Prepared for:
Square, Round &

daditional ﬂance gtou,ob

Research: Initial Report

Scope:
During thislast year, CALLERLAB hasworked on reorganizing its Foundation, to redefineit asauniversa clearing house,

opento representation and participation from ALL groupswithin the square, round and traditional dance community. And
it strongly encourages al dance organizations, to join with them, in a collective effort to determine what steps CAN be
jointly undertaken, to reverse the decline within our dance activity.

Utilizing the Foundation as a conduit, it hopes ALL dance groups will join in the effort, to co-develop and implement a
remarkable marketing program, THE PHOENI X PLAN, thefirg stage of which is now under way. The respongibility
for the Plan’ s completion and implementation, rests with the leadership of ALL S&RD organizations. The integration of
each group’s unique higtory and ingght, coupled with their problem solving and leadership experience, is critica for the
success of this Plan. To enjoy the support it needs, it must be understood, appreciated and embraced by the dance
community & large. If this can occur, it will become, ‘the new beginning’, and the unifying ingredient in our formula for
recovery.

CALLERLAB'sfund raisng efforts, dong with generous donations from various individuals and organizetions within the
sguare and round dance community, is providing initid funding for the first step in this Plan.  Utilizing market research, the
Foundation proposes to examine the issues and problems confronting our S& R dance activity. 1t will, a the same time,
become more knowledgeable about the competitive nature of the leisure, recreationa, and fitness marketplaces, and how
to better package and present itsdance * product’ to attract the consumer’ sinterest and loydty. Thisinitid Phaseisequdly
concerned with the task of educating the existing dance population of S& R dancers, callers, and group leaders, to changes
in perception support that will be required to support this new marketing approach.

Phase One Resear ch:

It gppointed James Hendey, and his marketing company, CMS, to act as Marketing Director for the Foundation. Inturn,
the Foundation has engaged StarWorks, Inc., a respected market research company, to help in thiswork. Thisresearch
data and andlysis work, has the potentia to impact al dance organizations, and help develop a successful promotiond
program. As indicated above, much of the Plan’s success depends on ALL members of our fragmented community
recognizing their, ‘commondity of purpose, so that a working consensus can provide the necessary commitment and
support, to make the Phoenix Plan aredity.

Phase One research seeksto discover the perception and image of square and round dancing, currently held by the 85 to
90% of our population that isnot now sgquare or round dancing. The Foundation isconducting two different types of studies
to hep answer these questions. There are Quantitative Studies, wherewelook at numbersand try to answer, “how many,”
and what is the “proportion,” type question. And there are a'so Quadlitative Studies, where we gather information about
the, “what,” and “how,” and even begin to understand some of the, “why” questions.
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Quantitative Study:

In March of 2000, the Foundation commissioned an initid study, as an initid step in the marketing program.

Study Objectives
» Conduct alow cog, preiminary sudy of generd public opinion to
— Assess the image of Square Dancing*
— Explore potentia for expanding interest in Square Dance*
—Test viahility of “Boomer Generdion” as target for marketing efforts
— ldentify other possible marketing targets

The Study

* 1887 respondents to Nationa Family Opinion Internet Panel.
— Baanced geographicaly and demographicaly
— But limited by Internet methodology

» Three quegtions

Large battery of demographic information

Questions Asked:

1 “ Have you ever participated, as an adult, in square dancing?”

2. “Would you say you have a positive, negative, or neutral opinion of Square Dancing,* or do you not know
enough to say?”

3. “If you heard that Square Dancing* is fun to do, a great activity for meeting and socializing with other
adults, and also good for your health, would you consider joining a Square Dance* class to learn how to
doit?”

*Note: These questions used theterm, * square dancing’, instead of the moreinclusive, * square and round dancing’,
to avoid confusion, since it was the more commonly recognized phase.
Findings:

1. Nationdly, direct contact with SD isminima. Most people (at least eight out of 10), have not participated in this
activity as adults.

2.  Yd, theimageof SD seemsstronger than anticipated. In thisstudy, it proved to be moderately positive, with only
asmadl minority having anegative opinion. Most people were neutrd, and athird daimed to hold positive opinions.

3. People who had direct contact with SD as adults are much more likely to hold postive opinions of it. We can
project that, experiencing the activity, appears to breed goodwill.

4.  Thereaction of people who have had contact with SD issSmilar across dl income levels, yet people with incomes
lessthan $30,000 ayear are sgnificantly more gpt to say they have apositive opinion of the activity than thosewho
earn more.

5. Being younger, unmarried, and living aone, reduces the likelihood of having had direct contact with SD, and

opinions of the activity in this group are naturdly less postive.
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6. Positioning SD as * Fun-Socid-and Hedlthy’ would draw one in sSix to consider joining a class, and another 40%
say they might consider joining a class. Together, the YES and MAY BE responses to consider joining a class,
represent more than half of this nationd sample of respondents.

7. Despite pardld rates of adult experience with SD among maes and females, there are significant differences
between male and female responses. Femaes are far more positive than maes and far more open to consdering
SD classes.

Summary:
We have learned that;

1. Contrary to our origina expectations, this study shows the genera context for SD is rdatively favorable.
The activity does not gppear to be facing amagjor negative image problem. Additiond testing is necessary
to validate this finding.

- Thereis considerable potentia for expanding interest in this activity.

- The ‘Baby Boomer’ generation is aviable target market for SD, as are people over 55.

- Specific marketing targets could focus on singles, who have been married, and on people with lower
household incomes.

Recommendation:

Aswe collectively begin to implement the Phoenix Plan, there needs to be further research to understand why, whenthe
general context for SD is relatively positive, the current level of participation is decreasing. That kind of
information will be criticad to the Plan’ sfind design, aswell as our ahility to initiate an effective marketing campaign.

Next Stage Research Studies:

Inlooking for more, ‘ qualitative’ type answers, the Foundation will begin “focusgroup” studies next month, in variouscities
around America. These will be in depth, face to face sessions, with

aprofessionad moderator questioning, under controlled conditions, asmall representative group, of carefully chosen people.
There will be groups of people who have not experienced our dance activity, and other groups who briefly danced, and
thendropped out of the activity. These sessons, which are video taped and reviewed, will alow usto obtain better insght
and answers for the more difficult, “what” and “how” (and perhaps, even some of the “why”) questions, raised in our
previous survey work.

Together these studies will begin to draw an accurate picture, of just whomour best prospects should be and what image
they currently hold about S& R dance.  Also, to some degree, we will began to understand what these consumers are
seeking in their search for leisure time activity. From this data, our community of dancers and calers, can make better
decisons, regarding recommended modifications to programs, attitudes, organizationa structures, and the individua club
member’s changing role, if we REALLY want to attract those consumers to our classes.
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