The Dance Center of Columbia College Chicago
Logic Model for Cross-Ethnic Research & Marketing Initiative

budget for Cross-
Ethnic Research &
Marketing Initiative

volunteer advisory
team expertise

diverse audience at
Dance Center
overall
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commitment to present
diverse dance companies)

on-campus and
community
partnerships
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marketing campaign
to Dance Center
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(with special offers targeted
to cross-ethnic initiative)

# emails sent
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mailed

# targeted print ads

curiosity
feeling challenged

special program
formats (social,
educational)

# of special-format
programs held
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sense of cultural
connection and
relevance
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altered attendance
decisions
(additive or substitute
purchases to attend cross-
ethnically)

greater comfort than
expected

community events

# of community
events held

What strategies and spirit should inform these
activities? Some thoughts emerged as we developed the logic model.

Aimto arouse curiosity: show, don't tell people what they’ I
experience, how it will benefit them (don’t plug the cultural-

broadening idea too directly)

Strive for authenticity, spontaneity

Focus on the pleasure of being challenged (stepping outside

your comfort zone)

Possible points of entry: a universal narrative, music,

athleticism, entertainment

Target young people (<35/40)

}

dialogue across
ethnic divides

v

sharing Dance
Center’s ethnically-
specific programs
with others

—

Dance Center
audience has a
broader notion of
“my” cultural
identity than before

Dance Center
perceived as a place
of cultural
convergence

contemporary
dance perceived as
a way of exploring
“common ground”
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