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ABOUT THIS TOOL KIT
Grassroot music venues are the cradle of all sorts of music, the first step for the main festival stages for all musicians, 
but furthermore the hothouse of all sorts of culture, arts and communities. They are precious though fragile too. Their 
importance is unmeasurable. 
This Tool Kit aims to give a hand to all who work at grassroot venues on the cultural field to strengthen their soft skills, 
firstly on four fields: business development, communication, dealing with policy makers and sponsorships. 
EEnlarge Europe is a community of venues and an educational project for the grassroots scene, where all live music 
starts. Our goal is to keep music alive by mutual support and cooperation, sharing knowledge, achieving a high standard 
of quality and helping emerging artists. Because music is the oxygen in our blood. 
This Tool Kit will be revised and extended yearly to be more precise for the grassroot venue sector’s needs. This can be 
used had in hand with our Survey Report of audience behaviour and listening trends, that you can find on our website:  
EENLARGEEUROPE.COM 
For any questions about the Tool Kit and its methodology, please contact EEnlarge Europe.

http://eenlageeurope.com


“WE DON’T DO IT FOR MONEY,  
WE DO IT FOR ART”
HOW TO WORK SUSTAINABLY
WITHOUT LOSING YOUR CULTURAL MISSION?

In our grassroots universe, cultural mission is a thing. It is important to state that culture and culture-related leisure activ-
ities such as concerts or club nights are not only entertainment, they are necessary assets to build a society’s narrative. 
We see art as a compass in all of us that keeps us going despite all challenges. This is why our universe is the cradle and 
base of all music and culture, this is where everything starts. We must protect those precious moments. In our universe 
it’s highly common to say “we don’t do this for money, we do this for art”. Rings a bell, huh? 
It is hard to change the mindset of some people in our grassroots scene when it is about money. To be able to host all 
sorts of art forms, especially music, we need to be financially stable, but this means we need to find a balance between 
financial stability and artistic creative independence. We need to find a clear path, a healthy balance, a unique operation-
al system that optimises our income but we don’t lose our cultural mission on the way. It is possible, even if it’s not easy. 
It needs some time and you need to invest work in it, but this effort will yield success.

WHAT YOU’LL FIND HERE: 
MEASURE YOUR CURRENT STATE
CHALLENGES AND OPPORTUNITIES
START YOUR PLANNING 
DEVIL IN THE DETAILS 
IS GOING GREEN COSTLY?

MEASURE YOUR CURRENT STATE
 
Most of us do what we do by heart. We don’t need to think about what we can work with because we know it from years 
and years of experience. We do it every day, and it’s working out, right? Well, sit down for a bit, grab a pen and paper 
and start listing. Think hard, and you’ll be surprised how long your list will be. You’ll be surprised at a few things that you 
actually forgot about. You don’t have them in the daily routine. Slowly, with time, they will slip out of your focus.

 
YOUR LIST SHOULD HAVE THE SECTIONS 
AS BELOW:
  
MONTHLY EXPENSES - FIX, AVERAGE 
e.g. bills, overheads, stock expenses, salaries/wages
WHAT DO WE HOST?  
What kind of events, art forms, etc. do you have in your venue in a regular year, including jam sessions, after hours parties, etc?
WHAT DO WE SPEND ON?  
e.g. artist fees, collaboration-contributions, Facebook ads, poster printing, delegate pass for showcase conferences, 
Zoom subscription, etc.
INCOME SOURCES AND AMOUNTS 
e.g. your bar and kitchen income, merch, tickets, etc. - state the monthly income of these, but use the weakest month. Here you 
should count in the ad hoc incomes too, e.g. if you receive any kind of national support, cultural grants, project grants, etc.
Now, open a Google Sheet (or an MS Excel). 

I, the writer of this chapter, have hated Excel all my life from the bottom of my heart. When I end-
ed up being a manager of rock bands, touring, partying all the time with the boys, it shortly turned 
out that G.Sheets is a friend, a very useful tool to work with. Please excuse me for the outlook. 

Make four columns: fix expenses, occasional expenses, fix income, occasional income. Add the expenses together and 
the goal is to balance it with the fixed income and don’t count on the occasional ones, as you might not be able to rely on 
them in the long term. But we’ll come back to this later.



CHALLENGES
AND OPPORTUNITIES
If you have read Nick Hornby’s High Fidelity you probably know that some people are big fans of lists. Well, here’s anoth-
er (actually four) that will be useful with your planning. When you write these lists, try to think in two ways: internal and 
external. You and your venue is a whole world in itself. There are people in it (bartenders, program coordinators, cleaning 
staff, your social media guru, yourself, musicians, artists, etc.), you have your physical space, and you have your regular 
and occasional audiences and small communities. All sorts of people. But your venue is also a part of a much greater 
ecosystem: it’s located in a city, you have other buildings (and of course, annoying neighbours) around, there are other 
cultural and music venues in town, even in your country, or stepping further: in our region and in Europe. 

YOUR VENUE IS A WHOLE WORLD;
IT IS PART OF A MUCH GREATER ECOSYSTEM

YOUR LISTS WILL BE:
STRENGTHS – WHAT YOU ARE GOOD AT
WEAKNESSES – WHAT YOU ARE NOT SO GREAT AT
OPPORTUNITIES – WHAT OPPORTUNITIES COULD LIE AROUND YOU
THREATS – WHAT EXTERNAL FACTORS CAN HARM YOU OR HOLD YOU BACK 
FROM REACHING YOUR GOALS

Some clever people call this as SWOT Analysis, but it sounds too business-y, so let’s forget about this. 

I’ll give you some examples, but keep in mind that each venue is unique, each venue manager has a different background, 
has their own strengths, weaknesses, opportunities and challenges. There’s no universal guideline that you can follow. 

You can be strong in your music program, have a cool gallery space or a rooftop balcony that attracts people. It can be your 
friendly bar staff or the unique atmosphere you created, but it can also be the location of your venue (e.g. easy-to-reach, no 
neighbours, etc.). Your weakness might be in advertising a concert, being late with organising things or replying to emails, 
small capacity of your stage, lack of communication, anything that you feel could be improved. Your opportunities could be 
your personal network, national cultural funds, moving to a bigger place, finding an enthusiastic graphic designer, reaching 
out to a cool foreign band that will pack your venue for a gig. Your threats or challenges might come in different faces: a new 
venue is about to be open nearby, the mandate of that lovely lady who supported you at the city council will end, your staff 
has a habit to be late from work, anything external that affects or could affect your venue in a negative way.

YOUR SCENE AND THE ECOSYSTEM YOU ARE IN
As you are a grassroots venue, your scene is most likely based in the city where you are located. 

YOU ARE PART OF YOUR OWN TOWN’S
CULTURAL ECOSYSTEM.
TRY TO MAP WHAT YOU HAVE AROUND YOU.

Are there other venues? Are they successful? Why? 

Are there popular bars that have events sometimes 
(not just music but literary talks, exhibitions, etc.)? 
What sort of events are there and why are they successful? 

Are there people who organise cool things for other places? 
Do you know them? 



Is there a university in town? Do you have a connection to them? 
Do they have cultural programs, networks or physical billboards, 
info points you can advertise on? 

Are there any music or cultural institutes, associations around? 
Do you have a connection to them? Could they be helpful to you anyhow? 

Is there any music or cultural media around? Do you have a connection to them? 
Do you have a press list? – see the communication chapter

Are there any art groups, collectives around?
Do you have a connection to them? 

Any venue or art networks? Have you joined already?

If you have any special interests (e.g. gardening at your rooftop, 
farmers market, collecting vinyl’s, supporting NGOs, etc.), 
do you know people who share these interests? 

Probably you can come up with more questions like these. Include them in your mapping too. When you feel like you are 
done, go back to your list of strengths, weaknesses, opportunities and challenges. Go through your lists by keeping in mind 
all the things you named above. Can they be opportunities or competition? Friends or rivals? Can you make deals with 
them? Don’t just think of what you can get from them, but of what you can offer so in the long run you’ll end up with 
allies. You’ll shift market-based competition to mutually benefitting cooperation.

START YOUR PLANNING

DREAM BIG, HAVE GOALS
We all have dreams and goals so write down yours: what do you want to achieve in one, three or five years. If you think 
about long-term goals, surely three will be tons of unexpected challenges but if you plan carefully, you can minimise them 
as much as possible. Although you cannot eliminate them completely. That’s life! But your plan will be helpful on the way, at 
least as a guideline that keeps you on track. 
When you have your goals nailed down, start to think what you will need to achieve them. Better sound system? More lights 
on stage? A handy technician? More staff? More time? More money? Better design? New chairs? More marketing resourc-
es? More varied programs? Use these as starting points and go for them today.

PLAN THE WAY, HAVE YOUR MILESTONES
Whenever you got a list of your goals, try to map the path towards them. Name the milestones, the points that you need to 
reach to be able to step further. Try to put them on a timeline. Naturally, this will only be a guideline. You should try to follow 
it but don’t worry if something changes your course. Be resilient. Have this timeline within reach and fine-tune it on the way, 
rescheduling it if necessary.

TO REACH THE GOAL WE NEED MONEY  
– BUT HOW TO GET IT? 
You already have an Excel or G.Sheet with the four columns: fix expenses, occasional expenses, fix income, occasional 
income. This will help you see if you can make any savings during your everyday operation.



You can add a new sheet, or just a column, that shows the budget you’ll need for reaching your goals. You will see how 
much you’ll need to invest in to actually get there. This might scare you at first sight, but you’ll have a clear idea how much 
money you’ll need so you can be very specific when you are looking for investors, grants, sponsors, patrons or other funding 
sources. If your planning is strong and detailed enough you might even consider bank loans too, but be careful: you need 
make sure you’ll have an income solid and fix enough to pay it back.
 

MARKETING, BRANDING AND COMMUNICATION IDEAS  
TO SUPPORT YOUR PLAN
Marketing, branding and communication are words from the business world, but don’t be afraid of them. Let’s name them 
differently: get more people in; your venue’s identity; spreading the word. 
Let’s start with your venue’s identity AKA brand. You sure have one, but it might need to be a bit shinier. A venue’s iden-
tity includes the name, the logo (at least a recognisable font), all sorts of design characteristics like paintings on the wall, 
furniture, the atmosphere of the space, the building itself. Try to convert it into a sort of a personality and add some visual 
characteristics to it, and then stick with it. Some starting questions: are you using the logo on all social media creatives? Are 
you creating a uniformed Facebook event cover for all events? You can find good examples from other venues, festivals, 
even artists too. Let us show you some:

A38 SHIP a38.hu KINO ŠIŠKA kinosiska.si KOKO koko.co.uk MENT ment.si

TURBINA facebook.com/turbinabudapest

 
Check out their social media channels too (YouTube, Facebook, Instagram) and form your own visual identity. Be creative! 
Surely, you’ll need a good graphic designer, so go back to your budgeting excel and add this to the expenses / investments.

Do you remember the list where you collected everything about your surroundings, your scene and the ecosystem you 
are in? Well, that is your market. This list is there to help when you need to double check if you priced your bar well, if you 
have set the right ticket prices, if you have priced your merch well. Keep your goals in mind and fine-tune these pricings 
by repositioning your venue if needed. Obviously, you need to keep in mind how the economy is doing and what is the 
average salary in your town/country. But be brave, maybe topping up the prices a bit will not result in losing audience but 
getting more or different audiences instead. There is economist in your family or in your friend circuit? Buy them a beer 
and ask for their advice! 

Also keep asking your audience what their needs are in terms of bar, food, music and cultural programs. Do they like a 
certain type of wine that you don’t have? Order it. Would they like more punk bands on stage? Alter your programming a bit. 
Are there many of them who are cycling to your venue? Build a bicycle parking rail on the wall by the entrance. There can 
be all sorts of needs you might not be aware of, so don’t be shy to ask your people. With these things, you can go back to 
your budgeting excel and add them to the expenses / investments. 

Now you probably have a bit of an altered identity and some ideas for changes. It’s time to make a plan on how to let people 
know about your new ideas. How to get them attracted? Check out our “TALK ABOUT WHAT YOU DO” chapter of this Tool 
Kit – it’s event communication but you can use it for transmitting other messages too. (e.g. you started to sell a new kind of 
craft beer; you extended the opening hours; you will start a new literary talk series; anything that you figured out would help 
to reach your mid or long term goals.) No surprise, you’ll need to go back to the budgeting excel to make sure you counted 
communication expenses in.

DEVIL IN THE DETAILS
 
When talking about ticket prices, you need to count all your expenses for the concert. Write them down as detailed as pos-
sible, so you won’t miss anything. We’ll give you a theoretical example here so you’ll see the balance. Remember, the worst 
case scenario is to only end up happier. 

We do recommend using presale tickets and monitoring the sales. It gives you more stability and confidence and you can 
pre-count your balance more precisely. If the presale is not doing great, you can add an extra communication budget, mean-
while carefully staying within your overall budget. Consider that presale tickets after Covid are a bit tricky; people don’t really 
buy them very early, as they did before the pandemic. Nowadays, presale sells on the last couple of weeks, but this might 
change in the near future. 

https://www.a38.hu/en
https://www.a38.hu/en
https://www.kinosiska.si/en/
https://www.kinosiska.si/en/
https://www.koko.co.uk/
https://www.koko.co.uk/
https://www.ment.si/
https://www.ment.si/
https://www.facebook.com/turbinabudapest/
https://www.facebook.com/turbinabudapest/


First, count all expenses, divide them with 70% of your full capacity (or 60% or 80%, whichever counts your worst case 
scenario), this will give you the average ticket price. Decide how many presale tickets you want to sell, or maybe even use 
a bit cheaper limited early birds too. The limitation numbers also can be changed on the way, as you are the only one who 
knows these numbers. Let’s see the balance below: 

EXPENSES INCOME
hiring extra backline €10,00 ticket sales €30,00

hiring special decoration or visual elements €10,00 bar sales €200,00

booking agent daily salary €10,00

sound engineer daily wage €10,00 cultural venue grant (if applicable) €10,00

light engineer daily wage €10,00 other national grants/support €0,00

stagehand daily wage €10,00

stage manager daily wage €10,00

headliner artist €10,00

support/guest artist €10,00

ticket-collector daily wage €10,00

security staff daily wage €10,00

bar staff daily wage €10,00

catering for the artists €10,00

average daily overhead (or a symbolic venue fee) €10,00

collective royalty €10,00

ticketing system €10,00

photographer daily wage €10,00

graphic designer (for flyers, posters, etc.) €10,00

communication budget (online) €10,00

posters printing €10,00

fee of the dude who puts up the posters €10,00

paid ads in music magazines €10,00

accommodation for the artist (if needed) €10,00

SUMS -€230,00 SUMS €240,00 

BALANCE: €10,00

Please note the above balance is just an example with porky pie numbers. 

IS GOING GREEN COSTLY?   
A closing thought for your future planning and your sustainability: go green and go as green as possible! Will it be costly? If you do 
some research, you’ll find that it’s not necessarily the case. Going green needs some investment here and there but in the long run, 
buying local products, using energy-saving equipment or reducing multinational brands will pay you back. We’d like to point out that 
our planet is on the edge, the climate is already changing, and we must act right here, right now. However, there are smarter 
people on this field, therefore, for further reading we recommend Music Declares Emergency’s Climate Pact that you can read and 
download here:
 
HTTPS://MUSICDECLARES.NET/ASSETS/DOCUMENTS/PDFS/MDE-MUSIC-INDUS-
TRY-CLIMATE-PACK.PDF 

Thank you for considering being environmentally friendly and taking the first step!

https://musicdeclares.net/assets/documents/pdfs/MDE-MUSIC-INDUSTRY-CLIMATE-PACK.pdf
https://musicdeclares.net/assets/documents/pdfs/MDE-MUSIC-INDUSTRY-CLIMATE-PACK.pdf


TALK ABOUT WHAT YOU DO

HOW TO COMMUNICATE YOUR EVENTS?

As a music venue there are so many things you can communicate via a multitude of channels, both online and offline. The first step is 
to find your own path. It doesn’t matter if you have no or low or miraculous budget, your options are almost infinite. Let’s jump into it.

FIRST STEP: COUNT YOUR CHANNELS
1. REAL WORLD, PHYSICAL COMMUNICATION FORMS

The good old printed forms of communication are really hard to measure and some aren’t even worth using. Maybe it is even more 
expensive than your communication budget. Think carefully before you choose. Make sure you know your audience and local area 
well enough.

Stickers on toilet doors? Put yours out there. We at EEnlarge Europe are not big fans of disposable objects such as stickers, flyers, 
posters for environmental reasons, but if you use them wisely, they can be a good way of building up your brand as a venue, not to 
mention its artistic side. Concerning disposability: we don’t recommend printing stickers for a single gig or exhibition, but if your venue 
has a cool logo, a trendy design or a cool name with nice typography, go for it! Make sure the end result is memorable one and/or 
include your website / Facebook page / Instagram name / other relevant info. 

Posters and flyers are the oldest, almost ancient communication forms of an event, be it a concert, an exhibition, a movie night, a 
literary talk, you name it. First, think about our planet along these questions: are you sure you need it? Is the design worth printing? 
Are you sure you can reach your target audience this way? Are posters allowed on streets (or you might end up in a jail cell)? 

Make sure you have the design and production in time. Choose the right surfaces for them. Bear in mind, it is not necessarily on the 
streets, but inside other music venues, cafés, libraries, schools, universities, bars, barber shops, tattoo parlours, or whatever place 
your target audience might frequent. 

Ads in printed magazines or newspapers are pretty expensive. Most people just flip through the ads because we are all over-poured 
by them.  Our eyes try to avoid it automatically. However, there are cases when you’ll need news ads.  A friend who has a quite popular 
underground cultural zine can be really handy - have a chat to see if your event would fit into their  fanzine and offer free tickets, beer, 
hugs in return. 

Be creative and use your own space. If you have a projector, you don’t even need costly printing, just have the flyer or poster pro-
jected inside or outside of your walls, before or after other events, in order to promote something you want to. Create flash mobs or 
something crazy on the main square. Something out-of-the-box.

2. OTHER CLASSIC FORMS: TV, RADIO

Most likely you won’t buy ads time on the TV or radio channels as they are extremely expensive. It is most likely over your budget, 
and it’s also hard to track it back or measure it. Rather focus about local or university channels and all the people who work there. 
Try to get in touch with them and give them a story they actually want to cover. Try to have an interview or report about your event, 
even if it’d be a 3 minutes spot.

3. ONLINE AND OFFLINE MEDIA, PRESS, NEWS PORTALS, BLOGS

Open an Excel or Google sheet and welcome it as your new best friend: your contact list. A long and tiring part of the work comes first: 
collecting the contacts you need. Mark your most important or personal contacts. They will be the ones you’ll need to personalise in 
all your messages and emails.  Think about the media as partners rather than just using them. 

Regional or nationwide papers and web portals are important, but most likely the people there won’t even read your emails. No 
probs, email is free to send and miracles do happen sometimes. News outlets usually have a culture or music column – get to know 
the editor or some of the journalists! If you are familiar with their tastes in music, you’ll have a better chance. Local media will more 
likely be interested in your event but your bests are thematic magazines, portals and blogs, even if they have less reader than the 
nationwide ones. Most of them are online but some ancient entities still exist offline too. You can find all sorts of magazines and blogs: 
cultural, music, theatre, film, literature, etc. Mark them well in your contact list to make sure you won’t send the news of your photo 
exhibition to a book critic blog, or a news update on a jazz concert to a hardcore metal magazine. Send only relevant info. In many 



countries there are program aggregator portals too, where you can look up the theatre or cinema schedules, concerts, etc. Sounds old 
school, but people still use them, so include them in your list. 

Okay, the email is ready, what to attach? Your good press release about the event! A good press release is short, has all the neces-
sary info (names, themes, date, time, entrance fee, links to artists, and your we blinks e.g. website, Facebook page, Facebook event), 
but most of all: it should tell a story. A dry press release will not catch anyone’s attention.  But if you tell the story of the event with 
emotions that people can relate to, they will be interested and will remember it. The email should be as personal as possible (avoid 
Dear Editor and use real names if you have them), be short (write only a couple of catchy sentences) and attach the press release in 
word document (it’s easy to copy-paste). Attach at least one picture in print-friendly format. Done, send!

4. SOCIAL MEDIA: THE NOISIEST PLATFORMS

Nowadays, if your venue is not present on any social media platforms, we can safely say that it doesn’t even exist. Sad or not, this 
is reality. But here’s the good news: you don’t need to be present on all platforms. Don’t fritter away your focus and energy, use only 
the platforms where your audience your regular people, your community is. Remember: it’s your venue, your people, so you know 
them the best. It doesn’t matter if you choose Facebook, Instagram, Twitter, Tumblr, YouTube, Soundcloud, TikTok, Spotify (yes, even 
Spotify. Think about your own playlists as a communication or advertising form). Choose those 2-3 platforms that are the most relevant 
for you. 

Using social media is now a complete new science. It can be a proper full time job, so you need to learn about it as much as possible. 
It’s worth it, even if you are not a big fan of it. The down-side is that they are changing fast. You need to keep your knowledge fresh. 
All platforms have really great, easy, informative support pages where you can find all the answers, examples, tips and tricks on how 
to use them. You also can find millions of tutorial videos on YouTube on how to use Google Ads or Facebook’s (now: Meta’s) Ads 
Manager. Take the time, learn to use these platforms. It is essential nowadays.

Tip: Forget paying for boosting a post directly on your Facebook page. Use Ads Manager and 
Business Suite to start campaigns and you’ll have a wider range of options for settings and tar-
geting, depending on your goal. You’ll end up with a nicely fine-tuned ad campaign. 
You’ll find help here: https://www.facebook.com/business/help/621956575422138?id=649869995454285
 

5. YOUR OWN MAILING LIST - THE BEST THING YOU HAVE

Collecting email addresses for subscriptions from your audience is a slow and hard work, and you also need to follow GDPR. But when 
you have a mailing list of your community, nothing can stop you from letting them know directly and for free what your next event will 
be. Make sure you won’t send hundreds of newsletters, no more regular than once a week so they won’t get bored of you. To keep 
your community buzzing, you can even offer some exclusive stuff (e.g. merch, tickets, beers, whatever) for your subscribers regularly, 
keeping them from unsubscribing.

Tip: Offer people something for the subscription: a sticker, a glass of beer, a free ticket to a con-
cert or something exclusive. They’ll subscribe for sure!

6. ALTERNATIVE CHANNELS: PODCASTS, INSTITUTIONS, COLLECTIVES

Besides the usual communication channels, you can think outside of your usual reach and the opportunities are almost endless. Send 
them a nice email and win them over your side! 

Podcasts are a very popular new form of communication, and if you know your music or cultural field, surely you can name a few 
podcasters. Get to know them and see if there’s an event that might interest them. Try to organise an episode about it. There are all 
sorts of cultural institutions and organisations that can be contacted in case you’ll have something relevant for them, from export 
offices to cultural funds or associations. Not to mention all sorts of art collectives that can do you a small favour by sharing your event 
on their online channels. Basically, you can use everyone and everything around you to promote your event if you can connect them 
to the subject. And remember: it needs to be a healthy, mutually benefitting relationship. Be prepared to return their favours.

WHAT TO SAY ABOUT A CONCERT?
 
Firstly you’ll talk about the artist and the music. Ask for a bio from the artists to get more details: were there any interesting live shows 
in the past, any milestones of the artist that you could mention in your communication. Also ask the artist to send you their latest mu-
sic videos, interviews from the past, reviews, photos, and other related content you can share on your social media to support your 
promotion. 

Be creative and involve the artists themselves in the promotion. Why not ask for a 30 sec video from the artist just to say hi to your city? 
Any personal message is great! You can ask the artist to make a playlist for you (or make a playlist of your monthly music program). 
You can organise a meet and greet if the artist is willing to do that, or a short talk before/after the gig. Create a game with which people 

https://www.facebook.com/business/help/621956575422138?id=649869995454285


can win tickets for the show: ask a question that needs to be answered as a comment under the post. Collaborate with a music blog or 
magazine. These are just a few ideas, if you know your audience and your music scene; surely you’ll come up with more!

CASE STUDY
AN EMERGING BAND COMES FROM ABROAD TO PLAY AT YOUR VENUE

Let’s imagine an emerging band/artist from non-neighbouring country you found somewhere in the depths of the internet, or you hap-
pened to hear about them from someone. Maybe they contacted you and you fell in love with their music. Let’s name them Shades 
of Woodstock (SoW for short); they shall play vintage rock, infused with dark electro. Interesting, huh? They must play at your venue 
since they are your new favourite band! The problem is they only have a couple of thousand followers on Facebook, around a thousand 
on Instagram, a couple of thousand monthly listeners on Spotify and a few hundred subscribers on YouTube. Most likely the people in 
your town have never heard about them before. But it’s a mission! 

Now you have the motivation to get them on your stage, and they will be on tour anyway, so that’s cool. But how will you get the audi-
ence to see them? How do you sell as many tickets as possible to pay the band, and make everyone drink as much beer as possible 
so you’ll be happy too at the end of the day?

Tip: Always get local support for foreign artists. It’s an easy and logical way of attracting the 
local audience. Also it’s a good cross-promotion for both artists and an opportunity to build their 
network in the long run. 

Tip 2: Whenever you fix a date and a deal, ask the artist immediately to send you some material 
you can use. The most important: short and long bio, photos (e.g. for the Facebook event cover), 
links to their music (e.g. Bandcamp), links for music videos, previous interviews, reviews, etc, 
anything you can share as promotion.
 

1. BUDGETING THE EVENT AND CHOOSING YOUR TOOLS

We talk about this in more detail in the “WE DON’T DO IT FOR MONEY, WE DO IT FOR ART” chapter of this Tool Kit. With SoW, you 
agreed on a small fixed fee plus a door deal. You counted all expenses and your budget so you end up with € 150 for promotion. It’s 
not much, but if you choose your channels wisely, it’ll take you far. 

On this budget, you definitely won’t have posters on every wall in town. Cool, no problem. Get a skilled graphic designer to make you 
the creatives: the essential poster and variations of it for Facebook event and page cover, Instagram post, story. You decided that you 
still need to put on a few posters in your venue and in a few bars, cafés and galleries in town, so you order the printing. You still ended 
up with € 60 left that you can use for online promotion and with a well targeted campaign on Facebook, it’ll be just fine.

2. THE KEY-ELEMENT IS TIMING
 
In the ideal world you book them at least 3-4 (in a perfect world it’d be 5-6) months in advance, so you have time to prepare everything. 
Let’s work tight: you agreed on a date in 3 months advance.

MAKE A CHECKLIST OF WHAT YOU NEED TO DO:
 
≡ GRAPHIC DESIGN FOR ONLINE AND OFFLINE CREATIVES 
≡ FACEBOOK EVENT
≡ PRESS RELEASE
≡ NEWSLETTER
≡ FACEBOOK AND INSTAGRAM CAMPAIGN 

Set up a timeline for yourself and stick with it. If you use e.g. Google Calendar, you can even set up notification emails, so you’ll be 
reminded what to do and when.



3. START TO COMMUNICATE

You already know the details of the concert so prepare the Facebook event and leave it as a draft. When writing a couple of sentences 
in the event description, make it short, interesting, catchy. Later this will be your “elevator sentence” or the core of your press release.

Tip: If you work with pre-sale online tickets, have the link ready in the draft FB event so when you 
publish the event people will find it immediately. They are less likely to come back later.
 

Let’s say you got the creatives in time, so whenever you have the event cover picture in your hand, you just add it to the draft and 
publish it. Your next step is to invite people. It takes a longer time to choose people who might be interested rather than to press “invite 
all” but it is worth the effort. Obviously you won’t know everything about all of your friends, but either make a guess or don’t invite them. 
You only need the right people, not everyone. 

In the meantime, you ordered the poster printing and called someone to fetch them when they are ready and put them on the walls. 
It is important to post something into the Facebook event regularly (once in a week or every second week is perfect, don’t spam the 
audience).  People will get regular notifications about your event which works fine as reminders. What to post? See ideas above in 
the “TALK ABOUT WHAT YOU DO” chapter. In FB events you can easily schedule posts, so you don’t actually need to sit down to it 
often, within 5 minutes you can schedule 3 posts easily. 

Write your press release and if you have a mailing list, set up a newsletter (synchronised to your newsletter-routine). You already have 
SoW’s bio and a couple of good pictures, so you can put the package together. Send them out according to your timing. 
Setting up paid Facebook and Instagram campaigns will be your next step. Make sure to use the Ads Manager. This is really important. 
For a step by step guide, you can use their help centre:
https://www.facebook.com/business/help/621956575422138?id=649869995454285
You’ll find explanations there which options would suit your goals best. 

And now everything is up and running, but you can’t just sit back and relax. Post about the event regularly; monitor the posts in the 
event. If there are any comments or questions, they need to be answered! Monitor the statistics of your running campaigns to see if the 
budget needs to be raised or the settings should be fine-tuned. But on the day of the concert, just be there and enjoy the evening.

 
 
 
 
 
 
 
 
 
 
 
 

https://www.facebook.com/business/help/621956575422138?id=649869995454285


MAKE CHANGES HAPPEN
HOW TO APPROACH AND TAME YOUR  
LOCAL POLICY MAKER?

CONTEXT
In Eastern Europe, the Arts sector has historically been shielded from the general economy and largely linked to political powers. 
During socialism and communism, the arts production was considered both as public goods and as a political instrument - controlled by 
the state apparatus (the totality of the control was regionally specific). With the collapse of the USSR and Yugoslavia, Russia and the 
post-transition satellite countries (later followed by ex-Yugoslavian countries) began the transition from a state-controlled to a liberal 
economy. This economical shift directly influenced the way politics perceived and managed the arts sector. What once was considered 
a common good, displaying an inherently political message was soon treated as a product in the market economy. (Even though the 
artistic merit and different specifications of such product are often recognized.) The majority the Western European countries imple-
mented relevant policies to ensure creation and circulation of work of arts while protecting this sector from the fluctuation of the market. 
On a global level, many countries understood the key role artworks play in extending their international influence. It is essential in 
constructing and consolidating internal common narratives as well. Meanwhile, due to the multiple repercussions of turbulent times 
in South-Eastern Europe, the local art sectors are still struggling to find decent financial and political support in order to sustain their 
activities. It is still considered as leisure activity and in most of the cases « of secondary importance » for a country’s development. 
However, small initiatives keep arising, developing modern approaches in support of the arts sector.

Glossary Notes. The definition of ‘political’ in this writing is a field of studies about the broad organisation and management of a given 
territory, rather than something related to a specific government or political party. The definition of culture is also to be understood as a 
set of practices, obviously related to the way we are consuming arts and especially music (cf. Survey), but also refers to a set of “struc-
tures”, “systems”, “meanings”, “life worlds” and “actions”. Thus, the cultural definition is polysemic: it is a “way of life”, a religious, moral 
and/or philosophical “point of view”, as well as the most common notion of “Arts”. This definition is important in order to understand that 
our collective of venues does not see culture as a simple activity or a trade, but rather as the essential core of a given community. As 
Jordi Martin, ex-Deputy Mayor of Barcelona and ex-Chairman of the commission Culture of United Cities and Local Governments said 
in Defining Culture is defining a cultural policy: ‘Defining culture is defining the way individuals interact with the community. Defining 
Culture is then related with defining Politics’.
 
Emerging artists in the South-Eastern European music sector suffer the lack of policies assisting the Arts sector in the free market. 
Three major issues were identified: The lack of recognition for artistic works (if they are not successful financially) and a lack of recog-
nition for the necessity of cultural values in defining a community, a lack of relevant legal devices ensuring fair pay for artistic work while 
taking into account its peculiarities, and cultural export policies (if there is any) with little to no interest in the contemporary art scene.

The budget for art and culture in South-Eastern European countries is limited compared to their Western or Northern counterparts. 
However, EEnlarge Europe affirms that communities have a voice and can they be heard on every level. We aim to open a dialogue in 
order to address the aforementioned issues while creating new cultural landscapes for future generations to explore.

Disclaimer: We believe that political and cultural landscapes are intertwined. We chose a broad definition and tried to define the 
geographical and historical context of Slovenia, Serbia and Hungary by looking at it through the Eastern European prism in order to 
address a large audience of cultural workers. However, this analysis is limited by a transnational approach that does not precisely 
studies a given local context in order to remain handy for any cultural worker working in the region, or any cultural worker willing to 
collaborate with cultural organisations from the region. This text might appear incomplete concerning local politics specifications thus 
we encourage you to reach out to local organisations and/or researchers to know more about a specific context.

HOW TO APPROACH YOUR LOCAL POLICY MAKER
HOW TO SPOT AND REACH THEM

ASSESS YOUR NEEDS

Before initiating any contact, assess the goals, missions, vision, strengths and weaknesses of your organisation/venue to help you 
structuring a discourse. Knowing information without having to look it up during a meeting also makes someone appear more profes-
sional. It is also important to measure what makes your venue/organisation unique in your local music landscape. Gather information 
about other local music venues or music-related organisations to see what differentiates yours from them, what makes yours stand out. 
You could also find future partners who might be interested in cooperating with your project and thus, have more allies.
 



ACTION PLAN

Draft a time-based agenda of what needs to be done (research, targeting, visual documents to explain the project, preparing speech, 
business plan, etc). If you are a collective, clearly define each one’s role in the process. Define milestones to reach. Even if this plan 
is not followed perfectly, it can help you monitor your progress.

DO YOUR RESEARCH

Much information is already available online without the need of a huge personal network. It might seems petty but do not un-
derestimate what you could find online: the names of the people working in the ministry of culture and since when have they 
been there, the number of their team members responsible for the music sector. Which projects are already supported by your 
national, regional or local government? Is there an opportunity for funding? How is music described in official communication?  
Questions such as these can be answered by a quick search.
Target your interlocutor: Once you know more about the public funding institutions, find the person who is the most suitable for your 
project. If they aren’t accessible, try checking in with their cabinet/co-workers/team members. Sometimes, it makes sense to target 2 
or more interlocutors in case you have a multidisciplinary project or a project which addresses several issues.

GO OUT THERE 

Check the events near you. Most of the time national, regional and local governments organise information sessions about their new 
policies or new calls. Do not hesitate to participate in these events even if the topic is not directly concerning yours. Local policy mak-
ers usually also participate in major cultural events of their city. If there is no major cultural event in your city, create it yourself! (With 
a concert, a private show, a DJ event, etc) You can introduce yourself during those events. 
Try to be quick. You can introduce your project by using the « elevator sentence » : the one ultimate sentence explaining your project 
with enough impact. It is usually in the what-why-how structure. The goal here is also for you to “put a face on a name” and for your 
policy maker to be able to do the same thing. Try to get an email address or a phone number from the policy maker or from her/his 
team (an individual email address is always preferable to a generic one such as info@whatever.com). Next time you want to reach 
them, you can introduce yourself by reminding them where you first met.

MAKE THE FIRST MOVE

Once the first contact is initiated, you can send an e-mail. Reflect back to your first meeting and briefly tell them what your organisation 
is about, preferably in one sentence. Try to be concise, yet clear when writing about what you want. You can already mention how your 
project could benefit them as well to get their full interest. Ask for a personal or online meeting to present the project in more detail. If 
you feel like you’d be more at ease with support, mention that you and members of your organisation are available. A short audiovisual 
support is more than welcome. A policy-maker, who has a busy agenda, can appreciate such easy way to grasp the main information 
concerning your project.

MAKE YOURSELF AVAILABLE

Seems pretty obvious. It is normal to have an agenda that does not always fits the interlocutor, but you are the one requesting some-
thing (usually money), so it’s up to you to make it easier for them, in case they propose a meeting.

HOW TO TAME YOUR LOCAL POLICY MAKER
HOW TO INTRODUCE YOUR PROJECT AND LEAD THEM TO AGREE WITH YOU

DO YOUR RESEARCH, ONCE AGAIN!

Try to find out what kind of project your local policy-makers are most likely to support. In order to do so, you can study which projects 
were already supported and what is the goal of their political party for next year (education, health, environment…). Try to create a 
project that will both fit your agenda and benefit your venue. A very important step is to know their role in their institution in order to 
make a reasonable plan.

PREPARE YOUR POINTS  

Ask yourself these questions: What is the success story of your country/region? Who’s representing it the best? What values do they have? How 
it can be linked to culture, and also to sports, politics, sciences… Once you identify these, you can find out how your project is related to them!
  
GET PERSONAL

Another part of the research process can include finding out about their personal interests, especially about their taste in music so you 
can invite them to events they would actually enjoy. It can be interesting to know if they have children and also what is their personal 



opinion on some social issues. If your venue has educational or social activities, you could use it as a plea for your case, depending 
on your interlocutor.

 
STAY WITHIN THE LIMIT OF WHAT IS ACCESSIBLE PUBLICLY,  

STALKING IS CREEPY!

”ADVOCACY IS HALF FACTS, HALF EMOTIONS”
PREPARE YOUR STRATEGY 

The strategy needs to be tailored to the chosen interlocutor. It might be more efficient to be direct and straight to the point with 
one interlocutor whereas another would prefer a formal and more “scholarly” introduction. These are not the only strategies, 
there are as many as the policy makers. You can also go as a “duo” with somebody, each one having their own defined strate-
gy to maximise your chance. Going as a collective is possible too, but prepare yourselves properly in order to avoid interrupting 
each other, or worse, giving contradictory information. You can also choose to have « ambassadors » depending on your project. 
If it is related to youth education, why not present it with students or high school students involved in your project? Be ready to 
compromise: it can be an interesting strategy to “ask more to get less”. Find out what will be your currency: will you make your 
government richer (by creating jobs? Selling tickets with TVA?) in the long run? Will you increase their influence abroad? Ex-
pand their network with other political stakeholders? You can also use the argument that your audience could be potential voters.    
Also assess your limits: what are you ready to give away? What will be the deal-breaker for you that would disrespect your values? You 
can also use (if wisely done) “peer pressure”: for instance, use the neighbouring country/region which has better settings/funding for 
culture as an example. Or, use the example of other policy makers that made a project possible (try to choose from the same party, 
using an example from an opposition party might be tricky).
 
MEET-UP

Apply conventional rules: stand straight, don’t interrupt, and speak clearly. Be ready to enter a discussion where points of views might 
differ. Keep your calm at all instances when exposing your arguments. Use keywords that you can find in the local policy’s maker offi-
cial communication. Your goal is to find a common ground, a point of convergence to develop your project further.
  
FOLLOW-UP

A formal meeting is important, but won’t necessarily get your organisation/venue anywhere if there is no follow-up. Prepare time-based 
e-mails or phone calls one week after the meeting. The goal is to keep constant communication through various channels to increase 
your chance of getting a deal but also to avoid any miscommunication.

 
 
 
 
 
 
 
 
 



BARTERS AND MONEY
HOW TO GET SPONSORSHIPS AT THE GRASSROOTS? 

WHAT IS A SPONSORSHIP?
Before we begin talking about the details of sponsorship deals we need to define what a sponsorship is. It is best to think about spon-
sorship deals in the context of integrated marketing communication (IMC), a holistic planning process aimed at unifying the message 
across all the communication channels.
When sending a message, the most important thing is that it should reach the right people and those people could fully understand it. 

Traditionally, when promoting a new product, a company placed ads on billboards in populated areas, hired a PR person to work the 
local newspapers and produce a radio ad, and they also paid the regular air-time of it on a local radio station. But with the rising costs 
of traditional advertising and the growing number of competitors due to globalisation, this traditional method suddenly wasn’t enough 
to get the message through. People wanted a more personal approach. Enter targeted online ads and mailing lists. Now, the consumer 
would get personalised offers right at their digital doorstep. But as there are millions of personalised offers, how do you make your 
brand stand out from such a sea of ads? The answer lies in a well planned and executed IMC strategy. We will focus on sponsorship, 
which goes hand in hand with building and maintaining a good brand reputation.

In practice, sponsorship is a two-way business relationship, in which the sponsor offers money, products or services in exchange 
for linking (or attaching) itself to the sponsee or its activity. It is a relationship between a non-profit partner (the sponsee) and a for-profit 
partner (the sponsor), in which the latter seeks to reach its marketing and corporate goals through investing in the former.

THE MOTIVATION 
Brands and companies decide to spend their budgets on sponsorships for a multitude of reasons: sales boosts, promoting new products, 
reaching new markets and audiences, strengthening or establishing a brand, presenting themselves as socially conscious, standing out 
from the crowd of their competitors or even avoiding legal issues in cases where advertising of their products is prohibited or limited.

One of the main reasons for choosing to promote a business through sponsorship deals is its relatively low cost compared to traditional 
advertising methods such as posters, TV ads or print ads. Sponsorship deals, which also includes PR and paid advertisements, are 
usually part of a wider marketing strategy for brands and companies.

Customers get attached to businesses by trust. They have to believe that the company enhances noble causes, such as philanthropy, 
saving the environment, supporting culture, etc. And the only way the customer will believe this to be true is to see it happen. 

We can conclude that the main motivation behind investing in a cultural project, which does not produce a direct financial 
return, is to build brand reputation within a certain demographic. This attaches customers to the brand while also achieving a 
boost in sales and increased customer loyalty. 

Among Eastern-European post-Soviet countries an anomaly can be observed. The main motive behind making a sponsorship deals 
is a personal connection. (A research conducted in 2003 found that business reasons sat in second place).

TYPES OF SPONSORSHIPS
We can classify sponsorships either in terms of the type of goods being provided by the sponsor or the content being sponsored.

IF WE FOCUS ON SPONSORSHIPS IN THE CULTURAL SECTOR,
THE MOST COMMON TYPES OF CONTENT BEING SPONSORED ARE:
An entire cultural organisation and its activities/mission (e.g. a concert venue as a whole)
A stage (in a venue or at a festival)
An event or a series of events
A festival
A television/radio broadcast or a livestream of a concert



AND THE MOST COMMON TYPES OF AGREEMENTS
(BASED ON THE GOODS BEING PROVIDED)
Classic financial sponsorships (money)
Media sponsorships (free ads, posters, editorial features, etc.)
Material sponsorships (free goods or services instead of money e.g. food, beverages, equipment)
Sponsorship discounts (goods or services at discounted prices instead of free goods e.g. print, 
technical equipment)

HOW DO SPONSORS CHOOSE THEIR SPONSEES
When looking to secure a sponsorship deal one needs to ask themselves how and why these deals are made and how the companies 
choose their sponsorship partners. 

Some of the most common factors businesses consider when making their decisions regarding sponsoring an event or another com-
pany are: brand alignment, audience alignment, timeline alignment, other sponsors (billing compared to others and potential conflict 
between sponsors), media coverage, the potential for a long-term partnership (which reduces administrative costs) and the amount of 
effort needed for the sponsorship to function.

Once a company or an event has been identified as being suitable and a sponsorship offer is being discussed, other factors come into 
play. The content or the way the brand and the sponsorship are communicated (placement in promotional materials, opportunities for 
physical presence at events, social media tags, etc.) and the reach or the number of people exposed to the brand (headcount, ticket 
sales, online channels, etc.).

Some businesses may view sponsorships as donations and put more emphasis on the content and the social aspect of the proposed 
project as they see the funding of culture as their act of giving back to the community without expecting measurable results. 

Smaller companies that work in local environments are much more likely to sponsor events with a strong (local) community component, 
while bigger companies will usually be interested in the numbers the event will draw, both in terms of attendance and media coverage.

HOW TO PREPARE A SPONSORSHIP PITCH?
First things first - do your research! Pick companies whose values are aligned with your event or organisation. Then think of ways a 
sponsorship deal between you and them would make sense.

The questions you should ask yourself are why your occasion is special, why it stands out, what kind of story you are telling with the 
event. The sponsor has to be able to get behind that story as they will want to communicate it through their channels too.

HERE ARE SOME POINTS TO CONSIDER:
Does the company regularly sponsor similar events or organisations? 
What is their sponsorship strategy?
What kind of sponsorship deals does the company usually conduct?
What is their target audience? Is it the same as my audience?
Where can the company fit in the framework of my event/organisation?

When writing a pitch, follow the general guidelines of effective business communication. Be as clear, concise and informative as you 
can, without leaving out key information.

BE SURE TO INCLUDE THE FOLLOWING:
Brief description of the event/organisation (content, location, date, history, etc.)
Profile of your audience (age group, gender, financial and social status, interests, etc.)
Size of your audience (online and offline) and potential reach
Ways of featuring the sponsor in the communication (types of brand exposure, exclusivity, timeline, 
duration and size of brand exposure)

When the goal is to attract multiple sponsors, sponsorship tiers are a good way of offering a variety of options to pick from, depending 
on the strategy and budget of the prospective partner. 

For example, featuring the company logo on all promotional materials might fit in the tier of the lowest value, but naming a stage after a 
company should be reserved for the biggest sponsor in the highest tier. When offering tiers always make sure to attach an exact value 
to each tier, alongside a specific account of what is offered in return.
Remember, a sponsorship deal is essentially a commercial activity and as such it can be frowned or looked down on in some cultural 
circles where values differ from those of the business market. Such deals can appear as excessive commercialisation of culture to some.



WHEN TO CONTACT POTENTIAL SPONSORS?
Find out when the company you are targeting decides on the sponsorship budget and when they decide what to spend it on.

Usually, companies which conduct traditional monetary sponsorships plan their budget for sponsorships in advance, sometimes for the 
whole year. Which means it is best to contact them as soon as you can, ideally before the end of the calendar year. 

Companies that offer services, products or discounts are usually more flexible and can be contacted anytime, although earlier is al-
ways better as it leaves more time for both parties to prepare the strategy of communicating the sponsorship.
 

FOLLOWING UP
Once you have secured the sponsorship deal, drawn up a contract and received the funds, make sure you keep your end of the deal 
and perform all the activities agreed upon in the sponsorship deal.

After the period of the sponsorship ends, send a follow-up email to the sponsors thanking them and providing numbers of the event 
(attendance, website visits, etc.) and other achievements (e.g. awards, press quotes). This will help them in evaluating the sponsorship 
and building a positive relationship with you, which can be useful for securing further opportunities.
 

CASE STUDIES
Now let’s look at some sponsorship deals made by EEnlarge Europe members in the past years and see why these partnerships worked.
 

MOSZKVA CAFÉ (ORADEA, ROMANIA) 
Moszkva Café is a café and a music venue registered as an association (NGO), operating in the city of Oradea in Romania.
 
1. They were able to secure 3000 EUR in sponsorship funds for their in-house studio gear via an informal connection at a big corpo-
ration. They applied for sponsorship at the end of the calendar year. The studio was presented with emphasis on the local community 
where all the in-house artists will be able to record and rehearse. The sponsorship was viewed as a donation from the corporation 
to their local community. The type of sponsorship was monetary. The keys to securing this sponsorship were a good story, a strong 
community project and a personal contact in the corporation.

2. They were able to secure free T-shirts for their volunteers by featuring the logo of a local construction company on them. The type 
of sponsorship was material. The key to securing this sponsorship was local context.
 
3. They offered food stands a spot at their event and received 10% of the overturn from all of them. The type of sponsorship was mone-
tary. The keys to securing this sponsorship were headcount, sales boost and low risk (the amount paid was tied to a measurable result).

4. They were able to secure free paint for a mural on their building from a local gardening company. The type of sponsorship was 
material. The keys to securing this sponsorship were local context and a strong community project.

5. They were able to make a cross-promotion deal with a local radio station. They featured radio banners on their website and tagged 
them in social media posts while the radio made programme announcements and featured the venue’s banner on their website + 
tagged them in posts The type of sponsorship was media sponsorship.
The key to securing this sponsorship was local context.

6. They were able to secure 5000 EUR in sponsorship funds from a big corporation (a call centre) for a festival. The festival lasted 
for three days and was held in the central park with free entrance. The estimate was 500 attendees per day.  The logo of the sponsor 
was placed near the stage and there were dedicated social media posts for highlighting the sponsor. This was a presentation festival 
for local arts & music. The type of sponsorship was monetary sponsorship. The keys to securing this sponsorship were headcount, a 
strong community project, local context and a good story.

7. They were able to secure a deal with a local printing shop where they printed their posters and flyers for free in exchange for the print 
shop’s logo being featured on the materials The type of sponsorship was material sponsorship. The key to securing this sponsorship 
was local context.



NAPPALI (PÉCS, HUNGARY) 
Nappali is a bar, music venue and hostel, registered as a for-profit company, operating in the city of Pécs in Hungary.
 
1. They were able to secure a bar sponsorship with Coca-Cola and a large beer company, for which they received free branded re-
frigerators from Coca-Cola and 30.000 EUR for a 3-year term from the Dreher Beer company. The types of sponsorship were material 
sponsorships. The key to securing this sponsorship was the sponsee’s alignment with the sponsor’s established sponsorship strategy 
and sales boosts.

2. They have produced concerts and parties for foreign and local students together with the local university. For these events, all costs 
were covered by the university. The type of sponsorship was material and monetary sponsorship.  The keys to securing this deal were 
local context and a strong community project.
 

CHANNEL ZERO (LJUBLJANA, SLOVENIA) 
Channel Zero is a club and a music venue, registered as a not-for-profit association (NGO), operating in the city of Ljubljana in Slovenia. 

1. They secured a 50% discount at a local printing shop where they print their posters, in exchange for regularly printing them there. 
The type of sponsorship was material sponsorship. The keys to securing this deal were local context and sales boost.
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