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STRUCTURE

1.Positioning
2.Goals

3.Activations



STRUCTURE

1.Positioning

e Participant presentations
e What is positioning?
e Workshop:
- Defining attributes
- Writing the positioning statement

2.Goals

3.Activations



STRUCTURE

1.Positioning

2.Goals

e Refine your positioning statement
e Segment your audiences into clear categories
e Define specific goals you want to reach with each audience category

e | ist the obstacles keeping you from reaching these goals
e | ist the resources available to you

3.Activations



STRUCTURE

1.Positioning
2.Goals

3.Activations
Drafting the message
Setting the tone of voice and visual language
Deployment and platforms
Timeline
Tools of assessment












NAME SERVICE

KKKKX s a production house equipped with a performance venue, bar/club, and full
- performance academy catering to a wide range of performance and music lovers in an

CULTURE \

~inclusive, authentic and bohemian environment

AUDIENCE
VOICE

with an entertaining, sarcastic and outspoken voice, helping them feel
\
inspired, liberated, and happy and opening up new progressive perpectives through
accessible and affordable quality content—and training— that can tackle political and

social subjects through cultural entertainment.

IMPACT
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To know: that we are an independent venue, which means we are To know: that we are a production house + venue, a hub of underground

transparent, ethical. To understand our role and position in the cultural scene, that we have aloyal audience, that its an a to z service (production
scene, to know our portfolio, that we work on educative and culturallly to promotion), that they can network, that they’re not limited to the venue
enriching projects that make no profit, that we are giving back to the space, that we have quality work, good sound, that we facilitate their work,
cultural sector, that we are not just entertaining, that we have a plan, that we give our own to achieve their vision, that they can say/do anything, no

we have experience (10 years), that we know everyone, that people like to

work with us, that we are offering a unique plan to understand our heritage
in contemporary form, that we do not depend on funding, that we are here
to stay, that we believe in the cultural sector’s role, that we are adaptive by
nature, and agile in an unstable place, that we are resilient, that we can
make the best out of any circumstance, we thrive on the changes of the
urban fabric, we love challenges, we are socially and politically engaged,
are doers, we don’t give up, we open up possibilities, we are serious, w
diverse, that we offer a sellable and successful service that has its follo
and customers.

restrictions, the venue has credibility, has high standards, the technical and
logistical resources and team, that its a welcoming and kind place, that

we can offer a fair deal, that we can go online with good quality, who our
artners are (festivals etc.), that we are open to collaboration, that they can
velop new sKills.

el: included and engaged in the scene, part of a community, that

re making an impact, that they can express themselves, that

re being taken care of, enriched, satisfied, appreciated, seen/

, intoxicated, part of a family, they are welcome to use the space,
rtable and not intimidated, proud to be part of this, gratitude for the
To feel: we are trustworthy, that they are investing in the scene at large, rtunity.
they should trust our artistic independence, that our ethical compass is

integral part of our ethos naturally, that they are making a difference do: perform regularly, spread the word, to take it seriously, to be

rofessional, to have discipline, to be engaged 2@ acal, to
take initiative, to be open to experimentalg )
progressive and critical, to open up tqQ
seriously, to have fun

at us structurally, to take risks with us,

hnce and transformative power, to

include us in partnerships, to use
essful model

To know: our offerings, that we produce, the diversity of our shows,that we are an academy,
that there is no age limit, that it’s a unique kind of entertainment outside the mainstream

SUPPORTERS PERFORMERS

To feel: safe, entertained, inspired, indulged in an experience, free, engaged, getting value
for moneyi,intellectually inticed, included in a community, in the know, proud to identify with
metro, in the moment, informed and critical about the past but not nostalic, politically and
socially engaged

To do: to come regularly, to spread the word, to be engaged and give feedback, to support,
to buy products and merchendise, to become partners, to use the space, to propose
projects, to network/promote
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call to action
color scheme

hashtags
hotograph ma
about slogans P grap P
text logomark

pictogram graphic element

image

A communication strategy’s basic

Com ponents online youtube
duration e instagram

activation press ad ,
website
billboard
facebook
frequency when? brochure tv tiktok

poster advertisement

calendar

peak time product placement
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THE MESSAGE



What do you want to say?



What do you want to say?
Tolocate our messages, we e o g0 bk t our psiioning statement



Revisit your positioning statement and from it an idea, statement, or question you want

to communicate with your audience.



Read it out loud



Now really tell us what you want to say. What is it that you want to change?



THE TONE



Tone of voice is how the character of your work
comes through in your words, both written and
spoken. It's not about what you say, but rather the
way you say it, and the impression it makes on
everyone In your audience who reads or hears you.



What's your tone of voice?



What's your tone of voice?

To define our tone of voice we need to go back to our audiences



Donors

To know: Our values. This

IS a space for giving to the
community, and we are making a
change

To feel: Proud, helpful,
appreciated, valued, empowering

To do: Support, to spread the
word

Volunteers

To know: they are indespensable
In actively making change
happen

To feel: valued, responsible,
autonomous decision-makers
with agency, proud

To do: be active, be involved, to
own the center, to spread the
word

Participants

To know: the center is made for
them

To feel: welcome, safe,
comfortable, heard, understood

To do: to participate, to voice
their needs and expectations,
to engage, to show respect and
tolerance, to spread the word
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Donors Volunteers
To know: Our values. This To know: they are indespensable
IS a space for giving to the In actively making change

community, and we are making a  happen

change
: To feel: valued,-,

To feel: Proud- decision-makers

To do: Support, to spread the To do: b
word e center, to spread the

with agency

O

1

word

Participants

To know: the center is made for
them

To feel: safe,

heard, understood
their needs and expectations,
_ fo show respee and

to spread the word

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO



Tone

e Warm and welcoming but also firm with regulation
e Engaged but not militant

e Casual but with boundaries

e Serious but not grim

e Proud but not bragging



Messages

e Promoting local and international Art and Culture
e Tolerance (ex. no racism)

e Accessibility (ex. equal access to disabled people)
e Education

o Safety (ex. against domestic violence)

e Kindness and respect

e Change

e Knowledge

Tone

e Warm and welcoming but also firm with regulation
e Engaged but not militant

e Casual but with boundaries

e Serious but not grim

e Proud but not bragging



VISUAL LANGUAGE



COLORS ILLUSTRATION

PHOTOGRAPHY
VIDEO

Your visual language is a particular set of
characteristics that define your visual communication

PICTOGRAMS

TYPOGRAPHY



DIRECTION 1 - MOODBOARD

NIKE TECH BOOK IS A SHOPPABLE

LOOKBOOK THAT TAKES YOU BEHIND

THE  DESIGN  AND  INSIDE THE

INNOVATION You

UNPARALLELED s THE
SEASON'S

Dread .
The Dizziness
of Freedom
't Zelfde (ed)

NFIRENFIBENTIAL



DIRECTION 1 - MOODBOARD

Flashy and neon colors (used with restraint)
communicate an evocative, emotional and
warm feel

NIKE TECH BOOK IS A SHOPPABLE

LOOKBOOK THAT TAKES YOU BEHIND

THE  DESIGN  AND  INSIDE THE

INNOVATION To GIVE You

UNPARALLELED  ACCESS 10  THE
SEASON'S BEST

Bright flashes of light and holographic
visuals give an interstellar vibe

P

Subtle references of gamer/geek culture
relate to the advent of the tech generation

The Dizziness
of Freedom
van ’t Zelfde (ed)

NP IEENFIBENTIAL



DIRECTION 1 - COLOR SCHEME

e STUDIQ.SAFAR. 9_MAY.2018 CONFIRENTIA
7/25 STUDIR IR RENRY 2Ry SO BENFIBENTIAL
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DIRECTION 1 - TYPOGRAPHY
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DIRECTION 1 - VISUAL STYLE

11/25

PRESENTS

FREEWAY.

VIDEO GAME CARTRIDGE

SN g szzzse: o

FOR USE WITH THE
ATARI VIDEO COMPUTER SYSTEM™"

“Whatever the
function of a piece
of prose, making it
clean and efficient
is a way of making

it beautiful.”

GEORGE SAUNDERS

STUDIR IR RENRY 2Ry SO BENFIBENTIAL



DIRECTION 1 - TOTAL VIEW

......

ACTIVESION,

PRESENTS

FREEWAY. -

VIDEO GAME CARTRIDGE  +

o STUDIQ R s AR 2REY SO 'BENFIBENTIAL
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HORST is a celebration of art and music in a setting like no other, a
refreshing view on what a festival can he. In 2018 we headed to the fifth &
final chapter of what has been at the Horst Castle.

The final year was a synthesis of where HORST has grown to in the past
years. A place where contemporary art dialogues with its historic setting,
|IA. green surroundings and the music festival. A yearly exhibition with new
in-situ artwork at the intersection of architecture and visual art. A festival
driven w experiment, but built with Insights of respected architects &
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ACIOSS Ihp spectrum.
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-:30PM
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HORST is a celebration of art and music in a setting like no other, a
refreshing view on what a festival can be. In 2018 we headed to the fifth &
final chapter of what has been at the Horst Castle.

The final year was a synthesis of where HORST has grown to in the past
years. A place where contemporary art dialogues with its historic setting,
ils green surroundings and the music leslival, A yearly exhibition with new
in-situ artwork at the intersection of architecture and visual art. A festival
driven by experiment, but built with insights of respected architects &
designers, combined with a well-selected electronic music program fram
across the spectrum.
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HOR celebration of art and music in a setting like no other, a
refreshing view on what a festival can be. In 2018 we headed to the fifth &
final chapter of what has been at the Horst Castle.

The final year was a synthesis of where HORST has grown to in the past
years. A place where contemporary art dialogues with its historic setting,
ils green surroundings and the music leslival, A yearly exhibition with new
in-situ artwork at the intersection of architecture and visual art. A festival
driven by experiment, but built with insights of respected architects &
designers, combined with a well-selected electronic music program fram
across the spectrum.
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I’ll finally have it all.
If Ican letit all go
I’ll finally have it all.
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I’ll finally have it all.
If Ican let it all go

TYPE AS IMAGE

I’ll finally have it all.
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HORST is a celebration of art and music in a setting like no other, a
refreshing view on what a festival can be. In 2018 we headed to the fifth &
final chapter of what has been at the Horst Castle.
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HORST is a celebration of art and music in a setting like no other, a
refreshing view on what a festival can be. In 2018 we headed to the fifth &
final chapter of what has been at the Horst Castle.

The final year was a synthesis of where HORST ha:
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Deployment



Deployment
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Deployment
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_ twitter
facebook instagram

youtube

website email newsletter linkdin

Deployment
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iInstagram

facebook youtube

website email newsletter linkdin

Deployment

press ad

zine/program

brochure
poster
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Timeline
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Timeline
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Buffer Marketing Library > Facebook Marketing

The Social Media
Frequency Guide: How
Often to Post to
Facebook, Twitter,
LinkedIin And More

Kevan Lee
VP of Marketing @ Buffer

11 min read




The optimal frequency for posting on
social media

“To ‘know’ the BEST is an impossibility.
You can only predict and measure.”



One of the keys Is consistency



0 Q) Search Facebook ﬁ

Manage Page | Overview
Ads o
s Studio Safar v S
Likes
Home Reach
FPage views

Inbox )
FPage previews
® 1 new message and 21 new comments

Actions an Page

#
=
€ Resources & Tools
e

Posts

. Events 5|

#® Manage jobs v :
Videos
A Notifications .
» Stories

® 35 new

People

Q Insights R

Publishing Tools

L ]
+|

1

Ad Centre v

@ Paae aualitv

i P

Page summary Last 7 days

Results from 16 Jul 2020-22 Jul 2020

Mote: Does not include today's data. Insights activity is reported in the Pacific time zone. Ads activity is reported

in the time zone of your ad account.

Actions on Page '

16 July - 22 July

1

Total actions on Page & 100%

Page Likes i

16 July - 22 July

11

Page likes &1000%

A i

Recommendations i

16 July - 22 July

Page Views i
16 July - 22 July

41

Total Page views v 2%

\_//\

Post reach i
16 July - 22 July

1,528

People reached 4 831%

.

Post engagement i
16 July - 22 July

Export Data £

B Crganic [ Paid

Page previews i
16 July - 22 July

1

Page previews w87%

Story reach i
16 July - 22 July

Get story insights

See stats on how your Page's recent
stories have performed.

Learn More

Responsiveness i
As of 20 July 2020

b F a TV
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Your 5 Most Recent Posts

Published

17/07/2020
12:36

16/07/2020
08:32

24/06/2020
1951

14/04/2020
13:32

18/03/2020
12:23

Pandemics, policy, and economics
try to dampen the fact that we have

Issue 5, Migrations, has finally
reached the homeland. Stay tuned

Yes— Some logos are still
designed, drawn, lettered and

We've decided to share our
Statement of Accounts with

Everything under Covid control
(Missing @sneaverbeaver)

[m|

#' Create Post

Reach: Organic/Paid [ Postclicks [ Reactions, comments & shares

L)

L)

L)

See All Posts

Type Targeting Reach

1.3K

344

616

24K

299

Engagement

48
70

11
9

93
17

372
75

Promote

Boost post

Boost post

Boost post

Boost post

Boost post
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Professional Dashboard

Tools and resources just for businesses

STUDIO 636 13.5K 1,719
SAFAR Posts Followers Following

sal

Studio Safar

Consulting Agency
Employees must wash hands
@journalsafar’s apprentice

For inquiries more
linkin.bio/studiosafar/

Edit Profile Ad Tools

Insights Add Shop Email

Radioalhara Miranda July BallroomEx...
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atll JO 100 11:00 AM @ 72% @) all JO 100 7 10:57 AM @ 74% (@B

£ O < Post Insights

Messaging-related insights, such as shares and
YOUR TOOLS AND RESOURCES replies, may be lower than expected due to

) privacy rules in some regions. Learn More
Professional
Dashboard

Track Your Performance

You reached 9,859 accounts in the last 30 October 15 at 5:02 AM
days, +74.7% compared to Sep 3 - Oct 2.

& 4
12 4

Overview ®
Oct 3 Oct 10 Oct 17 Oct 24 Accounts Reached
Content Interactions

See all insights

Profile Activity
Grow your business

N Q @ © AN Q ©




Last 30 Days v Oct 3 -Nov1
Followers and non-followers

Gender Based on reach

64.5% 35.5%

Women ® Men

7,997 1,862

Followers @ Non-followers

You reached + 2n't following

Top age ranges

Content reach ®

Posts
Stories

IGTV Videos




SOME EXAMPLES
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