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“Making the Case for Theatre: Positioning, Values and Practices,” as TCG’s Fall Forum 
was titled, was held in Denver November 1-3, 2000. The Forum brought together about 
65 artistic and management leaders and trustees to explore strategies for theatre 
advocacy in the broadest sense─with funders, contributors, audiences, the press and 
elected officials. 
 
In his keynote speech to the Forum, Michael Janeway, Director of the National Arts 
Journalism Program at the Columbia University Graduate School of Journalism, 
described a research project conducted over the past two years by the NAJP on the 
state of arts coverage in this country, with an emphasis on the print press. NAJP 
compared the number of reviews published or broadcast to the number of feature pieces 
that appeared and compared the amount of writing by media-outlet staff to the amount of 
freelance and wire-service material. The researchers also considered other variables, 
like the amount of arts coverage featured on newspapers’ front pages and staffing 
patterns at media outlets. In summary, NAJP drew a mixed picture: Though many 
papers have expanded their feature and entertainment coverage, “daily arts coverage” 
doesn’t really exist. But newspapers do continue to emphasize locally and regionally 
generated arts and culture. Janeway concluded his speech with a few specific 
suggestions as to how theatres can engage local critics, reporters and editors. 
 
During the course of the Forum, Ed Martenson, Program Director for Executive 
Education at National Arts Stabilization, led an interactive session entitled “Why Theatre 
Matters: Articulating Our Case.” A theatre’s mission statement, Martenson posited, is its 
most important tool when articulating why its work “matters.” As an exercise, Martenson 
asked participants to write down three statements about their theatre: a fundamental 
principle or belief, a reason for being and a major goal to be accomplished. 
Subsequently, participants attempted the same exercise from the perspective of a 
funder. Martenson then shared lists of core values, purposes and goals from a sampling 
of 31 other theatres; participants observed that the sampling generally articulated an 
“internal” perspective and reflected watered-down, timid thinking. Martenson explained 
that theatres need to move toward articulating an “outsider” perspective─that is, a line of 
argument that will appeal to their communities.  
 
A session entitled “How Funders Think: Intersections with Grantmakers” was led by 
Robert Marx, Vice President of the Fan Fox and Leslie R. Samuels Foundation; Susan 
Baird Trapnell, Executive Director of the Seattle Arts Commission; and Laysha Ward, 
Director of the Target Foundation. Participants were reminded that funders from different 
sectors (public, foundation and corporate) have to be responsive to their respective 
stakeholders, and funding approaches vary even within each sector. Subsequent 
breakout sessions related these lessons to the challenges of new philanthropy, to 
strategies for engaging elected officials in conversation and to other issues relating to 
various segments of the community. 
 
In a session called “Proving Our Case: Effective Market Research,” Mark Shugoll, CEO 
of Shugoll Research and Trustee of Washington, D.C.’s Arena Stage, outlined a number 
of reasons for using market research (identifying opportunities, identifying problems, 
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minimizing risk, making better decisions) and outlined the advantages and 
disadvantages of quantitative and qualitative research. Breakout sessions focused on 
specific research projects in different parts of the country: Pittsburgh’s “Bringing the Arts 
to Life” campaign, San Francisco Bay Area’s Social Marketing Project and the Guthrie 
Theater’s Fundraising Feasibility Study in Minneapolis.  
 
“Closing the Deal: Motivating People to Make the Ask” featured Sonya Campion, Vice 
President of the Seattle-based Collins Group, who provided tips on asking for money. 
Final sessions dealt with “branding” and ways of using marketing and public-relations 
tools to help in positioning your theatre. 
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