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Organization feen that sometimes spends more time making the “to-do”
list than actually doing what's on it. Favorite social media site: Pinterest

Half-nerd, half-dreamer, half-writer. Frequently wrestles with: tangled
headphones, beating Super Mario 64 and a vicious caffeine addiction

| love to cook but hate the cleanup. Nothing better than a good movie
and hearing a new song for the first time. Favorite band: Third Eye Blind

Born and Raised in Fort Collins, Colorado. | enjoy Netflix marathons
while cuddling my cat. Favorite TV show: Freaks & Geeks

Lucky Charms, Twilight Zone, bass, hoodies, and long walks on the
beach. Favorite scene in Finding Nemo: Crush and the EAC



INTENT OF CAMPAIGN

By improving the schedule and general information, implementing year-
round advertising, and enhancing overall awareness, the Festival will
not only engage its audience, but it will also increase attendance

GOALS

Increase awareness

Increase attendance in the 25- 34-year-old
demographic
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Unique Selling Proposition

More than any other local arts experience, the
Festival is supportive. Undiscovered, opportune
artists have a chance to market their wares and
test their material in a semi-recognizable set-
ting without the pressure of a professional pro-
duction.

The Fringe is based on the community’s collec-
tive identity, with artists and volunteers hosting
a Kinship bond. This dribbles out into a support-
ive network, a local allegiance, and a particular
advantage for the Festival.

Our research also revealed a strong loyalty in
festival attendees. Of those who had heard of
the Fringe and attended, 69 percent said they
would be willing to return. This group represents
a contingent that would return year-after-year
once initially won over.

The Festival can easily capitalize on its local,
homegrown roots to raise awareness. In order
to increase attendance, the Fringe should com-
pliment its loyal audience, but it should not be-
come complacent with appealing exclusively to
them.



Let’s get Weird

The Fringe is about community. The KC arts
thread, the camaraderie between volunteers
and crews. The spirit of local arts.

There is no way to concisely convey the soul of
the Festival. It’s unjuried. It's unpredictable. It's
risky. And it’s certainly not your momma’s arts
festival.

Slang definition of “weird” hints at a night of
debauchery, highlighted by the excessive or
the unexpected. This edgy connotation appeals
to the target demographic: “getting weird” is a

popular phrase and one that this team has in-
dividually used no less than three times in the
last week alone.

Semantically, “Let’s get Weird” immediately
draws the target into this community with its
first-person plural, active verb, and singular de-
position of the Festival. In fact, the stray upper-
case caboose lends a distinction that this Weird
is not an average weird. In three short words,
the slogan calls the target into action, describes
the event and wraps the audience in the Festi-
val’'s communal spirit.

So let’s get weird. And let’s do it together.
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Branding

Oil and water don’t mix. Neither
should the Fringe and consis-
tency...except when it comes to
branding the organization.

Uniting the brand with a legible
logo, a color palette, and some
choice fonts will increase brand
awareness and strengthen the
Festival's reputation. We believe in
these recommendations so much,
that this book only includes four
colors (plus black and white) and
two fonts.



KANSAS Retaining the curve-squiggly of the Fringe’s past branding,

CITv the revised design layers the copy legibly while respecting

FRI NGE an approximate 3:2 proportion.

The spine of the K, the first I, and the top clef of the F verti-
cally align, but the harmony stops there. The rest of the type
is ever-so offset, lending a light, anxious, and unpredictable
feel, which we believe embodies the Festival's spirit.

a

N BN
W

H EEEE W W = Optionally, an annual tag line may be added when

A LOCAL ARTS FESTIVAL space permits or a vertical style is more suitable.
JULY 2014



Logo Variations

CHILL

KANSAS _KANSAS
CITY CITY

FRINGE FRINGE

Just text Lightened, on white

Grayscale (white Lightened alternate
inverse acceptable)

NOT CHILL

Blue on orange

Old logo

Neutral background

Orange on black
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Fonts

Mission Gothic, 42pt

Mission Gothic, 36pt
Mission Gothic, 28pt

Mission Gothic, 20pt
Mission Gothic, 16pt
Mission Gothic, 14pt
Mission Gothic, 12pt

L’Engineer, Spt
Engineer, Yopt

’Engineer, 38pt
’Engineer, 30pt

2]

Thin Light Regular Bold Black

Mission Gothic should be used for subhead-
ings and body copy. Suitable at all sizes.
A kerning of -35 is acceptable to achieve
a condensed appearance. A juxtaposition
of LIGHTANDREGULAR is appropriate for
all-caps between 14 and 28 pts; above 28
should use THINANDREGULAR for this ef-
fect. By Trevor Braum; available from Lost
Type Co-op

L’Engineer should be used strictly for head-
lines, and it should be used sparingly. Size
should be greater than 30pt. By Ferdie Bal-
deras; available from Behance.net



BRANDING | STRATEGIC PLAN

HIGHLIGHT

PMS7689
C77 M29 Y13 KO
R45 G147 BI85

#2D93B9

ALT HIGHLIGHT

PMS7414
C15 M68 Y100 K3
R207 G106 B55
#CF6A3/




Objectives and Strategies

AWARENESS

1:10 people in KC metro area know of the Fes-
tival (1:4 of those can name a show without
friends or family in the cast) or inform 300
people

- Rebrand with a more consistent image
- Create billboard advertisement
- Offer a Fringe drink at local bars

Reach at least 20,000 without word of mouth

- Launchviral “‘mosaic” Facebook photo cam-
paign that highlights local scenes

- Host random performances around the
metro area

250% increase in unique visitors to website

- Include website on billboard ad
- Facebook mosaic includes URL

ATTENDANCE

Increase audience by 4,250 people

- Give new audience incentive to attend the
festival with family and friends by creat-
ing a “bring X friends, get a complimentary
button” promotion

250% increase in unique visitors to website

Ticket sales go through website

Increase audience by 10% per venue

- Make ticket process easier for the patron
via website and app

- Banners at indiviudal venues increase or-
ganic traffic



REGISTER

The Flock Flies Again!

3 of 3 tickets scanned
July 20, 10:30 pm at Phosphor Studio




CREATIVE PLAN




fif\e KC'S PREMIERE ARTS FESTIVAL KCFRINGE.ORG



BOGO Promotion

Based on our research, 60 percent of those sur-
veyed said they would be more likely to attend
an event with friends and/or family members.

A “Buy X, Get One free”
promotion would en-
tice potential pa-
trons to bring a

certain number of
friends to the Fringe
Festival in order to
earn a free button/
wristband. For instance,

FRINGE

A LOCAL ARTS FESTIVAL
JULY 2014
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a patron will receive a complimentary S5 button
if they bring three friends to an event.

Not only will this increase the number of audi-
ence members at the Festival, but it will also
build on the word-of-mouth promotion that the
Fringe currently relies upon. The daisy-chain in-
vite method will also promote the Fringe’s com-
munity aspect. Although some buttons will be
complimentary, the increased attendance from
the increased number of friends/family individu-
als bring will advance button revenue and over-
all ticket sales.



CREATIVE PLAN

kFringe.org




Fringe, the drink

The Fringe Drink is an alcoholic concoction that
was specifically designed to resemble the feel of
the Festival. Research from our surveys reveals
that the 25-34 age range enjoy alcoholic bev-
erages and
may be more
) o apt to attend
‘.@J[ S QET WElfd events that
serve them.
This mixture
of flavorful li-
quor will be
poured into
custom Fringe
cups that in-
Ask for “The Fringe” corporate the
Festival logo

s kefringeorg and colors.

FRINGE

Poromotional ad
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Local bars could place this spritzy beverage
on their menu for Festival goers to enjoy year-
round. Fringe pub-crawls could also be an effec-
tive way to advertise the Festival and the drink.
This potion could be served ritually at the Festi-
val, drawing the target audience into a night of
debauchery and grown-up fun.

In addition, bars can serve their beer in drinking
glasses etched with the Fringe logo for those
who choose to forego the hard liquor. Custom-
ers are encouraged to keep their glasses, mak-
ing it a collectible item that will serve as a per-
sonal touch point and reminder of the Festival
down the road.



719,
Plastic cup
-
Collectible glass pint
b

Citrus mixer and buffer
triple sec adds a bold,
personable kick. 2.5 parts

L
—

BOTTOMS UP

D

—
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FRONT BACK

Top with club soda to
add that unpredicatble,
carbonated kick and
for a bit of that fizz-
on-stir flair. 2 parts

Open with bittersweet
yet tasteful Hypnotiq to
color and lend the drink
its alcohol. 1 part
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Overview

“Press here: Let’s get Weird” is a spontaneous
flash mob-esque performance created to be-
come viral and increase overall awareness of
the Festival. This unexpected and exciting pro-
motion is more reflective of what the Fringe is
passionate about - taking risks and emphasiz-
ing surprise and wonder. Additionally, it encour-
ages those passing through the area to actively
engage with the Fringe and all of its possibili-
ties. This reflects the unconventional format of
the brand and purpose.

In order to reach the target, the act will take
place every other week in six different locations,
beginning on May 10 and ending July 14. Most of
the performances will take place on Saturdays,
except for one which will be held at a First Friday
event at Crossroads. Performing in these shop-
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ping locations with heavy traffic introduces the
Festival to a new, unexpecting audience. While
the performance at the First Friday event may
introduce or remind possible Fringe patrons of
the Festival, the others will introduce the shows
to unadvertised sub-
urban outlying areas.
Expanding  perfor-
mance locations al-
lows the Festival to
reach more areas of
Kansas City instead
of limiting the flash
mob to a small por-
tion of the area.

Zona Rosa (May 24)

The Legends (June 21)

First Fridays (June 6)

Downtown OP (July 19)
The Village (July 5)

The brief act incor-
porates revised lyr-

Town Center (May 10)

Map data courtesy Google Maps



PRESS HERE TO GET WEIRD: OVERVIEW | CREATIVE PLAN




Script
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ROLE LYRIC INSTRUCTIONS
1 | Infrequent burlesque and beercans in spaceships | Slow
Wandering Shakespeares and cowardly conscripts | Steadily add harmony
Bright local acts and their 10 day long flings More harmony
These are a few of my favorite things Singing
2 | Music of fiddles and improv that baffles Rapidly, as though an
Tales of their travels in artistic channels excited revolutionary
3 | Comfy wide venues and speeches by kings
123 | These are a few of my favorite things
2 | Magicians Quick, sharp
3 | and dancers Staccato
4 | and tots in fake lashes
5 | Photogs and welders in strong iron sashes Push for attention
2 | Hungover mornings with one-liner zings Steal attention back
All | These are a few of my favorite things
All | When the act sucks, when we all cringe All together, front and

When I'm feeling had
| simply remember that this is the Fringe
And then | don'’t feel so bad

center






Photo by
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FLOW

The patron’s ac- Our patron buys two
count is updated, tickets online. These

and they can con- tickets are added and
tinue to purchase ; stored on their online
tickets for future Q g account
2 @

shows and use the
same tag for all of
them
A patron registers on the website
and receives a unique ID. They re-
ceive a tag after the first ticket pur-
chase, and this tag is written with
his ID. All of their subsequent tick-
ets are retrieved from this ID

The patron visits
the Festival with

The app asks the
website if this pa-

El @ the tag and a volun-
tron has tickets

e teer taking “tickets”
attached to their

D ‘ / scans the tag with
account

the staff app




TICKETING SYSTEM AND STAFF APP | CREATIVE PLAN




The Arts 4

The Fishti

Phosph

Unicorn

Union Sta

KC Ballet

Choose \

L=

.4m11:39

“dm1155

@ KC Fringe Staff

SCAN CHECK REGISTER

Phosphor Studio

Kansas City Magic Cabaret at 7:30
pm

The Flock Flies Again! at 10:30 pm

Kick Comedy's J.T.S. Brown at 6:00

The Flock Flies Again! at 3:00 pm

AW 11:58
@ KC Fringe Staff

SCAN CHECK REGISTER
———

Phosphor Studio » The Flock Flies Again! at 10:30 pm

User 1

Scan Tickets?

Choose Venue

o a0 =

4l 11:58

@ KC Fringe Staff

SCAN CHECK REGISTER
—

Phosphor Studio » The Flock Flies Again! at 10:30 pm

Enjoy the show

Choose Venue

A= e Y e |

\ Choose Venue v

oS a0 =




“al @ 11:58

(@) K Fringe Staff

SCAN CHECK REGISTER

The Flock Flies Again!
3 of 3 tickets scanned
July 20, 10:30 pm at Phosphor Studio

Kansas City Magic Cabaret
0 of 1 tickets scanned
July 20, 7:30 pm at Phosphor Studio

Kick Comedy's J.T.S. Brown

0 of 2 tickets scanned

July 25, 9:00 pm at Phosphor Studio

% W 12:53
(@) KCFringe Staff

SCAN CHECK REGISTER

Tap a tag to determine if it is ready
to write, enter an ID or enter an email

21

sample@example.com

Write Check Email

f ) =
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Website

One of the primary concerns raised
in our research was a challenging
schedule for Festival novices. In-
stead of reorganizing the sched-
ule, why not let the user organize
it themselves.

The improved website focuses on
this custom querying, but it also
incorporates the ticketing system,
social network connection, artist
and venue pages, and more to im-
prove ticket sales.

DON°T TAKE OUR WORD FOR IT

http://fringe.timshedor.com

Login: sample@example.com / admin




Music

¥ JkenWord | Visual Art

i <en

Crossroads Coffee | KC Ballet Bolender Center

Lyric Opera | Nika's 320 Red Room

Off Center & Screenland |

The Arts Asylum | The Fishtank

Unicorn Theater | Union Station City Stage

6| PG| R = r
THEATRE
v

1 Earlier | Lat- T Dhr CIET

t + Sho

o Fringeit ¢ n "LE[ ‘ HEav

THEATRE
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REVIEWS

A show can only be reviewed after a pa-
tron’s ticket has been scanned. Each re-
view has a suggested author name, an
optional review name, text, and a five-
star rating. It can’t be edited or deleted
(except by a staff member) after publi-
cation. Bonus: review backgrounds are
chosen randomly.

Review Name (opt)

By Byrd Productions
At Phosphor Studio
Rated PG

60 minutes

ahoe
@ Synopsis

The Flock does Snow White? Why not?

eat show

ng or something

L8 8 & §*¢

ow Text

28 July 21,

yught this show was really really

cial and the crew did a fantastic job.
rything was great, except there was a
kicking my chair the whole time and

DISCOVER

All meta information for the
event is linked to a respective
filter page. Click on “Rated PG”
and you'll be taken to a listing
of all PG shows. Trailers (when
available) show up top

) 0 o ko
Reviews

It was alright

There was some great moments in this

BE SOCIAL
Connect with Facebook and see
friends’ schedules. If a friend is
going to a performance, an icon

IV\W2BI  appears next to the listing
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PERSONALIZED SIDEBAR

.

¥ Your Favorites

Dances of India

Nritya is a versatile company of

¢ Related Events

Kansas City Magic
Cabaret

Your Schedule
July 21

Trating Niiande (9)

2 Your Friends

Evan Rattenborg

#lvm Fmvar Malem #ls



X

30 W Pershing Road

i
Station
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ANALYZE YV M

_ 197 Seats Left | Seated
Call up detailed stats for every performance. See

how many seats have been sold, how many are
still available, and how many tickets have been
scanned and seated, invaluable information for
artists and advertisers alike. For the data-lov-
ers, extra averages are also available, and since
the data is stored in a relational database, fu- PN REL Avg. Scan Time Avg. Quantity

ture advanced queries can be written with ease T

Jurchased Scanned? Scan Time Before Sho

nber 18, 314 pm true 243 am 10 minutes
nber 19, 4:03 am false
nber 19, 4:04 am false

formances MANAGE

Date

vent Name

Add and edit events, art-
ists, and venues with ease.

uly 201 Add all pertinent information
ENCECECESN through text fields, drop-

N downs, and date helpers, no
- coding knowledge required

24

‘ | t
ample even video (if available) ~ Artist

Raghsidad

Photo

KickComedyJT...na-7' Du I_atlon

Performances

YOUR CREW

Grant permission to your staff to add, edit, or delete events
ewana9l@hotmail com Update and venues, or purchase and remove tickets for patrons

Novem!

Users

megpitcher2001@yahoo.com Update
Noveml

wylie.bott@gmail.com Update
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1. Attribution: Skyline in billboard ad adapted
from original photo by Thomas Long from Wi-
kimedia Commons
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