
Strategies for Rebuilding Programs 
in the New Era?

Dr. David W. Vandewalker
Music Director/Conductor, Georgia Wind Symphony

Coordinator of Performing Arts, Fulton Co Schools (Retired)

QR Code 
Here for 
sharing
slide deck



SUSTAINABLE
GROWTH

1 3

2 4

COLLABORATIVE 
COALITIONS

CONTAGIOUS 
ADVOCACY

STRATEGIC 
COMMUNICATIONS

POWERFUL 
MOMENTS

HOW DO WE REBUILD?



1

CONTAGIOUS
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Contagious: 
Why Things Catch On



Guerrilla Marketing 9 | 28

Word of mouth generates more than 
2x the sales of paid advertising

-McKinsey Quarterly



Word of Mouth via Social Media



Make People Feel 
Like Insiders

Find the 
inner-remarkability

6
STEPPS





Work
Coffee Shop
Tennis Court

Grocery Store
Hair Salon

Soccer Field
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Do you 
remember your 

senior prom?



What about when your child 
left for college?



How about your first paycheck?



We all have defining moments in 
our lives-meaningful experiences 

that stand out in our memory.

WHAT ARE SOME OF YOUR PROFESSIONAL MEMORIES THAT STAND OUT?



The Power of Moments: 
Why Certain Experiences Have Extraordinary Impact



Defining Moments

● In our field we are very fortunate that we have built in defining moments.
○ Concerts, Football games, musicals, art shows, trips, etc.
○ We count on these moments every year to give our students something to remember

● Some moments happen by luck.
○ A bus breaks down on the way to perform at a major event.
○ The instrument trailer does not arrive at the game with the band and the students sing all of the 

stand tunes.
○ The conductor breaks the baton in the middle of an epic performance and calmly reaches down 

for another baton without missing a beat.

● These are all shared experiences that our students enjoy and talk about years later.



The Power of Moments



Peak-End rule
● Best or worst moment is known as the peak.
● The ending is what people will remember, not the 

minute by minute, but instead the flagship moments

● Peak  +  Fine’ = Lasting    
Impression



Defining Moments to Foster Intrinsic Motivation 

● A defining moment is an experience 
that is both memorable and 
meaningful.

● Planning out defining moments for our 
team helps to create the peaks we 
want them to experience.



WHAT DEFINES A MOMENT?

ELEVATION INSIGHT PRIDE CONNECTION



What Moments Can We Create as Directors that 
provide:
1) PEAK Experiences and 
2) Amazing End of the Year Moments

To help us create more WIN-WIN moments?

How would our teams be stronger…

How would that impact kids…

How would that impact the implementation of your vision…
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Dr. John L. Benham

Saving and 
Building Music 

Programs for Life
Through 
Collaborative 
Coalitions



• Get involved in the process

• Proactive vs. Reactive involvement

• Get organized

Influencing Decisions



A Key to Success:

The Parents
An organized Music Coalition is 
the most effective way for 
parents to influence the 
decision-making process in the 
local building & school district.



First 
Coalition

FAMILY

Local 
Booster Club

community

music



CONNECTIONS
EXPERIENCES 

RELATIONSHIPS



Strategic Boosters: 
System of Six Core Elements

Strategic
Plan

Community

Business
Blueprint

Compliance

Communication

Fundraising

Message
Method
Mission



METHOD

MISSION

CORE VALUES

MISSION 
STATEMENT

BLUEPRINT

COMPLIANCE

MESSAGE

FUNDRAISING

COMMUNITY

COLLABORATIVE 
ACTION

COMMUNICATION

Message + Method + Mission = THRIVING SUCCESS

Booster Club Sustainability



60+ video lessons + Guidebook

Train Your ENTIRE Team
For ONE YEAR

Strategic
Plan

Community

Business
Blueprint

Compliance

Communication

Fundraising



Second 
Coalition

FAMILY

6-12 MUSIC
community

music



Third 
Coalition

FAMILY
District-wide

Booster
Presidents

community

music



ORCHESTRA

CHOIR
BAND

GENERAL 
MUSIC

EXECUTIVE
COMMITTEE

ALL SCHOOLS • ALL LEVELS • MUSIC TEACHERS • MUSIC COMMUNITY

The Music Coalition

School
Cluster
District



The Music Coalition

1. Communications

2. Administrative  Liaison

3. Statistics  and  Finance

4. Philosophy  and  Curriculum

Teams:



In any crisis . . .  Identify the issues first!

• Faculty Issues

• Curricular Issues

• Student Participation Issues

• Economic Issues

Crisis Management



Reform
Budget 
Crisis

Hidden Agendas Hidden Cuts

Target the Issues



Stories of 
Powerful Moments 
Empower the
Coalition’s
Influence

School Program

School Arts Department 

Cluster Communication

District Fine Arts 

District Arts Coalition
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Strategic 
Communication 
requires diverse
methodology

2
INTERNAL
EXTERNAL

FORMS



Building a Story Brand

u What’s your message

u Can you say it easily

u Is it simple, relevant, and repeatable?

u The more simple and predictable the communication, the easier it is for 
the brain to digest. 

u Story formulas put everything in order so that the brain doesn’t have to 
work to understand what’s going on. Thus, we remember the story more 
easily than data alone. (i.e., Jared Story)

u Great stories are about survival- either physical, emotional, relational, or 
spiritual



Which Media 
Should You Use 
to Create Your Story?



u Text
uVideo
uPhotos
uCartoons
u Infographics
u Live Events
uRoyalty-Free Images

MEDIA



What Channels 
Do You Use to 

Share Your Story?



uWord of Mouth
u Infomercial
uPrint
u Social Media
uBlog
uWebsite
uEmail
uWebinar/Live Stream

CHANNELS



u One of the highest priorities of successful communication is the effective 
management of content to keep your messaging in front of your 
community on a consistent basis via diverse methods in order to strengthen 
your communication effectiveness. 

u The implementation of a content calendar provides a practical, powerful 
tool to manage communication distribution within the organization. 

Content Management



Content Diversity

u 1 Blog article per week

u 1 Long Blog post (1,200-2,000 words) spotlighting a program or event or 
latest research supporting the arts

u 2 Graphics/Infographics per week

u 2 Pictures telling a story per week

u 1 Micro Video (30-60 seconds) per week for promotion

u 1 Micro Video (30-60 seconds) per week for celebrating

u 1 Video Story Spotlight per month or every 2 weeks to tell a special story. 
This video can be 4-6 minutes in length.



Tools to Empower Content Creation

u Images
u Canva
u Adobe Spark

u
Video
u InVideo

u Adobe Spark
u Screenflow (MAC)

u

u Infographics
u Infogram

u Piktochart

u Videos, Cartoons and Other Multimedia
u Apple iMovie
u InVideo

u Windows Live Movie Maker
u Camtasia
u Doodly

u Live Events
u WebinarJam

u GoToWebinar
u BigMarker
u Zoom/Zoom Webinar



Too Much For Just Me!

u Parent Organizations
u Student Competitions
u Student Internships
u After Hours Stipend of Graphic Design Teachers
u University Collaborations
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