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Quick Tips Campaign
A. Introduction and Background of Main Event/Organization

Since 1976, Music for All (MFA) has offered its Summer Symposium as “America’s Camp” for the scholastic 
music education community. The Summer Symposium, a weeklong residential instrumental leadership camp, 
brings together the national music education family of students and educators for cutting-edge training ,and 
experiences in the instrumental performing arts and student leadership development. 

In 2016, more than 1,700 campers (middle school and high school students and high school and middle school 
teachers) came together from more than 30 states. They celebrated music education, discovered new ideas, and 
experiences in pedagogy and leadership, and were energized to continue their efforts and commitments upon 
returning home. 

The MFA Summer Symposium’s curriculum for students includes several divisions that offer in-depth 
experiences in a wide range of instrumental music and school band performance areas: marching band, concert 
band, jazz band, orchestra, percussion, color guard, drum majors, and leadership. The Directors’ Academy serves 
high school and middle school band directors, as well as percussion and color guard instructors. There is even a 
“Parent/Booster Institute” at the end of the camp week for music boosters.

The 2016 MFA Summer Symposium was held at and in collaboration with Ball State University in Muncie, 
Indiana. For one week, the camp was filled with motivated and like-minded students, teachers, music industry 
professionals, and world-class performers in an environment that has been called “magical” by both participants 
and faculty. Students have a safe, away-from-home campus experience, many for the first time. They attend as 
individuals, sometimes with small groups from their school, but sometimes as the unique representative of their 
own music program. 

Example: Quick Tips Playlist on Music for All’s YouTube Channel



B. Description and Purpose/Objective of Promotion

The Quick Tips campaign was an email campaign and social media using videos of short, educational tips for 
music students and directors.

For the past several years, Music for All’s marketing strategy has been shifting to utilizing more of an educational 
content-based approach to marketing, and showcasing and promoting our programs through story telling and 
“giving away” valued content.

It’s become clear in recent years that consumers often tune out traditional marketing and advertising. The 
purpose of using a content-based approach is to attract and retain customers by consistently creating and 
curating relevant and valuable content with the intention of changing or enhancing consumer behavior. Content 
marketing is often thought of as the art of COMMUNICATING with customers and prospective customers 
without SELLING. The essence of this concept is the belief that, as we deliver consistent, ongoing valuable 
information to our customers, they ultimately reward us with their loyalty.

The idea behind Quick Tips, was to utilize the Summer Symposium faculty members, who are top educators in 
their field and capture videos of them giving tips DURING our camp when we already have these educators in 
one place, and then release the Quick Tip videos over the course of the year to promote the next year’s camp.

In 2015, we launched this new campaign by recording Quick Tips with faculty members of selected Summer 
Symposium divisions including: Jazz Band, Drum Major Institute, Color Guard, Leadership, and the Directors’ 
Academy. We supplemented those captured on site with a few recorded in the Music for All office with educators 
local to Indianapolis, or in faculty member’s office or studio that they then sent in for editing and publishing. 
Those video Quick Tips were then used in our marketing efforts for the 2016 camp.

On average, each of these selected divisions had every faculty member record one video. In some divisions, 
faculty members recorded multiple videos.

While the videos showcase different educators, and a variety of topics, we edited in an introduction to each video 
that branded them as “Summer Symposium Quick Tips” to provide a cohesive look and feel.

We filmed the majority of these videos during a one-week period while the educators were already teaching at 
the Summer Symposium. The videos were edited, minimally, to include the introduction post camp before we 
launched our 2016 camp registration and marketing.  We built up a catalog of these unpublished Quick Tip 
videos, and then published and shared them one by one, on a weekly basis starting in February of 2016 for the 
June 25-July 2, 2016 camp.

We uploaded and hosted the videos on the Music for All YouTube channel (youtube.com/musicforalltv) with all 
of the Quick Tip videos living in a Quick Tips playlist (see attachment).

As we published them weekly on YouTube we would create an email that was specific to that week’s Quick Tip, 
on Tuesday of every week. The Quick Tip Tuesday emails were sent to our entire email list, which includes 
100,000+ subscribers.

After the emails were sent, we would also share the videos via social media on Facebook and Twitter.
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C. Description of What Was Being Promoted

The Quick Tips campaign promoted the Music for All Summer Symposium itself and by extension all of 
our educational and performance programs, as well as Music for All’s broader mission-based advocacy goals 
supporting music education. 

Per our strategic plan, MFA has the following enrollment objectives:

Strategy 5: Offer and expand the Music for All Summer Symposium programming to model and 
provide superior hands-on instruction, and increased student and teacher access and participation.

Goal 1: Grow Summer Symposium student camp enrollment by more than 55% and Director Track 
enrollment by more than 85% over the plan years. By the end of FY17, MFA, through its Music for All 
Summer Symposium, will:
A. Grow Summer Symposium Student camp by 15% in 2012 (to 858); 11% in 2013 (to 952); 8% in 

2014 (to 1,028); 7% in 2015 (to 1,100) and 6% in 2016 (to 1,166). See “K.” for more details.
B.  Grow Summer Symposium Director (and collegiate) camp by 15% (to 93) in 2012; 15% (to 107) 

in 2013; 15% (to 123) in 2014; 10% (to 135) in 2015 and 10% (to 149) in 2016. See “K.” for more 
details.

C.  Embrace and adopt plans to have a budget sustaining plan/model, achieve strategic enrollment 
goals, and create and adopt plans capable of achieving higher goal/objective numbers.

D. Develop, communicate and implement “category” distinguishing content for students and teachers.

Participant surveys show that word-of-mouth; referrals, and recommendations from friends and colleagues are 
most influential for campers deciding on Music for All. Allowing participants to essentially preview some of 
the instruction they will receive at the Summer Symposium is an easy way to share and showcase our amazing 
faculty.

We want to position Music for All as an organization who provides top-notch instruction from world-class 
educators. By showcasing the educators that students and directors can find at our Summer Symposium, we are 
doing just that.

D. What Makes This Promotion Different From Any Other Promotions

The Quick Tips campaign is different from other promotions because of its educational core message. Unlike 
most other Summer Symposium promotions, these Quick Tip videos and emails do not expressly state the 
benefits of attending the Summer Symposium, rather, they showcase the amazing educators who students and 
directors will work with, if they choose to attend. 

The Quick Tips campaign is a perfect example of Music for All using content at the core of our marketing 
strategy. In a world full of distraction, it is hard to get through to customers in the traditional way of 
advertisements and marketing/promotional copy that is focused on “selling.”

By creating rich, educational content to share with our students and directors who we hope will be our future 
“customers,” we are giving them value before they even decide to commit to coming to one of our programs. This 
helps build loyalty and positions Music for All as a leader in the world of music education.

In essence, the concept of the Quick Tips campaign is to showcase our great faculty, and allow the viewers to 
then make the connection themselves of, “Wow! I want to be THERE and learn from THOSE educators.”
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E. Target Audience for This Promotion

The target audiences for the Quick Tips campaign included:

• Potential students campers
• Parents of potential student campers
• Potential music director campers
• Music directors of potential student campers

F. Attendance/ Number of Participants

In the context of this promotional campaign, the “participants” 
were the recipients and viewers. See “K.” for camp attendance 
results. Nineteen emails total were sent over the course of 19 weeks.

• 19 Quick Tip emails sent during the campaign
• Total recipients for all 19 emails: 1,651,248
• Total opens for all emails: 260,176
• Unique clicks across all emails: 18,900
• Total Clicks: 22,555
• Forwards: 22,766

We used YouTube as our hosting platform for the Quick Tip videos. Therefore, we can also look at YouTube 
analytics for those who viewed the videos through that medium.

YouTube Analytics

• 22 videos in the “Quick Tips” playlist.
• 1,805 playlist views
• 1:13 average time in playlist
• 14,024 views total across all 22 videos
• 637 average views per video

Countries where people watched: United States, Canada, Denmark, United Kingdom, Japan

Additional Examples: Individual Quick Tip videos with per video “Views” analytics
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G. Tie-in of Promotion to Main Event/ Organization

The educators giving the tips in the Quick Tip videos are the faculty members of the Music for All Summer 
Symposium. This not only solved our problem of being able to capture a lot of video content in a short period of 
time, but it also works as one of the best ways to promote the Music for All Summer Symposium, because you 
are showcasing the faculty that students and directors will actually be working with if they choose to attend.

The Quick Tip videos were recorded at the 2015 Music for All Summer Symposium, and then edited and 
released in 2016 to promote the 2016 Symposium.

H. Overall Revenue and Expense Budget for Specific Promotion

Music for All has budgeted to have a video crew on site during the Summer Symposium for many years. 
Creating promotional videos during and post Symposium is a part of our marketing strategy.

Adding on the recording of the Quick Tip videos made sense at the Symposium, because we already had the 
video crew there, and it wouldn’t incur any additional expense for capture.

The postproduction editing of the Quick Tip videos was minimal and we did not see any specific increase in 
expense for this promotion out of our typical video editing budget that has a set dollar amount for the entire 
year.

I. Duration of Promotion (Start to Finish)

The Quick Tips campaign ran for 19 weeks, starting in February 2016 after our camp registration launched. 
The Quick Tip emails were sent weekly, on Tuesdays.  The campaign continued with a weekly email publishing a 
brand new tip until the week of camp. The last quick tip email was sent June 18, 2016. 
 
J. Description of Sponsor/Charity/Volunteer/School/ Other Group Involvement with Event/ Organization and 
Promotion and Benefits to Each

Music for All is continually trying to “add-value” for all of our sponsors. We decided to include footer image in all 
of the Quick Tip emails that showcased the logos of all of our corporate level sponsors.

In addition to the logos, if a division had a specific sponsor involvement, like our Color Guard division has 
a special relationship with our sponsor DSI, we highlighted the sponsor in the text of the email as well for 
additional value and impressions. Many of the Quick Tips contributing faculty are artists endorsing Music for 
All sponsors.
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K. Overall Effectiveness/ Success of Promotion

Sometimes the biggest results come from the smallest actions. Although a relatively simple concept with minimal 
if any added expense, Music for All found the Quick Tips campaign to be highly successful. This campaign not 
only promotes the Summer Symposium, but it also fulfills some of our advocacy and education initiatives, which 
makes it a really great campaign for us. The Quick Tips were part of a sweeping marketing and communications 
plan for camp that helped MFA surpass its Strategic Plan camp enrollment goals. Student enrollment was 15% 
over the Strategic Plan goal; Directors’ Academy enrollment was a 50% over the Strategic Plan goal.

The views on the videos and the open rates of the emails tell us through data that people are very interested in 
this content, but some of the responses we have received back via email or comments online are what really show 
that the best. We have received great feedback from directors who receive our emails, and from the educators 
that we work with through our programming. With the success that we experienced for 2016, we have already 
planned to continue the campaign in the coming year. We captured double the amount of Quick Tip videos at 
the 2016 Summer Symposium that we will be editing and using during our 2017 promotions.

Examples: Comments/Feedback on Quick Tip videos



54) Best New Promotion Activity

Example: Quick Tip Email sent to Music for All Subscribers
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Example: Playlist Specific Analytics - (for those who viewed videos through the playlist)
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Example: Full Quick Tip playlist on Music for All’s YouTube channel


