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A. Introduction and description of Main Event 

The Des Moines Arts Festival®, Iowa’s only free, three-day celebration of the arts, attracted more than 235,000 
guests June 23-25 to Downtown Des Moines’ Western Gateway Park to celebrate its 20th annual Festival with an 
exciting lineup of visual art, live entertainment, film, community outreach, interactive activities, eclectic foods, craft 
beer, and fine wines.  

At the heart of the Festival is the juried art fair featuring 178 professional artists selected from more than 1,000 
applicants by a panel of jurors during a rigorous and competitive process.  The commitment to visual art extends to 
all ages through the Festival’s Emerging Iowa Artist program which highlighted the work of 11 Iowa residents 
currently enrolled in an institution of higher education and the Des Moines Art Center’s Student Art Exhibition 
program which allowed more than 400 students grades K-12 to showcase their talent. 

Adults and children of all ages engaged in a variety of hands-on, arts-related activities that included everything from 
salsa dancing lessons to marble painting to creating their own t-shirt. MidAmerican Energy’s BOOM ART! mural and 
Pinot's Palette self-guided painting lessons provided large-scale opportunities for guests to share their art with the 
community. If guests didn’t want to get their hands dirty, exhibiting artists demonstrated their craft with more than 
25 artist demonstrations and workshops. 

The Interrobang Film Festival (IFF) celebrated the art of film throughout the three-day weekend. Forty-eight films 
were screened in total, including the world premiere of OUTED, a Des Moines-based web series and the Palme d’Or 
nominated Lunch Time which recently premiered at the invitation-only Cannes Film Festival. Guests also enjoyed 
talk-backs and workshops with film producers. 

The local community engaged with the Festival through several community outreach programs including the 
Volunteer Program, Patron Program, Non-Profit Partner Program, DART Art Bus unveiling, and the Des Moines 
Storytellers Project. An army of 870 volunteers supported the Festival through a variety of opportunities.     

The Festival’s green program provided guests the opportunity to reduce, reuse, and recycle throughout the event at 
17 custom-designed Zero Waste Stations. The Sustainability Program is in its fourth year of a strategic plan to 
achieve zero waste. 

Live entertainment took the stage at two locations. Headliners Saint Motel and Big Head Todd and the Monsters 
were watched by thousands of guests on the Hy-Vee Main Stage. The Acoustic Stage featured folk and Americana 
standouts, Joe Purdy and The Pines.  

The high-flying theatrical antics of eVenti Verticali’s WANTED show and live street theatre performances by physical 
comedians Bill Robison and Fantastick Patrick burst the Performing Arts bubble at this year’s Festival. 

The Des Moines Arts Festival has truly put Des Moines, Iowa on the map, drawing more than 3.4 million guests to 
the three-day event during the past 20 years. The Festival has something for everyone to enjoy and it’s all free to 
attend thanks to the continued support of sponsors in our community. 
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B. Description and purpose/objective of our social media campaign 

The social media campaign for the 2017 Des Moines Arts Festival® was designed to engage our audiences with the 
overall experience that the Festival has to offer with the hashtags #DMAF20 and #GoWhereItTakesYou.  

Social media goals for 2017: 

• Increase awareness of the Des Moines Arts Festival as a destination and the “can’t miss” event each summer 
to both local and regional markets. 

• Increase social media engagement with Festival guests, vendors, sponsors, staff and volunteers through 
staying on the cusp of ever-changing technologies such as Snapchat filters, drone footage, live and on-site 
social media streaming and social media campaigns spanning all of our platforms with specific hashtags, 
stories, Boomerangs and live video features. After each day, a professional videographer produced a sizzle 
reel of the days’ events as well as a five-minute recap video of the entire three-day Festival.  

• Engage and promote each professional visual artist with our ever-increasing digital fan base and theirs 
through a robust social media campaign highlighting all 178 artists in separate posts with engagement on 
their identified social media outlets including applicable hashtags and keywords. 

• Increase awareness of the variety of programing that is offered at the Festival. 

• Increase the understanding of the Interrobang Film Festival as a nationally recognized, stand-alone event. 

• Strengthen the Festival’s brand as an internationally-recognized event and annual regional attraction. 

• Promote the Festival as a community event that impacts economic development and quality of life for Des 
Moines, Iowa, and the Midwest Region. 

• Increase awareness of patron membership program. 

• Utilize Zoomph social streaming 

 

Social Media Strategy 

The Festival places a heightened focus on social media because we are convinced that is where more and more 
people are getting their information. Because of this, the Festival’s Facebook, Twitter, Instagram and Pinterest pages 
became integral tools in reaching out and sharing ours and their Festival experience. 

OFFICIAL HASHTAGS 

#DMAF20 

#GoWhereItTakesYou 
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C. Social media platforms used 

I. Facebook (DesMoinesArtsFestival) 

Facebook has always been, by far, our most robust platform. We hold a huge and vastly growing number of 
Facebook users who are active and consistent in their visits to the site, making them a promising audience for our 
marketing efforts. We made sure to educate and interest them through to-the-minute updates, the execution of our 
campaign to highlight each of the 178 professional visual artists and utilize tools like Facebook Live, event pages and 
the occasional boost ($110 was spent on boosts). 

Our results are as follows: 

Facebook ($110 spent on boosts) 

16.7k pages likes 

552 new page likes in June 2017 

372,227 reach in June 

3,940 reactions in June 2017 

II. Instagram (@ DESMOINESARTSFESTIVAL) 

We know Instagram is one of the most popular social networks right now, making it important to explore content 
optimization opportunities. Because the platform relies on mostly visual content, we used stories and the beautiful 
art supplied by our 178 professional visual artists to supplement posts we designed ourselves.  

We followed the marketing rules of this platform through the use of #DMAF20 and #GoWhereItTakesYou to increase 
like-to-follower ratios and included other popular hashtags as descriptors. We found it was more effective and 
natural to incorporate as hashtags words shown by our overall online marketing data as important to our specific 
target audience. 

Our results are as follows: 

Instagram (all organic and unpaid) 

Hashtag #DMAF20 used 3,017 times 

4.9k followers 

4,022 in total engagements 

2.1k likes received in June 2017 
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III. Twitter (@dmartsfestival) 

We know Twitter is king for B2B business, but also know that Tweets that include photos AND links receive 150% 
more engagement. So, we stayed par for the course and made sure to include the necessary content to grow and 
engage with our audience. 

Our results are as follows: 

Twitter (all organic and unpaid) 

105,937 impressions 

264 mentions 

2,764 page visits 

8,519 followers 

 

IIII. Pinterest (DMartsFEST) and Snapchat 

Pinterest is one of the most popular social networks right now, making it important to explore content optimization 
opportunities. Because the platform relies on mostly visual content, we used stories and the beautiful art supplied 
by our 178 professional visual artists to supplement posts we designed ourselves. We designed the platform as a 
way for guests to “shop” their favorite artists before the festival even began. 

Still staying true to increase our digital efforts, we also created a Snapchat filter for guests to use to add a fun, new 
digital aspect to the Festival’s offerings. 

 

D. Social advertising used 

The Festival places a heightened focus on social media because we are convinced that is where more and more 
people are getting their information. Because of this, the Festival’s Facebook, Twitter, Instagram and Pinterest pages 
plus our Snapchat, became integral tools in sharing the Festival experience. 

It was important for us, as a nonprofit, to maintain a budget while generating great organic reach through supplying 
and feeding our platforms with fresh images, snappy copy and attention-grabbing updates across the board. For that 
reason, we kept paid social advertising to a minimum, but did boost events and special announcements. See 
Supporting Materials for examples. 
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E. Target Audience for social media campaign 

We looked at our target for the Festival, and applied it to each platform. See Supporting Materials for a screenshot 
of our market demographics for Facebook as an example. We took this knowledge of our audience, the rules for 
engaging different market segments, and married them with the market breakdown here: 

Internal Markets 

1. Des Moines Arts Festival board members, staff, volunteers and sponsors 

2. Staff 

3. Volunteers 

4. Sponsors 

External Markets, Current and Potential 

1. General population markets including the following current and potential markets in Des Moines, Iowa: 

a. Families with children 

b. Young adults (ages 20-35) 

c. Art buyers 

2. Business and economic community including: 

a. Community leaders and decision makers 

b. Referral agencies and social support organizations 

3. Community service leaders and organizations 

4. News media 

 

F. Editorial Calendar and Timeline 

The Festival’s organic message of “go where it takes you…” allowed for a wide variety of approaches to storylines 
and pitches. Our hashtags, #DMAF20 and #GoWhereItTakesYou became symbols of the Festival. 

In 2017, we made it our goal to capitalize on digital efforts and utilize tools like Facebook live, the power of 
hashtags, and social streaming. We dug deeper than in years past with our implementation of a robust social media 
campaign aiming to highlight each and every of the 178 professional visual artists. 

For that we needed an iron clad way of executing an editorial calendar for our timeline, which was just three short 
months after the professional artists were announced. 
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Over the course of the three months leading up to the Festival, all the artists were featured over all of our social 
media platforms with a 100% success rate. We matched our platforms to theirs (e.g. if one artist had only Facebook, 
we posted to our Facebook) to capitalize on social share and engagement. 

We knew an attempt to highlight each and every professional visual artist would take an extremely high-level social 
media calendar with no room for error as we needed to not only strategically place these posts to flow smoothly but 
not interfere with a massive amount of other posts that would be disseminated to our audience. To do this, we 
implemented this campaign the day after the 2017 artists were announced on January 27. 

The only real challenge to this campaign was, to our surprise, the number of artists who are not active on social 
media. To combat this issue, we communicated to all of the artists that if they did not use a social media platform, 
we would choose Facebook for their post and, instead of tagging them, link to their website. In the end, we had zero 
complaints and the engagement we had striven for was through the roof. 

 
G. Examples of hashtags, contests, polls, etc 

The official hashtags for the 2017 Des Moines Arts Festival were #DMAF20 and #GoWhereItTakesYou, which were 
intertwined on every social media post alongside other fitting and/or popular hashtags. We also used the hashtag 
for a giveaway of two free VIP passes to the Silent River Design+Build VIP Club, a Des Moines Arts Festival t-shirt 
and a signed poster by Chris Vance, the 2017 Featured Artist. 

 
H. Additional Media exposure received from Social Media Campaign 

The Festival website, mobile website and social media outlets served, and continue to serve, as powerful tools for 
communicating the Festival’s message. They are especially necessary tools as a medium for media outreach, 
volunteer recruitment, artist listings, live social media streaming, links, Festival event schedules, maps, 
applications, planning guides, and much more are showcased. 

Many community leaders, partners and sponsors aided us in increasing our reach through sharing our content, 
including our hashtags and tagging us. Specifically, for the #DMAFVIPME, local luxury magazine dsm magazine, the 
grassroots Art Week Des Moines (which offers an open forum for pop-up art events) and one of our media 
partners, WHO TV Channel 13, shared in on the #DMAFVIPME fun. See screenshots in Supporting Materials. 

Website - desmoinesartsfestival.org 

Mobile Site - desmoinesartsfestival.org 
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I. Estimate of revenue and/or attendance increase as a result of social media campaign 

Because the Festival is a nonprofit organization, revenue is not applicable here. However, we believe our social 
media efforts played a large part in attracting 235,000 guests to downtown Des Moines for the three-day festival. 
We know this by the engagement we had when we announced, for example, the music acts, and saw a jump in 
engagement.  

When speaking of sponsorships, however, we believe in a roundabout way, our social media attention will bring 
back sponsors for 2018 as engagement and “social media love” for them was also very well received. Hence, our 
social media efforts, in accordance to contractual agreements, were an integral part of the 2017 Festival. 

 
J. Analytics overview 
A social media streaming application called Zoomph was used to generate live feeds of all social media posts that 
connected with official hashtags. During the Festival, our Facebook page had a 100% response rate with a five-
minute response time. A total of 410 images were used on social media using Flipagrams, which allowed us to create 
slideshows set to music as a recap of each day’s events.  

Twitter (all organic and unpaid) 

• 105,937 impressions 

• 264 mentions 

• 2,764 page visits 

• 8,519 followers 

Instagram (all organic and unpaid) 

• Hashtag #DMAF20 used 3,017 times 

• 4.9k followers 

• 4,022 in total engagements 

• 2.1k likes received in June 2017 

Facebook ($110 spent on boosts) 

• 16.7k pages likes 

• 552 new page likes in June 2017 

• 372,227 reach in June 

• 3,940 reactions in June 2017 
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K. What makes the Social Media Campaign unique and creative? 

Our social media efforts are unique because our results launched through the graphs without paying for reach, 
engagement or boosting (outside of the $110 we felt necessary). Our campaign’s success is unlike others because 
while we foster a love for the arts, our audience fosters a love for us. Our messages, images and posters were fresh, 
timely and were the king of content. 

It’s also important to mention our campaign to highlight 178 of the professional visual artists was a 100% success 
with no negative feedback. And, while it could be a danger, adding Pinterest and Snapchat and the utilization of 
Zoomph in with the rest did not detract from the efforts, but make it all that much more successful. We were smart 
about our editorial calendar, posting times, frequency, engagement, rules of social media and did it all next to 
nothing as far as paid social media is concerned. 
 

L. Overall effectiveness/success of the Social Media Campaign 

We were 100% successful in our goals, and this is unique and special: 

• Increase awareness of the Des Moines Arts Festival as a destination and the “can’t miss” event each summer 
to both local and regional markets. 

• Increase social media engagement with Festival guests, vendors, sponsors, staff and volunteers through 
staying on the cusp of ever-changing technologies such as Snapchat filters, drone footage, live and on-site 
social media streaming and social media campaigns spanning all of our platforms with specific hashtags, 
stories, Boomerangs and live video features. After each day, a professional videographer produced a sizzle 
reel of the days’ events as well as a five-minute recap video of the entire three-day Festival.  

• Engage and promote each professional visual artist with our ever-increasing digital fan base and theirs 
through a robust social media campaign highlighting all 178 artists in separate posts with engagement on 
their identified social media outlets including applicable hashtags and keywords. 

• Increase awareness of the variety of programing that is offered at the Festival. 

• Increase the understanding of the Interrobang Film Festival as a nationally recognized, stand-alone event. 

• Strengthen the Festival’s brand as an internationally-recognized event and annual regional attraction. 

• Promote the Festival as a community event that impacts economic development and quality of life for Des 
Moines, Iowa, and the Midwest Region. 

• Increase awareness of patron membership program. 

 



 
65  |  BEST SOCIAL MEDIA CAMPAIGN     

 

Supporting Questions 

What did you do to update/change this promotion from the year before? Were your updates/changes successful? 

The social media campaign was designed to engage our audiences with the overall experience that the Festival has 
to offer with the hashtags #DMAF20 and #GoWhereItTakesYou. The Festival places a heightened focus on social 
media because we are convinced that is where more and more people are getting their information. Because of this, 
the Festival’s Facebook, Twitter, Instagram and Pinterest pages became integral tools in reaching out and sharing 
ours and their Festival experience. 

Our biggest update in 2017 came in organizing the various social media streams, adding Snapchat and ensuring we 
had equal coverage across all platforms. In the past, our efforts focused on Facebook. But, even within Facebook, we 
made substantive changes to way we exploited its reach. The use of Facebook Live, for example. 

We dug deeper than in years past with our implementation of a robust campaign aimed to highlight each and every 
of the 189 professional and emerging visual artists. We met the challenge by creating an iron clad method of 
organizing an editorial calendar for our timeline, which was just three short months after the professional artists 
were announced. 

The calendar was important because our self-imposed strategy to reach across social media platforms was met with 
several challenges, the least of which was that not all of the artists employ a social media site. And to balance our 
use of each of the platforms meant we needed to execute the tedious task of selecting which artist was to be 
featured on any given platform.  

We knew an attempt at highlight each and every professional visual artist would take an extremely high-level social 
media calendar with no room for error as we needed to not only strategically place these posts to flow smoothly but 
not interfere with a massive amount of other posts that would be disseminated to our audience. To do this, we 
implemented this campaign the day after the 2017 artists were announced on January 27. 

To meet the challenge of artists who are not active on social media, we communicated that if they did not use a 
social media platform, we would choose Facebook for their post and, instead of tagging them, link to their website.  

In the end, we had zero complaints and the engagement we had striven for was through the roof. We were 100% 
successful. All 189 professional and emerging artists were highlighted on Facebook, Instagram, Twitter accounts 
and they were tagged appropriately. Each artist was also featured on our Pinterest account as a way for guests to 
“shop” in advance of the Festival. 
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Supporting Materials 

 

 

 

Analytical breakdown of facebook and twitter interactions. 
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 Analytical breakdown of social media interactions on various platforms. 
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Social media activity timeline and fan demographic data. 



 
65  |  BEST SOCIAL MEDIA CAMPAIGN     

 

 

                                         

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Facebook and Instagram posts 
on the #dmafvipme random 

giveaway. 
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Des Moines Arts Festival® Facebook picture interactions. 
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 Des Moines Arts Festival® Facebook video interactions. 
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Des Moines Arts Festival® Instagram posts. 
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 Des Moines Arts Festival® instagram posts. 
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   Des Moines Arts Festival® twitter interactions. 
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Des Moines Arts 
Festival® twitter 

interactions. 
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Pinterest page and pin stats. 
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D. Social advertising used 

 
 

 
 

 
 

 
 

 
 
 

Commemorative poster artist mural video performance details.  
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Various Facebook post performance details. 
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F. Editorial Calendar and Timeline 

 
 

 

 
 
 Social media editorial calendar and timeline. 



 
65  |  BEST SOCIAL MEDIA CAMPAIGN     

 

 
 
 

 
 

Social media editorial calendar and timeline. 
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G. Examples of hashtags, contests, polls, etc 
 
 

 
#DMAFVIPME Contest Facebook Post 
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H. Additional Media exposure received from Social Media Campaign 

 

 

  
 
 Performing Arts Facebook post shared by WHO TV Channel 13 News. 
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J. Analytics overview 
 

 
 

 
Zoomph media feed 
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K. What makes the Social Media Campaign unique and creative? 

 
 

  
Live Snapchat geofilter during the festival. 


