Interpretive Program

Structure

Learning to Theme
Your Visitor Experience




Overview

A How do you break down
complex subjects into etsy
understand themes and
experiences?

A How do you avoid giving
visitors too much information?

A Interpretation and Marketing
play off each otherand are

usually the most visible parts
of your organization.

A Evolve- and adapt.




VIsitors

A How do you get their attention?
*___ AHow do you keep it? :
- AHow do you help them find the o)
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A How do you get them to your programs - y
and message? '
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Remember e

A Just because something is important to you
doesn’t make it important to them.

A Just because something happened doesn’t make it
Interesting.

A Your job is to catch their attention, sell them o
your organizatigrand motivate them.

A Communicating your message requires you to
market that messagand yourself.

A Interpretation- your story- will fall on deaf
ears unless you marketggressively




Basic Questions

A What is your mission?
A What is your story? Your messac
A Who is your audience?

A Are you passionate about your o
story? Does your programming
express that passion?

A How can you work with partners
to serve your goals and theirs?




Audiences

A General Heritage Travelef i
A Enthusiasts
A Families

A Friends and Families: Quf
of-town guests

A Group tours
A Schoolage students

A Planned vs. Unplanned
Visits
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- A What story does each site have to tell?
A What resources are available to tell that story?

A How can you coordinate those resources to be§t
story and serve the visitor? |

A How do you make it a seamless experience fo
Vvisitors?

. A How do you best collaborate with partheasd &
encourage them to collaborate with each other’>~
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Partners
The joys and challenges of partnersr

A Work with partners to structure programs.
A They need to be invested in your success.
A Their self interest will come first; use it.

A We have to show them why working with us
makes their lives easier.

A Make sure they get the credit.
A Work to make yourself indispensible to them.




Shenandoah Valley
Battlefields Foundation

~ Our Mission:
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Our Approach

A Brandingprofessional, effective, and consistent
A History/Storytelling Approactilhen and Now”

A Marketing Messag (NG
A Storytelling:

A Clustersorganizing at a local level
A Telescopingig story to small

A
A Lead with your lead




