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We are storytellers
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We tell our stories through music. That’s seen 
through our mission. We create musical 
experiences to inspire change, build 
community and celebrate difference.

To be effective storytellers our mission shows 
up in all of our communications (directly or 
indirectly). 

When we’re not singing we’re still telling our 
stories – we just use different tools.



A difficult inheritance

3

• In 2012 BGMC was struggling as there 
wasn’t anything to “fight against”

• Most LGBT issues had been fought 
and legislated. The organization was 
at crossroads. 

• Even with legislative victories, 
hearts and minds still need 
changing. 

• Strategic Planning to identify goals



An idea was hatched
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• The board, community members, 
audience, donors, singers, former 
singers, other arts organizations, 
etc. all contributed to the question: 
what’s next.

• Then an aspirational goal was 
needed. It was identified: touring.

• It was time to share the past stories 
of success and share the goal and 
generate excitement and interest 
among many constituencies.



A plan was formed
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• We needed to let the various 
constituencies know the tour was 
happening
• Launch party/event held
• Communicated with different 

styles and tools using
• eNewsletters
• Press Releases
• Membership / in person
• Social Media
• Government leaders





Clarity of message
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• Many angles and many stories to tell. 
We narrowed and prioritized.
• Historic. 1st Gay Chorus to do this.
• Music makes a difference

• Core messaging 
• Aspirational & inspirational for 

mass consumption
• Strengthen support among base 

(members, donors, etc.)



Raising money
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• The	“Making	History”	video	became	
the	introduction	that	we	used	for	
corporations,	foundations	and	
individual	donors	to	support	the	
project.	

• Crowd	sourcing	by	members	raised	
nearly	1/3rd of	the	funds	– individual	
stories	of	why	this	was	important.





Building excitement
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• Generate	buzz
• Social	media	#BGMCTour
• Media	stories
• Proclamations
• Videos
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Excitement & Concern
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• Successful in telling the story thru 
the media. 

• Members, families, extended 
families were worried about well 
being. 

• Communications plan then had to 
include multiple ways of telling the 
stories as they happened in real time 
– to address the artistic impact, the 
social change effect and the day-to-
day concerns.



On the ground
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• Communicated through
• Blogs
• Social Media
• Video

• Core message was reinforced on 
each type of messaging. 





Social Media results
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• 8 videos produced in 10 days
• Nearly 40,000 views of videos during 

tour – more after 
• #BGMCTour had more than 1 million 

engagements during 10 day trip
• Over 50 major media articles



Message continued after
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• Newspaper follow-up stories
• Television interviews
• Opinion pieces by many voices -

Executive Director, Communications, 
Music Director

• Music repertoire for 2015-16 
reinforced overall message
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Message to donors
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We	created	a	custom	post-card,	hand	
addressed	and	hand	wrote	notes	of	
appreciation	to	all	500	donors.	In	Jerusalem	
bought	postage	and	mailed	it.



Messaging success
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• Consistently told our story
• Used a variety of techniques – from 

traditional media to video to social 
media to hand written notes

• Raised organization profile
• Raised funding ability
• Allows for our next story to be told…





Thank you!
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Questions?
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