Content pillar framework and
content strategy FYAR.

Primary goals of content:

Raise awareness of FYAR’s mission and programs
Recruit youth / talent participants

Attract volunteers, mentors, and partners/sponsors
Build credibility and trust (show impact)

Foster community engagement and advocacy
Support fundraising and donor retention

Key audiences / personas:

Youth (aged ~12-25) interested in music, arts, performance, production
Parents, guardians, or caregivers of youth

Volunteers, mentors, and arts professionals

Schools, community organizations, funders, and corporate sponsors
Local community / general public

Content Workflow & Roles

Editorial lead / content manager: plan calendar, assign topics, review content

Writer / storyteller: create blog posts, newsletters, scripts

Video / multimedia producer: record, edit, produce visual content

Graphic designer: infographics, social media assets

Community liaison / partner manager: coordinate guest posts, partner content, local
media

e Metrics / analytics lead: monitor performance, report, suggest adjustments



Social media tones as per the target Audience(s) and

plaforms:

Target Audience(s)

Social Media Tones

Language

Best Social Media
Platforms

Youth (aged 12-25)

Authentic, relatable, and
engaging. Use a
conversational, informal, and
energetic style with a focus
on visual content.

Use slang and popular internet
phrases appropriately. Use
emojis and GIFs to express
emotions and add personality.

TikTok, Instagram,
YouTube, Discord

Parents, Guardians, or
Caregivers

Reassuring, informative, and
professional but still warm.
They want to know their
children are in a safe and
beneficial environment.

Use clear, concise, and slightly
more formal language than you
would for youth. Focus on the
benefits of the FYAR programs,
such as skill development,
confidence building, and positive
community engagement.

Facebook, Instagram,
Email Newsletter

Volunteers, Mentors, and
Arts Professionals

Appreciative, inspiring, and
respectful. You are speaking
to a group of people who are
passionate about their craft
and want to make a
difference.

Use appreciative and respectful
language. Acknowledge their
expertise and commitment. Use
professional jargon where
appropriate.

LinkedIn, Instagram,
Facebook

Schools, Community
Organizations, Funders,
and Corporate Sponsors

Professional, impact-driven,
and results-oriented. They are
interested in data, long-term
partnerships, and the return
on their investment (whether
it's financial or social).

Use formal, data-backed
language. Focus on metrics,
mission alignment, and strategic
partnerships

LinkedIn, Facebook,
Twitter/X, YouTube

Local Community /
General Public

Approachable, friendly, and
community-focused. They are
interested in how FYAR
enriches the local area.

Use simple, inviting language.
Avoid jargon. Focus on the
positive community presence of
the FYAR.

Facebook, Instagram,
Nextdoor (hyper local
community platform)

Tone, Messaging & Brand Voice

e Tone: Uplifting, encouraging, inspirational, but also genuine and down-to-earth
e Messaging pillars: opportunity, empowerment, connection, creativity, transformation
e Voice: first-person (“we,” “you”), storytelling-rich, accessible to youth but credible to

adults

Always include a call to action in content — whether “learn more,
apply,” or “share this.”
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Content Pillars

Each content pillar should address one or more of these audiences, and be customized in

tone and format accordingly.

Target Audience(s) Content Pillar / Focus

Content Focused

Examples

e Youth success stories (before & after)
e User-generated content
e Behind-the-scenes at rehearsals or events N L
. L L Our open mic night was ¢!
e How-to tutorials (singing, sound, lighting,
. Thanks to everyone who
auditions) .
L . . . . shared their talent. What
Youth (aged 12-25) Inspiration & Skills e Interactive content like polls, quizzes, or
should our theme be next
challenges month? Drop your ideas below
® how-to sessions, career pathways in arts, studio, P Py
(production) best practices.
e Highlight the fun and creative aspects of the
FYAR programs.
e® Parent testimonials
o How FYAR helps "my child” stories "Our music program helps
e Data on the impact of FYAR programs students develop not just their
Parents, Guardians, . o Information on Safety, mentorship, and growth skills, but also teamwork and
. Trust & Opportunities . L
or Caregivers benefits explained discipline. Check out our
e Guides: “How to get your child involved” website for a full list of our
e Clear calls to action for registration or summer workshops."
volunteering.
e Mentor spotlights (why they joined, their impact)
h ies that highlight the i f
. tsh;rrews;ﬁ(cess stories that highlight the impact o "A huge thank you to all our
) . mentors who guided our
Volunteers, Mentors, ® Step-by-step volunteer guides e
o students through their final
and Arts Impact & Involvement o \Volunteer appreciation posts (Acknowledge and S
) . showcase. Your dedication is
Professionals thank specific volunteers)
. . . . truly the heart of FYAR. We're
e Skills mentors gain by working with FYAR "
. so grateful for you!
e Announce new opportunities
e Professional development workshops, or events
e Share annual reports
® press releases, grant announcements “We are proud to announce a
e FYAR by the "numbers” infographics and | new partnership with XYZ
Schools, Community outcome of work Corp. This collaboration will
Organizations, . e® Case studies showing youth transformation enable us to expand our after-
Impact & Partnerships
Funders, and e Photos from events that showcase a broad | school arts program to three
Corporate Sponsors community impact. new schools, serving an
e Highlight successful collaborations additional 150 students this
e Partnership highlights (local businesses, schools) | year.”
e Stories of how donations are used
e Eventannouncements free concerts & recaps
® Share stories about local students and their "Join us this Saturday for our
achievements. annual block party! We'll have
Local Comml{nlty/ Events & Awareness e Highlight the pos!tlve community |.mpfict. live performances from our
General Public o Collaborations with schools/organizations students, local food trucks,
o Community stories (open mic, showcases, and art for the whole family to
festivals) enjoy. See you there! | "
e Advocacy for arts education in Florida




Content Type/ Formats and Sample Content Ideas for Target

Audience(s)

Target Audience (s)

Content Types & Formats

Sample Content Ideas

. (zH B ﬁ P . ”» .
- Short videos / Reels - Blog posts / ° ow.to nall.your rst audltlpn in3 s:c)eps (video)
. . e “Day in the life: backstage with FYAR” (Reel)
Youth (Students & How-to guides - Behind-the-scenes € s . . ”
. . e “5microphone tips every beginner should know” (blog +
Participants) photos - Instagram/TikTok student infographic)
takeovers
e '"Youth spotlight: “Meet Jordan, our rising sound engineer”
e “How FYAR builds confidence in young performers” (blog)
- Blog posts / FAQs - Parent e Video: parent testimonial on their child’s growth
Parents & Caregivers testimonials (video/text) - Email e “Your guide to getting your teen involved in FYAR” (PDF
newsletters - Info guides / PDFs download)
o Newsletter: upcoming workshops for teens
“Why | mentor at FYAR: Meet Sarah” (blog + photo
- Blog / Spotlight articles - Social ° Y « (blog * p . : ”
s » e Instagram carousel: “3 ways you can volunteer with FYAR
Volunteers & Mentors | media “thank you” posts - How-to .
- . . e Short video: “What I've learned as an FYAR mentor”
join guides - Volunteer Q&A videos . L
e LinkedIn post: volunteer appreciation
e Infographic: “FYAR by the numbers — 200+ youth reached
- Infographics - Annual/Quarterly this year”
Donors & Sponsors reports - Case studies - LinkedIn e Case study: “How one donation changed a student’s future”
articles / press releases e Blog: “5 reasons local businesses partner with FYAR”
e LinkedIn: spotlight on a corporate sponsor
e Instagram Reel: countdown to the next showcase
- Event promos (flyers, reels, . ”
. . e Facebook album: “Highlights from our Summer Concert
Community & Local stories) - Photo albums / recap e o .
. . . e Blog: “FYAR x Local School: Building opportunities
Public videos - Partnerships features - ”
. together
Local media / press releases
® Press release: announcement of new youth program




Channel Strategy and channel frequency

interactive engagement (polls, quizzes,
challenges).

Channels Use Frequency My recommendation
Website/ Blog The home for lohger-form, evergreen content | 2-4 blog posts per Create blogs (as mentioned)
and impact stories. month
® Instagram: 3-4 posts per week (mix of
Reels, carousels, and stories)
Tiktok: 2 Reels per week
Use social media, focusing on behind-the- ° P .
; ® Youtube: Weekly or bi-weekly uploads
. . scenes content, youth spotlights, and . .
Social Media 3-5 posts per week o X-11 post per week, with additional

retweets and engagement

® Linkedin: 2 post per week

® Facebook: - 3-4 posts including local
community building and engagement.

Email newsletter

Segmented by audience (donors, volunteers,
youth) — include updates, stories, upcoming
events, calls to action.

monthly or bi-monthly

You can delay email newsletters initially, but
start them once you build a solid social media
audience.

Video /
multimedia:

Connecting audience

1 per month (or more if
capacity)

Highly Recommended

Partnership
amplification

Cross-post with partners, local media, schools,
community orgs to expand reach.

Occasionally

Offline collaboration create awareness
locally

Local media/ press
releases

For major events, milestones, new programs or
partnerships.

Occasionally

good for local awareness

SEO / Discoverability

1. Identify keyword themes around arts education, youth programs, music workshops in
Florida, community performance events, community arts education nonprofit Florida

etc.

2. Each blog or content piece should optimize title tags, meta descriptions, internal linking
to more content and program pages.

w

Local SEO, content optimization on the website and blogs, Keyword strategy.

4. Home page linking to subpages on the website like workshops, music education videos,
instrument tutorials, success stories, etc - focusing on building internal links.
5. Backlink building, Al platform searchability, measurement and tracking.




Content Repurposing Strategy

Repurposing ensures that every piece of content is maximized across platforms and
formats, customized to different audiences.

1 Content Repurposing Strategy
SRl 22;1::3 I _—_— Slice into micro-content i Channels
Blog —_— Cargusels, quote graphics Instagram/facebook carousels, X posts
Video 5 Short & Reels, email embeds  =——————fp  TiktOk, Instagram, linkedin Reels Youtube videos
and shorts

Videos, Albums, Blog summary e YouTube Videos, Facebook Albums, Instagram

Event Recap — pictures, Linkedin Posts, Blog summary
" " N EBlog feature, social snippets, —' YouTube shorts, social media posts, Blog and
Testimonials / IMpact Stories  s———ly. donar decks. website feature

Adapt tone & format to each audience (youth, parents, donors).

Stretch across weeks = one piece of pillar content = 6=7 posts.

Community Engagement Tactics

Community Engagement Tactics Examples and Ideas

e Polls, quizzes, and challenges (Instagram stories, TikTok trends).
Interactive Content ® “Choose our next open mic theme” or “Vote for your favorite performance.”
e Hashtag campaigns (e.g., #MyFYARStory, #FYARTalent).

e Encourage students to share practice clips, art, or behind-the-scenes moments.
User-Generated Content (UGC) ® Repost community photos/videos from events.
e Spotlight parents’ or mentors’ experiences with FYAR.

o Weekly/monthly “Student of the Week” or “Mentor Monday” features.
Community Spotlights e Partner/sponsor shoutouts (showing gratitude while boosting visibility).
e Alumni stories to keep connections strong.

e Social media contests (“Show us your best 30-sec cover!”).
Engagement Campaigns e Local collaborations (schools, libraries, art collectives).
e Volunteer appreciation events shared online.

e Reply to every comment and DM (especially from youth/parents).
Two-Way Conversations e Host live Q&As (Instagram Live, YouTube Premieres).
e Create private groups/Discord channels for youth discussions.

® Share event recaps, photos, and testimonials to extend reach beyond physical
Offline » Online Integration attendees.
e Encourage tagging FYAR during events to build organic awareness.




Content Calendar Mockup

Content type
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Event Details v

Awareness / reach: website visits, social media impressions, new followers
Engagement: time on page, comments/shares, video watch rate
Engagement by audience type (e.g., youth engagement vs donor engagement).
Conversion / actions: newsletter signups, volunteer applications, talent sign-ups,
partnership inquiries, donation conversions

Content performance metrics (best-performing content types by channel).
Retention / loyalty: repeat volunteers, recurring donors, alumni staying connected
Conversion tracking setup (Google Analytics, Meta Pixel, etc.).

Impact storytelling: number of youth served, program outcomes, testimonial gathering
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