Larnelle Harris Concert Checklist

The following is a check list to assist you in the development of your promotional plan.  These procedures have proven to be effective when promoting a Larnelle Harris concert.  

12 Weeks Prior To Concert:

___
Research your concert date to make sure there are no competing events, i.e. other 
concerts, ballgames, etc. before you begin promotion.

___
Order all posters/flyers/self-mailers to be used to promote the concert.  Posters 


should be placed in every place you use as a ticket outlet.  Additionally, place them


around town in places that receive a high volume of traffic, i.e. Wal-Mart, mall, etc.

Always ask permission to post any kind of poster or flyer. Flyers are great promotional items that can be used in various ways, i.e. church bulletin inserts, bag stuffers at bookstores, direct mail piece, hand-out at schools or other community events, etc.

___
Decide on your ticket prices.  Know your marketplace and what concert prices normally run in your area.  It is usually a good idea to make the advance tickets a couple of dollars less than tickets bought at the door the day of the concert.  This gives an extra incentive for people to buy early, which is a plus for you.  The prices which work best for Larnelle fall within the $8.00 to $15.00 range for advance tickets, with an added $2.00 at the door. Also, you might consider a special “group rate” price for groups of 10 or more, 20 or more, etc.  This is a also a good incentive for church groups to buy a block of tickets. 
TIP:
You can often offset promotional costs by getting a local business to advertise directly on the ticket or even offer a discount coupon for their customers.

___
Contact local Christian bookstores and other possible places to use as ticket outlets.  
Bookstores will often do this for free, or for a surcharge per ticket which

they collect in addition to the ticket cost.  Also, consider using ticket outlets such as Ticketmaster.  However, the surcharges from Ticketmaster and like outlets can be as much as $3.00 or more than the ticket price, so make sure that is taken into consideration.  Another source to consider is www.itickets.com.  Not only can they serve as a ticket outlet, but they also offer targeted email promotions that you can utilize to promote the event in your area. Eventbrite.com is another low cost alternative for selling tickets online. 
TIP: 
Even if you are doing free admission, offering free tickets is a good way to monitor the

expected crowd size and to make sure you don’t have an overflow crowd. EventBrite.com 

is a good resource for free tickets.
___
Implement a direct mail campaign to the local area churches within a 100-mile radius. Check with your local post office regarding the rules of bulk mail to save on your postage costs.  Posters/flyers, etc. should be included in this mailing along with a cover letter giving the details of the concert. Also, write up a short concert announcement that can be easily placed in church bulletins.  Ask the churches to run it in their bulletin and place it on their Facebook pages or other social media accounts.  .
___
Get your local Christian radio station involved early.  Ask for their advertising rates and


special promotion packages.  Make sure they include your concert on all of their


“calendar-type” announcements.  Contact our office regarding giveaway product for the 


radio station(s) to use.  Plan on allocating a number of tickets for giveaway as well. 

Larnelle is always available to do phone interviews ahead of the concert date. (See more

radio promotion ideas notes marked with ** below.)

___
Social media is an excellent and inexpensive way to get the word out on events. Create a


Facebook page for the Event itself and start emailing that to any email lists you have, 
including family, business or church contacts. Share it on your other social media accounts such as Twitter, Pinterest, etc.  Encourage your church members to share it on their social media accounts. Set up easy contests to help promote it on social media. For example, for every person that “shares” the event on their Facebook or Twitter, they will gain one entry into a drawing for free tickets or free CDs, etc. Then, hold a weekly drawing for free items. Be creative about getting people to share the event with their social media circles. Placing geographically targeted and audience-specific Facebook ads is another inexpensive way to use social media. If you have never set up Facebook ads before, we can walk you through that process or you can send us a check for whatever you wish to spend on Facebook ads (even $50 goes a long way!) and we will place them for you. 
8 Weeks Prior To The Concert:

___
Distribute tickets to your ticket outlets, along with posters/flyers.  Make sure you 


set up a system that properly logs ticket sales so that the accounting is easy when


you settle up.  It would be best if your tickets were individually numbered to help you


keep accurate records.

___
Begin follow-up phone calls with the people on your direct mail campaign. This can often 
be the difference between getting their cooperation or not getting their cooperation.  Ask 


them if they received the items, where they can place the posters/flyers, and when


they can place them.  Also, ask that the concert be listed in their Sunday morning


bulletins, or supply them with a small flyer that can be placed directly in the bulletin.

Offer churches special discount pricing on a block of tickets (i.e. 20 or more for members of their 
congregation.) 

6 Weeks Prior To The Concert:

___
Begin advertising on the radio.  3-4 ads per day during drive-times are ideal.  Ads

should be doubled two weeks prior to the event.  Again, most radio stations offer special promotional packages which will accommodate concert events. (For additional ideas for radio, see our **notes below.)
___
Set up a table after Sunday services to make tickets easily accessible. Contact key churches in the area regarding selling tickets after their Sunday morning


services.  This is the most convenient way for people to buy them.  As with your other


ticket outlets, keep good accounting records.  Offer a discount on tickets for group sales 

of 10, 20 or more.


___
Press releases regarding the event should be sent to local newspapers, magazines, tv and radio stations.


TIP:
Keep in mind most newspapers will not run feature stories until the week before or week of the event.  Radio stations will schedule interviews at this time, which will typically air one to two weeks out from the event.

4 Weeks Prior To The Concert:

___
Begin contacting ticket outlets on a weekly basis to monitor ticket sales.  

___
Contact key churches in the area that may have a big screen in their sanctuary and ask


if they would show a short video to promote the concert, either during a regular service


or mid-week service.  

2 Weeks Prior To The Concert:

___
Place an ad in your local newspaper’s entertainment section.  If they have a special


entertainment supplement during the week or on the weekend, those are the ideal


spots to be.  The religion page is fine, but you’re more likely to target a larger audience 


on the entertainment pages (Christians read the entertainment sections whereas not


everyone reads the religion page.)

___
Begin radio giveaways with product & tickets.

___
Larnelle is available to conduct interviews with radio stations during this time frame.


Contact us with any problems or questions along the way.  You’re on your way to a wonderful event!

** Specific Radio Promotional Ideas:

Radio advertising is an important part of your overall concert promotion plan.  Working

with your local radio station is a vital tool in generating a successful concert.  Most stations offer

promotional packages designed to fit your needs.  Sometimes budget restraints cause you to purchase less ads with radio, making it ineffective in the long run.  We have an alternate suggestion you might want to try with your local radio affiliate to keep your up-front costs to a minimum and their promotional packages to a maximum.

First, determine your break-even point for the concert.  How many tickets do you need to sell to cover all your costs?  Let’s use the following example:

You have 1,500 seats.  Your tickets are $10 each.  Your break-even point is at 1000 seats.  

Now, go to your local station and ask them what kind of promotional packages they have.  Let them spell out to you what their efforts would be.  Then say, “Would you be interested in co-sponsoring the event if we split ticket proceeds over my break-even point?”  Co-sponsoring a concert means they would be listed on all advertisements, printed materials, tickets, etc.  Perhaps you would give them a few moments at the beginning of the concert to plug their station.  Perhaps they would like to pass out materials at the concert, or even set up a table in the foyer area.  

Next, make sure they understand that their money will be derived from the last 500 seats sold in the auditorium.  Let’s say 1,250 tickets are sold.  250 tickets over your break-even point X $10 per ticket = $2,500.  You can split that down the middle with the station, or you may want to give them the entire amount over your BE point.  That is up to you.  As long as it is understood that the station gets paid from the final 500 tickets sold.

OPTION 2:

To enhance this package or as a separate deal you make with the station, suggest that the station set aside 1 to 2 days a couple of weeks prior to the concert where they have a special “buy 1, get 1 free” call-in promotion.  Let’s say at 8:00 a.m. on a Monday (make sure it is a morning or afternoon DRIVE TIME), they announce for the next 15 minutes listeners can call and buy one ticket to the Larnelle show and get one free.  You, as the sponsor, must be willing to give up some tickets for promotional purposes.  As people call in, the station takes their name/phone # and forwards those to you to collect checks or credit card numbers for the tickets, and arrange for the tickets to be mailed or picked up.

Depending on the number of phone lines the station will use, you may get 50-100 calls --which means 100-200 total tickets.  This helps you move some tickets immediately, and also helps you gauge how many listeners the radio station really does have.  This promotion also conveys a sense of “urgency” for listeners to buy their own tickets even after the promotion is finished. By getting a busy signal when they call in or hearing the announcer say “All the tickets are already gone!” --  it creates the idea in the listener’s mind that tickets may not be available if they wait much longer, and hopefully, that will spur more people to go ahead and buy their own tickets.

These are great ideas to get the most for your advertising dollar.  And if you do several concerts per year, your local radio station will benefit from these different types of promotions as well.

If you have any questions, please call 888-253-3622 or email Gina@AdamsPRGroup.com
