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Beth: Hello. This is Beth Brodovsky with Driving Participation. I am here today with a 

fabulous team from the greater Philadelphia CulturaAlliance. I have Michael Norris, 

Tracy Buchanan and Alison Zeidman with me today here to talk about their Stamp 

program, which is a fabulous program that they created to get teens involved in arts 

and culture in the city. So Tracy, Michael and Alison thank you for joining me here 

today.

Michael: Thanks for having us.

Beth: So I’m going to start off with each of my guests introducing themselves and just 

talking briefly a little bit about what it is they do here at the Alliance and how they 

were involved in the program so that listeners can get to know who they’re talking 

to, who they’re listening to and we’ll proceed from there. So I think I’m going to start 

with Alison.

Alison: Hi, this is Alison. I am Alison Zeidman and I am currently the Social Media 

Communications Specialist for the Alliance. I started in that role June 1 so actually no 

longer as involved with the Stamp program. Prior to that I was the Policy Community 

Engagement Manager so in year one of Stamp I was a big part of the launch and 

working with the teen council in a lot of our communications.

Beth: Terrific! Michael?

Michael: I’m Michael Norris, the Vice-President of External Relations for the Cultural 

Alliance and I oversee all of our policy communication work at the Alliance of which 

stamp is a part of that and I also was responsible for all of the fund raising that led us 

to launch and maintain the program.
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tracy: I’m Tracy Buchanan and I’m Grants and Program Manager here at the Alliance 

and my role at Stamp is really in museum partnerships and our vendor relationships 

and daily regimen.

Beth: Thank you. One of the reasons I really wanted to come down to talk to all of 

you is that there is so much discussion today of getting youth involved and they get 

involved in all types of activities and especially in the arts. When I first learned about 

your program, it was so interesting in how you created it, how you decided to create 

it and the success that you’ve had especially how you got the teens involved in your 

program that I really thought that would be an interesting thing to talk and share 

about what led you to decide to take on this initiative because most people don’t 

willingly want to work with 8th graders and younger people. Having had them myself, 

they can be challenging. You’ve done some really interesting things so I guess the 

first question I want to ask you is what made you decide to take on a project like this?

Michael: Because we’re just crazy! No. So a couple of years ago when the Alliance 

was starting to think about what it’s role in the community engagement could be, we 

actually did a survey of all our member organizations to kind of understand what kinds 

of programs they were doing that served what kinds of audiences in the community 

just so we could better understand the entire landscape so we surveyed our members 

about everything, like were you serving seniors? Kids? Veterans? Gay people? Just 

everything. Then we sort of mapped all that out to understand where there were 

gaps and it turned out that teens was the one of the areas where there were gaps 

and obviously we have some organizations that do nothing but serve teens and they 

are doing that very well, but when you kind of looked at the whole landscape we saw 

they sort of drop off in new programming and focused on teens especially at the high 

school age. So that’s why we thought that was a good audience for us to focus on 

and it was also kind of right around the time that there were flash mobs downtown 

and sort of teens were getting a bad rap and there was a big buzz in the community 

about we need more stuff, more after school opportunities and we need more 

positive outlets for teens in the city and the city actually approached us and said, Can 

the cultural community have so role in trying to solve this problem?” So we decided 
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to develop a program for teens that would function as a gateway into the cultural 

community for them.

Beth: How did you decide all of the different cultural directions that you could go? 

How did you decide that the path that you took would be the best thing for the city, 

for the teens, for you, create the best synergy? How did you get some sense that this 

would be the successful path?

Michael: We decided early on to focus on museums for a couple of reasons. So one, 

they are open all the time. You can just show up. You don’t need a ticket. The barriers 

to entry are lowered in some ways than they are for the performing arts in that in 

which they usually happen at night. You have to reserve in advance. You have to sit in 

one seat. Museums aren’t like that so some of the research that we did, Tracy can talk 

about, really sort of showed that museums were a good fit for a teen program in the 

cultural community.

tracy: Teens saw them as a safe place and a place you could come and go with 

friends. It was very casual. You could attend at your own pace. You could hang out 

there, which I thing was another really important thing, but I think for the research 

that we read through our own experience, we found out that it was really the safety. It 

was a safe place for teens to go and be themselves and make their own way through 

the space at their own pace. 

Beth: So that makes a lot of sense. To get this to work though you had to convince 

museums in the region to say, “Hey, send your teens over to hang out in our space” 

and the many regular businesses often don’t want teens hanging out in their space so 

what kind of  reaction did you get from the organizations in the city?

Alison: They for the most part loved the idea and they were very enthusiastic about 

the program. I think there was a slight sort of hesitance with them because we didn’t 

know because this was so experimental and new for our region and we didn’t know 
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what the reaction would be from the teen community. Are we going to have teens 

bombarding the doors and kind of what was the attendance going to be like? I think 

that was always a question for the museums and our response to that was, “Is that a 

bad thing?” Ultimately they were like, “Well, maybe not” and so it really didn’t take a 

lot of convincing. I think we went armed with so much research when we met with our 

museum partners and with a really good plan that they loved the idea and because 

we were prepared they were really willing and enthusiastic to get on board.

Beth: So how did you go about that? I know one of the things that you did was you 

actually got teens involved to ask them what they wanted and how they would want 

to interact this way? At what point did you bring those kids in to get feedback? Was it 

before you brought the idea to the museums or after?

tracy: Well primarily it was, some of it was during, but most of it was after so we did 

a lot of research, well we read a lot of research I should say about there were several 

reports. I have a couple of those in here – ICA Boston Teen Committee has an actual 

meeting each year around their teens and contemporary art, Teen Voice which is 

sponsored by Best Buy’s at Fifteen teen initiative, also I had a lot of information that 

they surveyed I think it’s over 1,500 teens and they talk about all different sorts of 

issues and arts and culture was one of the issues that they talked about and so we 

read a lot about the teen perspective. That was kind of what we went armed with 

to the museums and I think it was sort of right in the middle we started doing focus 

groups with teens before the program launched. I think we did two focus groups with 

some of our area organizations with their teens just sort of bouncing back and forth 

our ideas and gut checking in with them. Then Alison can help me here, I think it was 

in June.

Alison: Yeah the first Teen Council meeting was in June. I spent about two months 

prior to that recruiting. There’s an application form so they could fill out some 

basic information, there were a couple of essay questions and they got a letter of 

recommendation from any non-parent adult, so a teacher or an after school adviser 

and we pushed the applications through a few different ways. We ended up building 



www.iriscreative.com   |    subscribe on iTunes: http://bit.ly/DPpodcast

this large network of community partners with cultural groups and non-cultural groups 

that work with teens so it was put out to them and we reached kids primarily through 

that way in year one and the first council met in June and from the beginning they 

were involved and their first project was helping with the logo design. We did hire a 

graphic designer for that but they were able to weigh in on the different rounds of 

design and ultimately had a big hand in choosing the logo and choosing the name as 

well.

Beth: I think that’s really, really important. I think sometimes when people bring in it 

doesn’t matter whether they’re teens or adults and say, “Hey, you’re going to have 

a say in this” that you can demonstrate that they really will have a say even if you do 

bring in professionals. Sometimes if it’s not communicated well and they don’t really 

understand how much of a role people are going to have, people can get frustrated. 

So did they know from the beginning that there were going to be some professionals 

involved and at what level their input was going to be taken?

Alison: Yeah we discussed it in the application. We put the application out and I think 

there was a vague idea of what we might want them to do but it was hard because 

the program wasn’t really real yet. It was hard to be too specific, but they’re definitely 

involved and it can be challenging because they’re only meeting twice a month and 

they found us because they’re super motivated and super involved kids and they’re so 

busy all the time but it can be a challenge to have them put in as much input because 

they’re not necessarily going to be there day in and day out, but it was definitely 

important because if they’re not going to buy into it, then what about the other kids 

in the city? If it’s not all coming from a teen voice, if it all just sounds like us it’s not 

going to work.

Beth: So that’s another thing I wanted to ask you. Kids who would often fill out an 

application, do all the work and follow through on all those steps do tend to be the 

motivated kids. That’s not the sum total of who you wanted to serve. How were you 

able to make sure that that motivated kid that might have joined this committee and 

given their voice to be the voice of teens was representative of all of the perspectives 
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that you actually wanted to benefit from this program?

tracy: We tried to be very diverse in terms of who we ended up selecting for the 

council so they’re from all different neighborhoods and different schools and I think 

that they’re the high achievers, but they’re still teens. They still care about regular 

teen stuff and so I think they are pretty representative of the average concerns of 

what’s cool and what’s not cool. They’re over-achievers but they very much have lives.

Michael: I think it was important that we really empowered them and were willing to, 

I mean the name was one of the first things we worked on with them and because we 

had talked about this program for so long and it didn’t have a name and internally we 

just called it the teen program and we knew we couldn’t call it that. Ultimately it had 

to have a name that would sort of become a brand or whatever, but we didn’t know 

what that would be and one of the first things we said was, “Look guys. You’ve got to 

come up with a name because we don’t know what to call it.” The fact that we were 

willing to give them that power to do something as significant as the name of the 

program, I think was really sort of like this is real and we’re really doing this. I think if 

you think about this within your own organization or whatever and you’re involving 

the audience that you’re trying to serve, I think you have to really be willing to listen 

to them and follow what they say and give them real decisions and power.

Beth: Absolutely and that’s one of the sort of core things of branding. You can make 

something look pretty, you can put some nice words but if you’re not actually willing 

to live and let people experience what you say they’re going to experience, it doesn’t 

matter how fabulous everything looks.

Michael: Right and we also chose to show our respect and value of the teens’ input 

too on the council anyway by they get a stipend by serving on the council so we 

wanted it to be clear that we respected their input and valued that in terms of money 

which is the currency that everyone understands and we wanted them to treat it like a 

job. In order to make that happen we had to sort of also commit to them that piece as 

well.
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Beth: Right and that’s one of the things that I like about it. You gave them something 

that was really serious and had some meaningful impact on the organization, but also 

involved follow through and execution right off the bat so at the very beginning with 

the group that you gathered together you were able to both prove to them that you 

meant what you said and also let them prove to you that they were going to do what 

they signed up to do, which getting that all off the table in the beginning probably 

really helped in setting the ground work to be like okay, this is what we’re going to do 

going forward.

Michael: Right because we launched the council in June as was Alison said and then 

we launched the program in October so there were pretty short windows to get it all 

together.

Beth: And a lot. It’s creating an entire program, pulling a team together, branding it 

and getting it out there in just a couple of months. That’s huge! What did that process 

look like?

Michael: Oh wow. Complete chaos.

Alison: Do we have to recall it?

Beth: So it could be helpful for people to know is that even something that is all 

successful and beautiful, on the other end really hearing it’s not just me that goes 

through this is helpful.

Alison: Well, once we had the museums lined up then a lot of the focus was, Tracy 

was doing alot of work with our vendors like just the technology side to figure out 

how can we get this to do what we want and we worked with a web developer 

because we did the site in WordPress so we kind of built it ourselves, but then there 

were things that were kind of beyond our expertise. We had to go to a web developer 

and figure out every kid has to be assigned a specific pass number so could track and 
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thats how we get all that data.

Beth: Why don’t you back it up a little bit and talk about the card?

Alison: Okay sure. Every kid that signs up, as soon as they sign up they get an email 

with a temporary pass id number so they can start visiting museums right away. Within 

two weeks we mail them their permanent pass and it looks like it’s the size of a credit 

card, has a Stamp logo on it. They also get a pamphlet that gives them information 

about the museums, what times they can use the pass and instructions about going 

on social media and taking pictures and all that kind of thing, fine print and all the 

nitty-gritty stuff. When they go and visit the museum – and Tracy feel free to jump 

in. When they go to the museum they either swipe their credit card – the museums 

have different options with the technology. They can use it like an actual swipe, they 

can enter the credit number into the web platform, they can also scan it with the bar 

code. Then when we get our report we can see how many times any particular teen 

has used their pass and which museums they’re going to. The museums get reports 

and we also get a report of all the data.

tracy: I think it was important for the museum to be able to choose what technology 

would fit best with their service desk. For instance we have a pretty wide scale in 

terms of size of museum partners that work with us in the program. For instance 

we have the Philadelphia Museum of Art and we also have the Mutter Museum so 

there’s a big size range there. The Philadelphia Museum of Art opted for the swipe 

and The Mutter Museum literally just writes down the card number. I think that was 

really important for us to be flexible and that is part of the reason we chose that 

particular vendor, so that we could give that flexibility to those front desks because 

they operate so differently. Each organization was such a different of operation at that 

level.

Beth: Did the museums see just the usership at their own museum?
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tracy: They do. They only get their own data and we get everyone’s data. Periodically 

we compile that data, we clean it up, we have a research analyst on staff who 

has done really cool mapping projects for us and we can see who is signing up 

throughout the city and take a snapshot of the demographics of the program.

Beth: And what interesting things have you learned from that? That’s a key thing. A 

lot of times people have the ability to create and collect data, but not always a staff 

person or the capacity to do anything with that stuff so that’s such a benefit that you 

have.

Michael: We haven’t been able to do, first we were so overwhelmed by the response 

to the program way beyond our wildest dreams that we haven’t been able to do 

some of the data analysis that we have talked about doing ultimately, but we’ll get 

to that. Some of the very simple early stuff that we’ve done as Tracy mentioned 

mapping just so we could map where all the teens who signed up for the pass lived 

and we can compare that to the level of poverty of those neighborhoods and we 

were specifically trying to get teens from under-served neighborhoods to know that 

that’s happening because we’re able to do this and we can compare the rate of Stamp 

sign-ups compared to the overall participation in arts and culture neighborhood by 

neighborhood because that’s data that we have. We know that we have a lot of teens 

who are signing up from neighborhoods where the overall rate of culture participation 

is low. We’re really hitting the teens that we wanted to get, which is really gratifying 

in the fact that we’ve been able to get to so many of them in a really relatively short 

period of time has been pretty remarkable. We actually did very little to do that. Once 

it was out there, it just became this monster viral spiral crazy thing and we had next 

to nothing in the marketing budget for this program. We were really relying on this 

network of partners that Alison had mentioned to help us get the word out and they 

did that and we got some great PR, but then suddenly we had signs in the subway or 

billboards or ads.

Beth: So let’s talk about them. This is what everybody wants to know because nobody 

has a big staff. Nobody has a big budget. Everybody’s dream is to be able to say at 
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the end of a launch that it exceeded our wildest dreams and it went crazy. Are there 

specific things that you did or just specific things happen because of relationships, 

how did that come to be that it exceeded your wildest expectations without a massive 

budget?

Alison: It’s kids and it’s free so it’s like it was, not to say that it was easy, but it’s a very 

attractive program PR wise. The barrier is super low. All you have to do is commit 

to signing the form and then you get it, you’re enrolled. I think the nature of the 

program was attractive to people and it’s easy to see why people want to spread the 

word about that. As far as what we did do without as Michael said without a large 

marketing or advertising budget, the museums obviously helped spread the word, 

the teen council they do some of the work in building a program and maintaining the 

program. We also see them as ambassadors and I think that they take a lot of pride in 

that. They all have shirts with the Stamp logo on it, I know they’re recognized when 

they wear the shirts to school.

Beth: Kids will do pretty much anything for a t-shirt.

Michael: We don’t even have t-shirts.

tracy: We don’t even have t-shirts!

Alison: The community partners were definitely a huge help. Again we kind of 

approached them in two different groups. We did meet with cultural groups that we 

knew served teens, but to Michael’s credit organizing a large group of organizations 

around the city that served teens, but weren’t the typical people we were working 

with or would know about us. Groups like Philly Rising, Big Brothers – Big Sisters. 

We had a convening with them as a large group over the summer and there was a 

consultant Roz. 

Michael: Roz McPherson
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Alison: Roz McPherson to get some of their feedback on the program and it was 

good to hear from them what sort of challenges they faced in trying to get kids 

to participate and then making sure that they had the resources and the tools to 

continue in their home with the program it was good to get that input and then once 

they knew about what we were doing, just keeping constant communication with 

them whenever we had an event or a new component of the program that we could 

offer so they all got copies of the invite and helped us spread the word when making 

the launch event, when the Phlash bus signed on to offer free rides to kids and they 

have been invaluable.

Michael: We also made that a mutual relationship so it wasn’t just them helping 

us because we were creating this platform on the website and on the social media 

components we have a way to communicate to the teen audience now so we told 

the community partners if you need teens to sign up for a weekend or after school 

program or a weekend workshop or whatever it is you’re doing that you want teens to 

know about, we can promote that in exchange for you helping to promote the Stamp.

Beth: And I think that’s huge. That’s definitely a trend of something that I’m hearing 

from a lot of people that I’ve been talking to – really building up a community of 

partners that see the relationship as mutually beneficial in exchange for things that 

you both want that serves both of your audiences when you’re really going after that 

same group of kids, same group of whatever.

Michael: Another thing that really led to the explosion of the program I think was the 

timing. We were in the planning phase all that summer and then in the fall when the 

school district was going through its whole last year’s version of the funding crisis and 

the timing of that was really good for the program because there was a lot of talk in 

the air about we’re letting our kids down and it was a great way to focus on what arts 

and culture can do to help fill in that gap of [unintelligible] and we ended up getting 

an editorial in the Philadelphia Inquirer specifically about Stamp, which were never 

expected to happen and that really just helped with the spiral and excitement and 

sign-ups. Our goal for the first year was to have 1,000 teens sign-up before June and 
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I think we had that in like the first week. Now it’s over 11,000 teens signed up which 

was like our year twenty goal! We just never envisioned there would be that many 

teens signing up for the program. Most of that was just because it just spiraled and 

teens were telling their friends and all of it was just snowballing.

tracy: Yeah I feel like an overwhelming sort of from my experience we feel like a lot 

of our successes come from building of relationships and just having conversations 

with folks. If we can do all the research and we can send emails and do all those 

things, but when planning the program I can’t tell you how helpful it was to reach 

out to other folks across the nation who have similar programs and hear from them 

directly about what issues do you have in forming those relationships was so valuable 

in the planning of our program. Just like Alison and I were talking about launching 

the program, it’s those relationships that we were able to form with the community 

partners that really launched the program and that’s how we found some so much 

success in the beginning and our relationships with the museums so it’s been those 

relationships that have really helped and those conversations and just fostering those 

and maintaining them, I think that’s where we found so much success.

Beth: I can really see why that would be, it’s so true that that willingness to go out 

and find something that is similar to what you want to do but it’s not in a competitive 

market and pick up the phone. People are often so surprised at people’s willingness 

to help and people are incredibly generous and even when you are in a competitive 

market, if you’re serving the same goals, there’s so many resources out there but we 

all seem to be so reluctant to ask for help or to ask for input and it’s surprising how 

many resources and how much is out there for you just by saying, “Hey, I’m thinking 

of doing something to what you did”.

Michael: And we also approached, especially when you’re sort of trying to engage 

under-served communities, there’s also sense of things being done to you or at you 

and you really want the authenticity of it being with you and for you and you can’t 

make that up. It has to be real and those partners in those communities have to trust 

you and the feel gauged and committed to them just as a function of the relationship 
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building and the follow through and then all that stuff that’s not a thing you can hold 

but its a huge piece of what makes it work.

Beth: So let’s talk a little bit as we wrap up about how you shift from going from the 

launch of a program and getting all of these sign-ups and exceeding the expectations 

with people that are willing to fill out a piece of paper and sign up and actually now 

converting that into usership and the ongoing communications that people need? 

What are the things that you’re doing now to get people to go from getting that card 

to actually showing up at the museums? Is it partnership work? Is it communications? 

What’s working now?

tracy: It’s everything. We can’t point at any one thing, but from the very beginning 

we had this idea that there would be monthly events. That’s a structure that we might 

play with in year two, but the idea of having a dedicated day and time for Stamp, for 

kids to come and have it be more like a social kind of party environment, but still at 

the museum and educational so they can get the experience of being in the museum, 

but the idea was that it might be easier for some kids if they knew that they wouldn’t 

be by themselves and it would be social and sort of low pressure. Promoting those 

events and again community partners were really good about getting the word out 

about those. Then in many cases we’ll bring a whole group of kids if they’re already 

meeting for their program that day, that day is a Stamp field trip. Communications 

wise there are emails to community partners. The kids who sign up for Stamp will 

also get emails as long as they have opted in to receive communications from us 

on the form so twice a month they get an email. Generally one is totally focused on 

whatever the next event is and pushing sign up to come to the event. The second 

one of the month is typically more in the newsletter format, which if the timing is 

right more information on the event, but some of the other things that are featured 

on the website like Michael mentioned, if there is another cool opportunity for some 

other program that we blogged about, the teen council all writes blogs posts about 

their museum experiences so they usually feature a teen council blog post, mention 

opportunities and just generate this idea that it’s the pass and it’s the museum and 

it could be so much more than that and it’s about presenting opportunities for teens 
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through social media channels, which I think one of us tried to start a Facebook 

presence in the past 2-3 years and knows that it’s an uphill battle and that’s something 

that we’re still working with. Stamp is uses Facebook, Twitter and Instagram and I 

think we’re starting to see that kids are engaging the most on Instagram as far as 

posting their own photos, liking and commenting on Stamp photos so we’re working 

with the communications coordinator on a month long hashtag campaign that we can 

use with Instagram and Twitter to try to encourage kids to see that other people are 

visiting museums too and you can interact with them on those things. It all ties back 

to the engagement and of course the visits to the museum which comes in through 

people going on their own and using their card and coming to events. We track those 

numbers together and I think that we’d love to see higher rates of usage, but we’re 

not upset with the numbers we have now. 

Michael: Yeah so 11,000 passes have been distributed. We’ve had about 2,000 

attendees through the program since October, so we feel pretty good about that, 

but obviously there is a big gap between the number of kids that have the pass and 

the number of teens that have used it. That is one of our goals moving forward. The 

primary way we’re going to address that in year two is through a rewards program or 

a royalty program where you will actually be able to earn points the more times you 

go and your card gets swiped. You’ll earn points and you can turn that in for various 

kinds of swag. That’s a new piece of the program that we’re going to be rolling out 

for year two.

tracy: I would just like to add that as soon as when you’re answering the question the 

one word I was thinking of was flexibility because this was a new program for us. What 

we have working with the professional arts and cultural community we have down pat. 

We have systems in place we know how to do that. Communications-wise, event wise 

all of working with the teen community was totally new to us and so having an open 

mind going into a new program knowing that we would have to roll with the punches, 

change the program as needed and be flexible, that had to be at the forefront of all 

of our planning. I think that’s important with any new program and I think particularly 

for us at this point in time because this was a totally new audience for us to be 
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engaging with programatically. And so like Alison said, we had all these great ideas to 

generate all these visitations and they really haven’t in the way that we expected so 

just kind of changing the program as we go so we can have better engagement along 

the way.

Beth: I think that that’s so true because you can easily plan a program like this and 

get it said, but this is the version of what success looks like and learn to be flexible, 

take that feedback and it really helps because sometimes things don’t go in an even 

trajectory and that doesn’t mean that it’s not what you want. It’s so easy to upset 

people that two negative responses to something and change everything based on 

that and not even thinking that like 80% of the people either liked it fine enough 

to not comment at all or give you good stuff, but we tend to over-react based on a 

certain method of feedback  we get and social is certainly driving the paranoia around 

that so that you’re staying calm and just adjusting but not overreacting to any one 

thing is probably really helpful to help the program to build stability and to have your 

partners vote of confidence and you’re going to be there and if anyone has ideas and 

inputs, everyone is going to look at them together.

Alison: Absolutely.

Beth: I also really liked what you were talking about Tracy when you talked about all 

the different things you’re doing for communications and social was the last thing that 

you talked about. I just think that that’s an important thing to know because people 

whenever they’re thinking teens, everybody always thinks that we’ve got to have 

whatever the thing is that the teens are jumping on now and that that’s the way to 

communicate with them and you said that you’re sending them emails.

Alison: I think that it’s the least priority or it’s not the priority. I think it’s always about 

integrating it into your larger marketing communications plan. I think that research 

shows that email is still a very strong tool. We have all of these email addresses, why 

wouldn’t we use them? As far as the social components, originally we were going to 

do Twitter and Instagram based on some research reports, all these trends saying 
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that the kids were not on Facebook and then the teen council convened after a few 

months and they’re like, “We want to try a Facebook page” and it’s all about just 

trying things out and seeing what works. Like Tracy said, willing to be flexible and 

make changes as needed. You’re right, there are constantly new social channels being 

added and it’s weighing the idea of using Vine.

Michael: I didn’t even know what Vine was until we decided to use it’s program.

Beth: Aren’t you glad you brought teens in!

tracy: It’s about do we have the capacity to maintain this if this is something the 

teens want to try and they’re really excited about. Okay maybe we’re willing to try it 

and making sure that they’re committed to seeing it through and seeing that it works. 

We’ve also tried texting services because we asked the teens to opt in with their 

email and their phone number if they’d like to receive communications from us. Some 

of the teens have opted in to share their cell phone numbers with us and we’ve tried 

texting campaigns too and we think they’ve been pretty successful so we’ll probably 

do that in the future as well.

Alison: For us as far as social it’s about having it integrated into whatever you’re 

planning and I think we’re seeing that Instagram is where kids are interacting with us 

and talking to each other. I think that may be accomplishing a different goal than we 

thought it would. Maybe we thought of it as a marketing tool, but with this age group 

it’s more of an engagement tool, which is another way that they’re participating in the 

program.

Beth: I think that’s such a key point, how you just said that maybe it’s not a marketing 

tool, but it’s still a resource to have there. One of the most interesting things about 

Instagram and how you’re using it in this is a couple of things – one is obviously it 

is something that teens are really interested in now, but it’s so good for what you’re 

having with the actual engagement activity. Instagram is not great for people that are 
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sitting at their computer all day because it’s very moble, but when you’re having kids 

that have phones that are out offsite having pretty things to take pictures of, that’s 

something that’s really aligned with that technology so when you have all those things 

lining up, plus the third thing is it lets them generate the content. Knowing you have 

a small staff is one of the things that we talk about a lot is if you have a small staff of 

people, how can you utilize your external team, your external constituents to both 

expand the team and create content and build engagement all at the same time? It’s 

great that one of the choice the teens are especially interested helps you to do some 

of those things.

tracy: I absolutely agree. Seeing a teen council member and another teen in 

the program posting a photo with the Stamp hashtag is going to be a far better 

advertisement for the program than anything that we write.

Beth: Welcome to dealing with teens!

Alison: I think it’s true of any brand. There are so many top brands these days that 

are like whether it’s happening organically or they’re reaching fifty people and saying, 

“Hey we want you to be an ambassador for the brand” and it’s just like the parody of 

generating content, you’re great for this program.

Beth: So thank you so much. Is there anything final? Any tips or advice you can give 

for anyone that wants to either figure out how to create new programs to reach a new 

audience? What’s the biggest thing you’ve learned from jumping in and working with 

an audience that you’ve never had to deal with before?

tracy: I would say the planning and flexibility. I started with the Cultural Alliance 

in January, 2013 so right when we started our museum engagements, a lot of 

the planning and research for the program had already been done, but I feel like 

that’s what gave us such a solid foundation, was really reaching out, forming new 

relationships with folks nationally, talking to people in the region and doing focus 
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groups – all of those things, that’s what built the foundation that brought us success 

and then having flexibility as the program moved forward.

Michael: Yes and I would just add that the authenticity is just really, really crucial 

for a program like this because we need authentic relationships with teens, with our 

museum partners, with the community partners and that’s a serious investment of time 

and energy. I’ve seen it, but it makes it work and it just makes that cycle really, really, 

really spin.

Beth: Well thank you all so much for sharing your thoughts on this and letting people 

know how you create a program and your thought processes and how you sustain it 

as well. If people are interested in asking you some questions further about it, I will 

have contact information and the way that people can reach out to you and there will 

be links on the show notes page to the different organizations that you referenced, 

which Tracy talked about and thank you so much for joining me. I really appreciate it.

Alison: Thanks!

Michael: Thank you!

tracy: Thanks


