
COMMUNITY OUTREACH AND ENGAGEMENT 

What is Community Engagement ? 
How to maximize your Community Outreach

Strengthening your Marketing Strategy



NYSCA embraces the widest spectrum of cultural expression and artistic pluralism and
encourages funded organizations to demonstrate a holistic and comprehensive commitment to
DEIA (diversity, equity, inclusion, and access).

NYSCA interprets underrepresented communities as including, but not limited to, African
American/Caribbean, Latino/Hispanic, Asian/Pacific Islander, Middle Eastern, Native
American/Indigenous communities; people in geographically remote areas; disabled communities;
LGBTQIA communities; neurodiverse communities; vulnerable aging populations; veterans; low
income and unhoused populations; as well as justice-involved juveniles and adults.

NYSCA CRITERIA AND PRIORITIES

HOW AM I AS AN INDIVIDUAL ARTIST OR  AN ORGANIZATION 
ADDRESSING THIS CRITERIA?



OUTREACH VS. ENGAGEMENT
Community outreach involves providing professional services, or services of a specific expertise, to a group of people who 
may not otherwise have access to those services. It is performed where those in need are located. Example: a concert 
series focusing on Hispanic composers in a predominantly Latino neighborhood.

Community engagement is a strategic process with the specific purpose of working with identified groups of people, 
whether they are connected by geographic location, special interest, or affiliation to identify and address issues affecting 
their well-being. Example: establishing an arts program for youth at a community center for a historically underserved 
population.



WHY COMMUNITY OUTREACH?
Artistic and cultural activities can be used to engage the public more fully in planning practices, such as:

Promoting stewardship of place

Preserving cultural heritage and transmitting cultural values and history

Bridging cultural, ethnic, and racial differences

Creating group memory and identity 

Arts participation is the end; outreach strategies the means.



WHO AM I SERVING?
As you are designing your programs/projects, consider the following questions: 

• Who should your program serve? 

Keep the priorities in mind. The criteria is not for a generalized population. NYSCA grants are specific in their focus  on 

underserved communities, whether related to gender, economics, language etc.

• What are the needs of this audience or demographic? 

How will you determine this? 

• How can these needs be met?

What is the best way for this community to access your program/project? 

• What does the outcome look like when it occurs? 

Evaluation and assessment is important to understand the public impact your programming is making

in the community.



OUTREACH STRATEGIES

Reframe what’s difficult. Rather than framing groups as “hard to reach” and excluding them for lack of time, 
resources, or other reasons, flip that and ask: “why do we find it difficult to hear these groups”? This reframe 
may help you plan more strategically and properly allocate resources for a more inclusive process from the start.
The Arts Center at Duck Creek is at its core a community project: it was established as a 501(c)(3) by a group of local 
residents who spearheaded its restoration and adaptation to an arts center which is free and open to all. The property and 
programming of The Arts Center at Duck Creek are now managed by this group of local residents.

IDENTIFY STAKEHOLDERS: Stakeholders are anybody in the community or organization who are either impacted by the 

project or have a vested interest in it. Each of these stakeholders are also capable of influencing the community. So your 

community engagement strategy should plan on the best way to involve them in your efforts.

● Local residents or area-based groups

● Faith-based groups

● Racial, ethnic, and cultural groups

● Local community and volunteer groups

● Web-based or virtual groups

● Communities of interest



Consider Intersectionality 

We often hear about inequalities that have resulted from the pandemic, but in many cases, 
these inequities already existed and have been further exacerbated because of the pandemic.

We’re all in the same storm but not all in the same boat.



The predominantly Hispanic population will be connected with pre and post-concert engagement activities to introduce children to the 
musicians and their instruments. We plan to have interpreters for a clear line of communication and to avoid language barriers

Collaborating with local civic groups and schools. We will continue our partnership with LI Cares/The Harry Chapin Food Bank to 
support local food pantries with our "Bring a Can to the Concert" campaign.

Special accommodations are offered to the disabled. Our popular live streaming service on social media was enhanced in 2021 with 
the addition of high quality video and post-production editing of each concert published on social media, providing global access to 
audience members unable to attend.

Seating/parking is reserved for seniors and disabled concertgoers. Programs are designed for easy reading and are posted online (this 
year, we added a QR code to view our programs right on a smartphone!). Each piece is explained before being performed, thus 
providing context, history, and some interesting musical trivia. 

By staging free weekday after school performances, we can reach many children in the local community - and their families -who would 
otherwise have no or limited access to live music and arts education. To maximize participation by these families, we will liaise with 
local community centers to promote and coordinate participation

As many of the underserved families we hope to target are part of the Latino community, we plan to include live Spanish language
translation of parts of the performances. We will also promote the project  through both English and Spanish publicity materials and 
ensure it is promoted throughout the community, e.g. posters in minority owned/ non-English-speaking businesses.

2022 Creative Communities Grant Proposal - Sample



START AT THE BEGINNING

It is important to understand that programming is not just about what you or your organization gets excited about. If you are
not including the community you serve, then is your mission really being fulfilled?

What is my community interested in?

The only way to find this out is to engage with the people you want to reach and ask them. This is something that should be 
ongoing. 

● Use free tools like Google forms to poll your membership base
● Engage with the community on social media
● Research other organizations and find out what other kinds of programming are being offered. 

What is popular? What is missing?

● INVITE community members to share their ideas, suggestions and concerns



JUST DO IT

Presentations: Reach out to key community groups and leaders. Ask if you can present at a meeting. 
Learn about what different groups in your community are doing and how you can partner with them. 

*Work with Local Media: Partner with the local newspaper to get a featured article or reoccurring column. 
Advertise events and volunteer opportunities on your local public access channel. Reach out to local radio 
stations about your outreach events.

Participate in Community Events: Staff a table at a community fair, participate in community events. 
YOu should have a record of community engagement before grants season. The more your community 
members see you, the more familiar they will become with your organization.



Conduct an Assessment: Take the time to learn about the community you serve. Look at the Census data to 
understand the demographics of your service area*. Make a list of key community leaders, groups, public services and 
businesses.

*The census data is not always up to date, sometimes estimated and relies on self-reporting so don’t use it as your only 
source of demographics. As you get involved with community groups, you will get a better understanding of who your 
audience is.

Adapt Your Materials: Develop marketing and educational materials in different languages to effectively reach out to 
different ethnic groups within your community. Partner with a local community group to assist with the translation of 
materials. THIS is super important. Just as dialects differ in the U.S. so do languages differ amongst countries, regions etc. 
In Spanish, as in many languages,  there is a formal version and an informal version. In order to reach as many people as 
possible it is important to keep translations informal so they can be understood by the majority of people for whom English 
is a second language. Partnering with a community group or individuals that can translate your message is the best choice. 
In lieu of that, finding a translation platform online is acceptable, however that too should be vetted with by a native speaker
because of the variety of translation options available.



MARKETING

To properly market the event, it’ll be important to follow an event marketing timeline.

Call for artists will be the first announcement.

10 weeks prior to the event: Create a pre-event ad, social media announcement and blog. Design flyer/poster to be printed, create 
event registration page.

8 weeks prior to the event: Follow up with event launch, press release, partnerships, social media advertisement, event 
postcards/flyers, paid promotion/social media ad. Also send out invites for specific community members/organizations, such as the 
School District, town executives and other officials, local art schools/organizations.

6 weeks prior to the event: share social media ads with other groups/organizations/individuals. Make additional social media 
posts/stories announcing each individual artist/event participant.

4 weeks prior to the event: continue promotion through social media, printed flyers/postcards. Working hand in hand with event 
partner(s) in sharing all promotional material.

During the last two weeks prior to the event: additional ad, announcement of registration closure across social media. Final 
post/blog/story to attract last minute attendees. Plan and schedule social content to go out during the event.

Marketing Plan Sample  - 2022 Creative Learning Grant Proposal



PUBLIC IMPACT/ASSESSMENT/EVALUATION

Some typical outcomes might be stated like this: Students participating in the Artist in Residency program 
will be able to create original illustrations based on lessons in their core curriculum

An after-school theatrical improvisation workshop will result in improved self-esteem among participating teens. 

Interactive interpretive materials in a museum gallery will result in longer visitor stays and greater retention of 
educational information.

Here are a few sources for gathering data on your programs:

Artwork or performances presented by participants

Class rubrics • Participant interviews or personal reflections • Comment book, guest book or exit interview 

Organizational records: attendance, annual reports, community assessments, strategic plans

Grant documentation: proposals, review panel comments and scores, final reports

What does the outcome look like when it occurs?  How do you know it has happened?



WORDS MATTER
To achieve your goals, you/your nonprofit/ your group must adopt and 

consistently use inclusive language.

RESOURCE LINKS:
https://socialimpactarchitects.com/diverse-audiences/

https://www.purplepass.com/blog/how-to-expand-your-nonprofit-target-audience-and-reach-7-tips/

https://www.socialpinpoint.com/blog/10-tips-to-encourage-community-engagement-in-diverse-communities/

https://usdac.us/nativeland

https://nasaa-arts.org/nasaa_research/inclusive-language-guide/

https://bigduck.com/insights/language-guide-communications/

https://socialimpactarchitects.com/diverse-audiences/
https://www.purplepass.com/blog/how-to-expand-your-nonprofit-target-audience-and-reach-7-tips/
https://www.socialpinpoint.com/blog/10-tips-to-encourage-community-engagement-in-diverse-communities/
https://usdac.us/nativeland
https://nasaa-arts.org/nasaa_research/inclusive-language-guide/
https://bigduck.com/insights/language-guide-communications/

	Slide Number 1
	Slide Number 2
	OUTREACH VS. ENGAGEMENT
	WHY COMMUNITY OUTREACH?Artistic and cultural activities can be used to engage the public more fully in planning practices, such as:
	WHO AM I SERVING?As you are designing your programs/projects, consider the following questions: 
	OUTREACH STRATEGIES
	Slide Number 7
	Slide Number 8
	START AT THE BEGINNING
	JUST DO IT
	Slide Number 11
	MARKETING
	PUBLIC IMPACT/ASSESSMENT/EVALUATION
	Slide Number 14

