campaign, our intended results are to:

Budget: $620

(2 x Peninsula Living placements @ $250 each, plus $120 printing costs for A4 flyers)

Media: publicity in local newspapers, A4 flyers, plus free web listings



DRAFT MARKETING CALENDAR ó09

May Jun Jul Aug Sep Oct Nov Dec

ó10

Jan Feb Mar Apr

General Awareness: aim ïseek membership enquiries and opportunities for performances & publicity throughout the year

New branding/marketing launch to members (1 June) X

NBC Website refresh and updates X X X X X X X X

Facebook social networking  group page X X X X X X X X X X X

Manly Daily Whatôs On (weekly)X X X X X X X X X X X X

Peninsula Living Noticeboard (monthly) X X X X X X X X X X X X

Quarterly email to database X X X X

Guest Passes and Business cards X X X X X X X X X X X X

New Membership Drive: aim ïconcentrated campaign to attract participation in 5-week new member course

Flyer campaign in local retail windows X X X X X

Feature in Peninsula Living X X

Feature story in Manly Daily X X

Follow-up  plug in Manly Daily X

Inspiring Women networking group web promo X X

Listings on Warringah, Pittwater and Manly Council 

websites and other websites such as ANCA
X

New member course (10 Aug for 5 weeks) X X

Performances: aim ïpromote our performances in the community to build our audience across the Northern Beaches

Promote Xmas singouts ïvarious venues X X

Promote Dee Why Xmas concert (6 December) X X

Promote McDonaldôs Challenge performancesX X

Other performances (tbc) X X X X X X X X

Family & Friends X X



NBC Communication Channels - Fixed

Word-of-mouth
Each member should have an ñelevator pitchò learned, i.e. a way of explaining NBCôs value proposition in 60 seconds and refer an interested person to the 

Membership representatives

Business cards
Each member should have our business card in their wallets, to back up the ñelevator pitchò and making it easy to be in contact

Manly Daily ñWhatôs Onò
Free service, with an ongoing weekly posting submitted by the Publicity team

Flyers
Flyers/mini-posters using Sweet Adelines campaign messaging to be distributed widely across Northern Beaches / North Shore. Each member to aim for 

minimum of 6 postings (retail / medical / libraries etc) and Publicity team to target high-traffic venues for handout activities

Quarterly email to database
Brief ñhelloò email to our ñFriendsòdatabasewith highlights of recent activities and a link to our website for more information

ANCA website
Free service, will promote membership drive as well as a permanent listing and potential of a feature page in their Quarterly ñSing-Outò magazine

Peninsula Living ñCommunity Noticeboardò
Free service, with an ongoing monthly posting submitted by the Publicity team

Performances
Our membership team, supported by all members should maximise the interest shown in joining when we perform.  If members hear of any local festivals or 

opportunities for us to perform, they should refer it to the Team Coordinator for assessment

NBC Website
Content to include information on current performances, member profiles in target demographics, vocal production tips and general current news

Facebook
Linking to other Sweet Adelines choruses and choral networks, establish a Q&A forum, informal way of interested people to keep in touch through conversations

and building an additional ñfriendsò network for Membership team to utilize and attract audiences to our performances

Warringah / Pittwater / Manly Council websites
Free service, Whatôs On In Warringah page for listing specific events, submitted by the Publicity team.  Also a listing in the Music chapter of the yearly Warringah 

Community Directory ïavailable online and in print

Photo Library
Continue to build our library of striking, eye-catching shots featuring small groups of confident, empowered women.  The photos should tell a ñstoryò or at least be 

a suitable illustration for the Real Women, Real Harmony, Real Fun message.  Big group shots donôt work for publicity.



NBC Communication Channels - Variable

The Manly Daily
Published daily Tuesday to Saturday inclusive. Press releases and personal contact with Rod Bennett, Arts Editor. Also try health and wellbeing / 

womens issues angle with other editors.  No payment made for coverage, however advertising at around $250 - $300 per entry would suffice if no 

coverage was given from press release

Peninsula Living 
Published monthly, issued last Friday of each month.  Press releases to Danielle Khoury, paid advertorials at special rate negotiated by Sharon 

with Bridget Kinsela, $250 per time.  We were given 8 times the usual space for that fee, colourful photo helped double even the good negotiated 

rate.

Northern Beaches Radio ï88.7 and 90.3 FM
Sharonôs contact, Geoff Williams is one of the organisers of the station which is situated in Belrose.  Heôs happy to give usairtime for singing, 

interviews on one of the shows or has suggested we have our own show.  Weôll save this opportunity for promoting Xmas concertand next yearôs 

membership drive as we donôt have right content available at the moment.

Performances 
ñCountry With A Kickò performance at Balgowlah RSL generated interest and flyers were distributed there.  Maximise other performances, have a 

suite of materials and nominate óspokespeopleô to actively discuss membership opportunities after the performance.



Key messages for July membership campaign

Campaign slogan: Real Women, Real Harmony, Real Fun

· Real Women

· We are women of all ages and backgrounds who share a love of singing and community

· Women all over the world are discovering the health benefits of singing as a way of managing the stress of the global financial 

downturn

· Any woman who can sing will find a part to suit her vocal range, with the help of the director and section leaders

· Real Harmony

· Northern Beaches Chorus is part of Sweet Adelines International, one of the worldôs largest singing groups for women

· Vocal training and music education from our music director and visiting vocal coaches are valuable membership benefits

· The chorus is dedicated to developing a high quality vocal product, validated by achievements in competitions and performances in 

the community

· Real Fun

· Itôs an opportunity for women who sang in their youth to be taken back to a happy, carefree time of life

· Members enjoy new friendships, increased self-confidence, renewed vitality, and the genuine support and inspiration of others 

· If you love to sing, we have a place for you in our free, 5-week introductory singing program



Media coverage ςThe Manly Daily

29 July 2009

page 5 top right

Feature story - 10 July 2009 in Entertainment Section ñLavaò, page 21

9 July 2009 

The feature story also appeared in The Manly Daily Online version for several weeks, plus we have a 
weekly listing in the Community Noticeboard every Saturday.


