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Hello! Come on in...
Welcome to Think Outside The Box, Door County’s first Outsider Art Museum! 
We are so excited to meet you. As a potential investor, we want to begin by 
thanking you for taking the time to learn more about our organization. 

Today we are going to present you with two initiative campaigns we are on track to 
implement at the beginning of our 2021 season, breaking them down to the brass 
tacks. First, we will introduce our seminar ticket sale campaign. Secondly, we will 
explain how we plan to market an educational campaign. 



#1 - Seminar Ticket Sales Marketing Campaign

 WHAT? Our goal for this sales marketing campaign is to sell tickets for our monthly seminars. These seminars are 
designed as a 5 part series that will run the duration of our seasonal schedule. While the topic will change every 
season, these seminars will educate on things such as Outsider Art, Art Therapy, and mental illnesses. 

WHO? Due to the mature nature of some of these topics, our museum will allow admission for people 18 years 
and older only. Museum members, old and new community members, tourists, artists, therapists, students, 
hospital employees, and anyone with a general interest in psychology, art, or mental illnesses is our target market 
for ticket sales. 



HOW? - Ticket Sales Marketing Campaign - Promotional Tools 
1. Direct Marketing

a. The main form of direct marketing our organization will take advantage of is the use of brochures. The benefit of 
this print marketing is that they can be displayed anywhere there is high traffic. We plan to display these in schools, 
hospitals, therapy centers, restaurants, visitor centers, and other organizations in the area. The brochures will 
include general information about our organization, as well as more specific information on our seminars. 

2. Personal Selling
a. Our main use of personal selling will be how our organization utilizes social media. We plan to run Facebook and 

Instagram accounts that announce and promote our seminars. Links will also be provided for online ticket 
purchasing for customer convenience. 

b. The “story” features of these platforms will help us post reminders and tolls to keep our followers involved and 
allow us to get instant feedback. 

3. Sales Promotions
a. One way our organization can market by using sales promotions is to set up booths and exhibits at local public 

events. This will also allow our staff to interact directly with the community. 
b. A discount will be offered for those who buy a Seasonal Seminar Pass. While a singular pass, good for one specific 

seminar, is $20, a seasonal pass will cost $85 but be valued at $100. 
4. Advertising 

a. Our use of advertisement will include the use of print, internet, broadcast, and program ads, as well as signage. 
These ads will be found in newspapers, on the radio, in event programs, and on our website. The ability to push 
advertisements for ticket purchasing on every platform will help us reach a broader demographic and attract a more 
diverse crowd.



#2 - Education Marketing Campaign 

WHAT? For the education campaign, our goal is to promote and publish information on what Outsider Art is in 
effort to teach and educate the general public.

WHO? The education campaign for Think Outside The Box is aimed towards people of all demographics. 
While the subject matter can be mature and tough to grasp for young people, this campaign strives to 
educate whoever is ready to begin learning or continue learning about Outsider Art. However, there will 
be a larger focus on attempting to educate individuals in art and therapeutic fields, as the information 
can directly benefit these professionals and students. 



HOW? Education Marketing Campaign - Promotional Tools
1. Personal Selling

a. Social Media- On our Facebook and Instagram platforms we will have the opportunity to post an infinite 
amount of education opportunities. Articles, quotes, photos, videos, and links to external sources will be 
the majority of what is posted in order to educate the public.

b. Presentations- The use of presentation is visible in, but not limited to, our seminar program. Our 
museum itself will serve as a form of presenting educational opportunity. 

2. Sales Promotions
a. Booths/Exhibits- Local public events will give us the perfect opportunity to set up a “mini-museum” and 

educate people of the community face-to-face.
3. Advertising 

a. Broadcast Ads- The use of short radio broadcasting ads will give our education campaign the 
opportunity to give a few quick educational ideas at what Outsider Art is and provide the listener with 
resources to find more information, leading them to our website, social media, or museum to learn more.

4. Direct Marketing 
a. Brochure- Our organization will use brochure templates to provide general, basic information on 

Outsider Art based on a level system. Complete with 4 levels, each level will get more in depth and 
explain the ideas of Outsider Art in more professional terminology. These will then be accessible to the 
public in our museum and at places in the Door County area. 



Price

Seasonal Seminar Pass- $85
Single Seminar Ticket- $20 

Our pricing logic is that for Door County 
residents, a seasonal seminar pass is a 
better deal/more affordable for them. 

For visitors, we aim to provide a price that 
fairly reflects the experience offered. 

Money coming in from ticket sales will 
also allow us to provide refreshments, 
education resources, help pay our 
speakers, and help pay for advertising. 

Product

Our product is the seminar 
experience, it is more conceptual 
than tangible. This includes the 
lecture itself, education, 
refreshments, and ability to discuss 
the topics with professionals and 
like minded, curious individuals. 

Our product will be distinguished 
from other art education programs 
and lectures because it is the only 
one like it in the area.

Place

Located in downtown Door County, 
Wisconsin, Think Outside The Box is 
located in a prime spot for tourists and city 
residents. 

Because our museum will only be open to 
the public from May-September, the 
summer tourism and population increase 
in Door County will benefit our campaign 
by attracting residents for season-length 
attendance commitment, and visitors for 
single sale tickets. 



To conclude, I would like to thank you again, both from everyone at 
Think Outside The Box and personally, for learning more about our 
organization's marketing campaign strategies and plans. We look 
forward to advocating for Outsider Art and promoting general art 
awareness in communities that care.

- Lauryn Albaugh, Director 

Door County Outsider Art Museum


