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We acknowledge that we live, work, meet and travel on the traditional territories of  
Indigenous peoples that have cared for this land now called Canada since time immemorial.  

We acknowledge the  
Traditional Territories of the Kwanlin Dün First Nation and Ta’an Kwäch’än Council,  

self-governing nations that negotiated modern treaties under the Umbrella Final Agreement  
between the 14 Yukon First Nations and the Governments of Canada and Yukon. 

 
 

We thank the Community Development Fund, Government of Yukon for funding this project. 
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Background 
For a comprehensive report of findings, please consult the document titled “Report of Findings 
– Research Phase; 5-Year Strategic Plan 2018-2022; Nakai Theatre Ensemble”, dated April 2, 
2018. The following plan was informed by the Strategic Planning Retreat we held with Nakai’s 
Board of Directors and Staff Members on April 14 and 15, 2018. Following the meeting the 
facilitator reviewed the inputs and conversation notes, and developed a draft strategy 
document for review. With the input from staff and board, the present plan was finalized and 
approved for implementation.  



 
 

Nakai Theatre Ensemble         4 
 

A New Strategic Framework 
 
In every organization, no matter its size or industry, the following eight strategic levers combine in the 
formulation and implementation of contemporary strategic plans. It is important to know which of these 
strategies are dominant and which take an influencer and which a supporting role in your organization.  
 

Strategy Description 

Business Definition  Focus on mandate, positioning the organization 
Organization Mgmt Focus on people, allocation and management of authority and responsibility 
Financial Mgmt Focus on sourcing, allocation and management of capital 
Programming Focus on programming and operations, services in support of delivering programming 
Marketing & 
Communications Focus on identifying and capturing audiences / patrons; stakeholder communications 

Technology  Focus on creation and use of intellectual capital/ technology 
Risk Focus on the unacceptable and mitigate it, spectrum from risk seeking to avoiding 
Growth Focus on type and rate of growth, e.g. organic vs mergers and acquisitions 

 
The most critical decision made in this strategic planning process is to place artistic programming in the 
lead position, as it is the raison d’être of any theatre; and then to place deepening, broadening and 
diversifying audiences at the centre of achieving this strategy. Another is to select an area of growth 
where Nakai can make the largest difference to artists, audiences and communities, and develop a 
distinctive voice and role within the current rich landscape of theatre and arts in the Yukon. 

 
Nakai’s mandate, mission and vision, financial and risk management are predominantly supporting the 
growth strategies that are designed to enable programming. This is to ensure that growth is sustainable 
by being financially prudent and risks are mitigated while delivering growth that embraces Nakai’s 
mandate, mission and vision. Infrastructure / technology and organizational management supports the 
audience development/marketing strategic lever.  
 
 

Programming 

Growth

Financial Management

Risk Management

Mandate, vision

Audience 
Development/ 

Marketing

Organization 
Management

Infrastructure 
(Technology, Real and 
Intellectual property)
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A New Audience Framework 
Arts organizations should be expert at understanding their local context, including audience demographics 
and how to respond to a changing community, in order to maintain their relevance. Arts organizations 
can secure their relevance through a clear purpose, imaginative programming, effective marketing, 
strengthening community relations and being reputed to be a well-functioning, respectful organization.  
 
This graphic shows a way to consider audiences from the perspective of markets (= revenue) and 
communities (=mandate).  

 
In both markets and the wider community, there are essentially two groups of people: those who 
already participate and attend theatre activities and those who do not. Contemporary marketing 
practices can be applied to all of these classes of audiences. In particular, through segmentation, an arts 
organization can understand the differences amongst its existing audiences and use these insights in its 
programming decisions, marketing, messaging, and offer creation opportunities. It can also look for the 
commonalities among non-customers in order to create new relationships and expand its sphere of 
influence. 

While a market has significance for its revenue potential through direct ticket and related sales, the 
community can be served through alternative financial models, such as targeted corporate 
sponsorships, foundation support or public funding. Both types of audiences are important to a 
charitable arts organization like Nakai, as it speaks to the organization’s ability to meet its charitable 
mandate, mission, and deliver on its vision and values. 

This framework has particular importance during the rebuilding years Nakai has now embarked on, as 
it helps to alleviate the temptation to see all of its activities through a ticket buying lens, rather than a 
broader earned revenue lens. 

  

Markets ... 
from which we expect to gain 

significant revenue

Communities ...  
we serve as part of our mission to 

bring the benefits of theatre to a wide 
audience

Existing Customers
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Non-Customers
Understand COMMONALITIES to create new, 
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Build and Sustain 
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Updated Mandate, Mission, Vision, Values and Objectives 
 

Mandate (outlines our fundamental responsibility) 

Nakai is a professional theatre producer and presenter that supports theatre practice in the Yukon 
through exchange, training, and development. 

 

Mission (what will be accomplished by our mandate) 

To be an artistic catalyst and convener that helps chart a course for the development and production of 
theatre that can only be created in the Yukon.  

 

Vision (the outcome of achieving our mission) 

To contribute to the healthy, sustainable development of a thriving Yukon Territory, where Indigenous 
peoples, settlers, and newcomers share the land, interpret our connections to the landscapes, and share 
our knowledge and experiences through theatre with each other and with the world. 

 

Values (our standards of behaviour) 

These values guide our actions and behaviours: 
 We work with curiosity, generosity and candour with collaborators and partners 
 We are locally focused and globally aware 
 We foster a community-based, professional theatre practice 
 We are expert at connecting art, artists, and audiences 
 We foster excellence in theatrical storytelling and performance 
 We encourage and facilitate public engagement through theatre 
 
 

Objectives (key actions to realize this vision by 2022) 

1. Realign the organizational structure and management in order to implement this strategic plan. 
2. Create year-round programming ranging from professional development, play development, 

producing, and presenting theatre. 
3. Become a marketing leader by learning to effectively connect theatre, in particular 

contemporary and uncommon theatre experiences, and audiences. 
4. Rebalance revenue mix toward 50% public funding, 25% fund development, 25% earned 

revenue through ticket and related sales. 
5. Build long-term partnerships with Indigenous, Francophone, immigrant, LGBTQ2+ communities, 

as well as industry and business communities interested in cultural and social exchange through 
theatre and performance. 
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Spiral of Growth  
Nakai needs to establish an intentional spiral of 
growth for the next five years – the duration of 
this strategic plan – in order to stem and reverse 
its decline of recent years.  
 
This growth has to be driven by the guiding 
principles of Nakai’s desired impact. A clear-
eyed understanding of local audiences serves to 
connect this vision with programming 
approaches and theatrical experiences. 
Financing follows a compelling and effective 
artistic program. Stakeholder buy-in in the 
theatre community and selling that to public and 
corporate funders is requisite. With that, the 
organizational management, partnership and 
community building around diverse 
programming has to be adequate, and 
eventually grow. Once these pieces come together, marketing has the task of connecting the theatre 
and audiences through contemporary, innovative, long-term marketing approaches. Marketing is the 
key avenue to generate earned revenue through ticket sales and will serve to drive corporate, private 
and public funding. Finally, digital technologies can be used in new ways to support programming 
including artist development, reaching and engaging audiences and establishing alternative avenues for 
financing. 
 
This growth has to be gradual, year-over-year. Growth in programming requires growth in resources. 
This will stretch Nakai to manage risks carefully to ensure the required cash flow while investing in 
broadening its appeal and relevance to the Yukon arts scene and the community at large. To grow 
sustainably also requires Nakai to place audiences - the people the organization serves - at the centre of 
its considerations. Those audiences range from those seeking professional development and support, to 
corporations seeking to sponsor community programing, to ticket buyers for Nakai productions. 
 

Audiences: Local Residents, Yukon Communities and Guests 
Nakai operates in Whitehorse, a small, remote market of about 27,000 inhabitants, in an ecosystem 
comprising a relatively large number of theatre companies, arts organizations, Indigenous cultural 
organizations and venues. 
 
Nakai has identified its current core audience to approximately 100 people largely comprised of artists, 
with a less committed second circle of about 500 people, who curate their own arts experiences and are 
often responsive to new, uncommon, niche experiences. A third circle encompasses perhaps another 
1,000 people who are interested in local stories even if they are presented in non-traditional ways.  This 
stands in stark contrast to national audience figures for theatre that indicate that about 45% of the adult 
population has attended a theatre performance in the past year. Applying that 45% of annual audience 
to the Whitehorse population would mean a total natural annual theatre market of 10,000.  
  

Vision

Audience

Program

FinancingPeople

Marketing

Technology
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To become sustainable, Nakai must endeavor to significantly enlarge its audience from its current 
estimated 1,600 to about half of the total natural theatre audience in Whitehorse, i.e. 5,000, or more. 
Doing so is expected to result in a tripling of ticket buying audiences. 
 
There is a desire to redevelop connections with Yukon communities outside of Whitehorse. The largest 
community is Dawson City with about 1,300 residents, followed by communities like Watson Lake, 
Carcross, and Teslin, with a few hundred each. Rather than merely putting on touring shows in the 
communities, Nakai will need to build relationships in these largely indigenous communities and figure 
out how best to collaborate with people in the communities. Ultimate activities could range from 
touring shows, collaborating with individual residents or creating theatrical experiences directly with 
local groups and people. 
 
Additionally, while conversations about cultural tourism and the arts sector have been ongoing for 
several years, there remains significant blank space in this arena. There is little performing art available 
during the summer months, at the height of tourist season. Currently, the available public experiences 
are: 
 Klondike Follies, a vaudeville show which is a replacement for the defunct Frantic Follies, is starting a 

20 show season this summer.  
 Weekly free DJ shows and such on the Wharf. 
 Daily free lunch time music show at Arts in the Park.  
 Some performances as part of the Adäka Festival. 

 
Musicians perform in bars and restaurants year-round including the summer. A large number of arts 
organizations offer professional and community arts programming outside the main tourism season. 
 
In 2017 out of 436,000 international border crossings, about 205,000 took place during July and August. 
June was the third strongest month with another 88,000 crossings. Canadian domestic tourism matches 
this dominance of the summer months in travel to and through the Yukon. This means that on average 
any given week in high season there are 22,500 visitors in the Territory that came from abroad, which 
matches the adult population of Whitehorse, plus Canadian domestic visitors.i 
 
Over the next five years Nakai will broaden, deepen and diversify its audiences spanning from local 
residents to visitors.   
 

Programming 
The artistic director will evolve an artistic approach and program to deliver on the rebuilding and growth 
required to make Nakai a thriving theatre company.  
 
A guiding principle is that Nakai develops and produces work that can only be created in the Yukon. That 
can mean work that leverages Yukon’s landscapes and remoteness, stories that are about the Yukon or 
Yukoners, stories by Yukoners, or theatre that makes Yukon artists and Yukon partners central in it. The 
following elements are exemplary of the type of programs that are expected to result from that 
approach and bring it to life: 
 Develop an intensive pedagogical and artist residency program to provide essential developmental 

supports and create theatrical outputs some of which could turn into a first summer show produced 
by Nakai. 
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 Create a unique theatre experience in the landscape (site-specific theatre) and thus develop a 
unique destination for Yukoners and visitors alike during the summer months.  

 Create a new, inspiring theatre festival during the winter to replace Pivot Festival that showcases 
Yukon and travelling theatre works, convenes the theatre community in conversation and 
workshops, and offers professional development to emerging and established theatre practitioners.  
 

These programmatic endeavours need to grow gradually. The theatre in the landscape concept can be 
piloted in a first iteration for one week to test performance formats, permit requirements for sites to be 
used, quality of production values, digital recording and dissemination, marketing to local and visiting 
audiences, audience experience, and sales mechanisms. Doing so will develop proof points for its 
viability, and guide iterations in subsequent years. Ultimately, in the long-term past the scope of this 
strategic plan, such theatre experiences could grow into a full summer theatre in the landscape, which 
build a bona fide cultural tourist audience along with a strong local audience. 
 
Professional Development Training  
 
Nakai will refresh and develop varied and diverse theatre experiences from professional development 
opportunities for emerging and established creators to audience-facing creation workshops throughout 
the year. This will include facilitating peer-to-peer learning and support for writers and creators; master 
classes with visiting and local teachers, sharing tools to create or co-create performances; interdisciplinary 
approaches that connect theatre to artists and professionals in other fields; and expanding the theatrical 
imagination to the scale of the landscape. We will partner with other organizations to support longer 
training arcs for artists in the North to capitilize on our different strengths and encourage exceptional and 
specific theatre in the region. 
 
As part of the presentation and production work, training will be offered to share experience and 
professional skills with those in the territory. Practitioners from outside will provide learning 
opportunities that would not normally be readily available. 
 
Convening conversations has emerged as an opportunity for Nakai, as theatre practitioners including 
administrators have shown a desire for exchange and learning from each other. These conversations can 
be convened or facilitated by Nakai on a regular (monthly or quarterly) basis. 
 
Production 
Nakai will produce excellent theatre that can be site-specific, digital or stage-based. It will begin to 
develop a territorial touring circuit for these works and draw on local communities, their experiences, 
interests and skills in realizing its projects. These productions will feature existing Nakai productions, 
and can leverage the artistic director’s theatre practice as well. 
 
Presentation 
The new theatre festival can continue to feature play presentations that are eligible for funding under 
Canadian Heritage’s Canada Arts Presentation Fund. This fund has supported Pivot Festival since its 
founding. Continuing presentation activity is an important way to bring Southern talent to the Yukon 
and enable important exchange and learning. 
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Financing 
Nakai needs to re-establish a diversified revenue mix that does not have an over-reliance on public 
funding. As such, Nakai will aim to re-balance its revenue mix toward 50% public funding and 50% 
private funding. Those private sources are targeted at 25% fund development, and 25% earned revenue 
through ticket and related sales. 

Its public sources of funding have to be diversified to include additional territorial funding avenues such 
as Economic Development funding, tourism-related marketing funding, and other capacity building and 
marketing support programs as they become available.  
Private earned revenues can come from many sources: 
 Ticket sales 
 Bar sales at events 
 Merchandise sales 
 Foundations 
 Corporate sponsors 
 Private donors who receive a charitable receipt for their donations 
 In-kind benefits, like airline tickets or accommodations, or production-related supplies 
 Fundraising, from travel draws to special fundraising activities and events, to digital campaigns 
 Fund raising through commercial service contracts with clients in arts, heritage, museum, 

entrepreneurs and corporate sector. 
 
Growth of financial resources has to be driven by programming that finds and keeps audiences. It will be 
critical to not take on undue financial risks, but rather to carefully manage the growth process. Building 
a larger audience for Nakai’s works is a key aspect to demonstrating relevance to public funders and 
private supporters and to generate increased earned revenue. With larger audiences also comes the 
ability to make a more compelling case for support to corporate sponsors, foundations, and others. 
 
Earned revenue: Fee-for-Service Engagements 
The current artistic director is a skilled facilitator who has been using theatre skills as an effective 
avenue for learning, organizing conversations and facilitating change. Leveraging this skill set, the artistic 
director will develop a service menu that uses theatre skills, including event production, for clients with 
specific communications or change-making needs. Integral to this concept is the provision of training to 
theatre artists to provide this service, so that it can be sustainable beyond the tenure of this artistic 
director. 
 
Clients can include: 
 Museums seeking compelling interpretation of its collections and stories. 
 Scientists seeking to stimulate public conversations through the unique creative communications 

skills available in theatre. 
 Educational institutions seeking alternatives to cross-cultural understanding through engaging 

students and teachers/faculty in longer term projects. 
 
These services will be offered under professional consulting contracts customized to client 
requirements. They are services that will generate earned revenue for Nakai enabling it to invest that 
revenue into staffing to support its artistic programming.  
 
Of note, this type of work could be considered to fall outside the charitable activities of Nakai. This 
determination is made by Canada Revenue Agency with regards to identifying a commercial activity. 
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There is a precedent with Alianait Arts Festival in Nunavut, which uses a fee-for-service model as part of 
its fundraising strategy. Alianait produces performances on behalf of clients, like the Mining Symposium, 
or under contract to the Government of Nunavut for Suicide Prevention Week and similar activities. 
These activities meet its charitable aim of helping to build a healthier Nunavut. Should Nakai pursue this 
fund development activity, it should seek legal counsel on whether Nakai would be best served by 
creating a related business that is 100% owned by Nakai. Information on this option is provided by the 
Government of Canada online1.  
 
 

People/Organizational Management 
 
Realigning the Organization 
Nakai will review its organizational structure to align it with its values, programming approaches, and 
objectives.  
 
It is recommended by Strategic Moves, that Nakai consider a shift toward an unambiguous structure 
with a single executive position reporting to the board. This executive position would be charged with 
managing the implementation of and achieving annual progress on this strategic plan. All other staff and 
contractors are hired by, report to and are supervised by this new position. Doing so reduces the 
exposure of the organization to the risk of a dysfunctional staff dynamic where responsibilities and 
accountabilities are ambiguous, and the board does not have a clear recourse to address performance 
issues. Furthermore, engaging two highly skilled senior staff in a small organization bears significant 
added salary costs.  
 
It is recommended to create the new position of Executive and Artistic Director. This role requires 
strategic leadership and business skills from a track record of writing winning grant proposals to 
financial management of the organization to good human resource management skills. It requires equal 
parts artistic leadership and experience in program development, implementation, and management. 
This role would be responsible for implementing the strategic plan and ensuring that goals are met and 
the overall health of the organization is maintained. 
 
The current role of General Manager will be re-classified as Managing Producer to better reflect the 
active producing role in finding resources and partnerships for Nakai projects. Until the organizational 
structure is confirmed this role will remain a collaborative one with the Artistic Director. This position 
will retain responsibility for book keeping, payroll and tax filings as well as day-to-day administration of 
the organization. Fundraising, including creating and executing strategies for cultivation, solicitation, and 
stewardship of individuals, corporations, and foundations, along with assisting in grant writing are also 
core responsibilities. 
 
When the Board shifts from a two-headed organization to an executive-led organization, the detailed 
job descriptions for both roles will be reviewed and aligned to eliminate duplication and clarify any 
ambiguous lines of responsibilities, accountability and authority. 
 
  

                                                           
1 https://www.canada.ca/en/revenue-agency/services/charities-giving/charities/policies-guidance/policy-statement-019-what-a-related-
business.html  

https://www.canada.ca/en/revenue-agency/services/charities-giving/charities/policies-guidance/policy-statement-019-what-a-related-business.html
https://www.canada.ca/en/revenue-agency/services/charities-giving/charities/policies-guidance/policy-statement-019-what-a-related-business.html


 
 

Nakai Theatre Ensemble         12 
 

Board Leadership 
The Board will adopt an annual self-evaluation process and work to identify ways to thrive and remove 
barriers to maintaining a well-functioning, modern, arts organization board.  
 
The Board will undertake board governance training to ensure all board members are well equipped to 
handle the challenges and take advantage of opportunities as Nakai embarks on this new phase of 
growth for the organization. 
 
The Board will establish relevant board committees, to support these rebuilding efforts, in particular: 
 Executive Committee, responsible for human resources and policy review 
 Finance Committee, responsible for fiduciary oversight, annual budgeting process, and budget 

monitoring 
 Fundraising Committee, responsible for development of high value fundraising activities 
 Other committees can be maintained and established as needed. 
 
The board delegates the day-to-day management and responsibility for strategic plan implementation to 
the Executive and Artistic Director. 
 
Pay Scales 
At present, Nakai’s artistic director earns $40,000 with no benefits. This salary is not well suited to 
reliably attract and retain top talent for this critical role requiring a well-honed business skill set. As 
such, it is important to the sustainability of the organization to gradually augment this salary and bring it 
closer to one that would enable the employee to raise a family and is more competitive, i.e. between 
$60,000 and $75,000 plus benefits. 
 
Policies 
There has been recognition that Nakai’s current, detailed policy framework is no longer serving the 
organization well. A complete review of the current constitution and all policies will be done on a 
priority basis.  One aim is to establish a constitution oriented on minimum legal requirements for board 
membership and meetings and accountability procedures including borrowing provisions, as well as a 
greatly simplified policies and procedures framework, while still maintaining the overall focus and 
integrity of the organization. Once finalized and approved, the board will ratify them and they will 
become part of onboarding procedures for staff and board members. The following is a set of policies in 
core areas that will replace the more detailed current policies: 
 Human Resources Policies 

 Remuneration and benefits package, including time off provisions and out-of-pocket 
expenses 

 Anti-harassment policy 
 Code of Conduct & Ethics policy 
 Conflict of interest/ conflict resolution policy  
 Diversity policy re: board recruitment and staff with special attention to Indigenous 

relations 
 Board committee structure and terms of reference for board committees 
 The overall HR framework also includes: 

 Detailed job descriptions including roles, responsibilities and accountability 
 Annual performance planning, targets and performance review process 

 Complaint Policy 
 How and when to escalate a patron complaint 
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 Financial Policies 
 Investment policy 
 Borrowing policy 
 Accounting policy 
 Gift acceptance policy  

 A policy that manages the expectations of donors and provides board and staff with 
consistent practices for reviewing and accepting gifts 

 Business Continuity/IT policy 
 Privacy Policy to safeguard private information in Nakai’s possession 
 
Succession 
The Board of Directors will establish an ongoing process for board renewal and succession. Succession 
planning requires the identification of desired skill sets of board members and establishes a list of 
recruitment targets. It will generate a sustainable pool of skilled, engaged future board members.  
 
Developing Long-term Partnerships 
Nakai will seek to build long-term partnerships with Indigenous, Francophone, immigrant, LGBTQ2+ 
communities, as well as innovation-focused partners interested in cultural and social exchange through 
theatre and performance. While specific projects are typically the impetus for partnerships of various 
sorts, Nakai will focus on a long-term relationship building approach rather than a merely transactional 
approach. That means partnerships will be elevated to a strategic priority, rather than a tactical or 
financial consideration. 

Marketing 
 
Brand first 
Marketing will focus on building the Nakai brand through cohesive, ongoing storytelling. Programming 
will adopt branded names that reinforce the Nakai name at every opportunity. By way of example, it is 
recommended Nakai adopt clear unambiguous names for its experiences, within a strong brand name 
nomenclature. These names are not final names and will be determined as each program is created. 
 
Operating name: Nakai or Nakai Theatre 
Nakai Theatre Ensemble is the current operating name. However, there is no ensemble in Nakai and 
none is planned in this strategic plan. Further, most people refer to the organization today as simply 
Nakai, which means Two in Gwichin. As such it is recommended that Nakai or Nakai Theatre becomes 
the organization’s operating name. 
 
Nakai logo: A single Nakai logo should be established as a word mark, currently at least two are in use 
online. Nakai will be the driving word with Theatre, if it is maintained as part of the name, secondary. The 
new logo could embrace its Northern sensibility and could reference landscapes in some fashion, for 
instance through colours or shapes. 
 
Nakai tagline: Nakai needs to establish a positioning tagline that can be used as an overarching theme 
and closely reflects a core aspect of the purpose of the organization.  
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Leading audiences to diverse theatre experiences 
 
During the rebuilding phase, the primary audience for Nakai has to be local, with a supplement of 
visitors for its outdoor summer programming. As programming grows and successes are established, 
there may be opportunities to pursue earned media to draw attention from other parts of Canada and 
the circumpolar region. 
 
The following insights will underpin new marketing approaches as Nakai learns to more effectively 
connect and reconnect with audiences. The basic purchase decision cycle has to be considered to build 
sound marketing strategies and tactical plans that deliver the desired results. 
 
Much of what arts marketing focuses on is awareness raising or closing the sale. Often, there is not 
enough attention paid to the interim steps of potential audiences gathering information or the post-
show evaluation process which sets up repeat buying. This demands a relationship building approach 
where the Nakai brand name is used to develop new kinds of lasting relationships whether with 
audiences, the community at large, donors, sponsors, or partners. 

 
1. What makes a performance memorable is not necessarily why people buy it in the first place: 

 Enough familiarity is needed to make a positive buying decision in the first place 
 Some discovery and surprise is needed to make it memorable, which is a strong indicator of 

repeat purchase 
 
2. The more “experimental”, “different” or “unfamiliar”, the more the audience wants to be assured 
about quality and worthiness of experience as well as being “compensated” for taking the risk. That 
compensation can be financial, e.g. open rehearsals (free), previews (cheap) or other ways to mitigate 
the cost of ticket price objections. 
 
3. On the surface, audience are driven by “entertainment”, “enjoyment” and “relaxation”, which are 
often cited key motivators for attending. Importantly, audiences also want to have interesting or unique 
experiences, see themselves represented in the performance, and are seeking stimulation through 
theatre, not merely comfort.   
 
4. “Artistic risk” is subjective and not helpful in marketing; instead marketing’s purpose is to overcome 
objections and entice audiences to attend theatre productions. It also has to set an expectation of the 
performance being offered for sale. 
 
Creating familiarity for new kinds of experiences requires many different and meaningful touch points. 
The marketing tools include: 
 Foreshadowing – even before you commit to a play or booked a touring company 
 Tell the story of the piece, including its idea, creation and production process – early and often 

Evaluate
(Referral/ 

repeat)
PurchaseIntentKnow-

ledgeInterestAware-
ness
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 Credible recommendations (third party, can be media or influencers on social media) 
 Multiple exposures to the message; this means longer lead times and a large number of online 

marketing activities always with brand and relationship building in mind. 
 Create a street presence (e.g. guerilla postering, graffiti walls, media stunts) 
 Connect audience with artist (emotional, intellectual) 
 Appeal and quality of performance 
 Make it easy to attend and affordable early on 
 Sampling (“show me”; opening act or Youtube) 

 

Technology 
There is a broadening conversation happening about the challenges and opportunities of digitization in 
the performing arts. Nakai will stay aware of emerging developments through joining the Digital 
Innovation Council for the Performing Arts (no fees), as well as participation in digital conversations in 
the arts and theatre field, such as at PACT, the BC Alliance for Arts and Culture, and similar 
organizations.  
 
As Nakai experiments with creating artist residencies and theatre in the landscape in particular, there 
may be new technologies to explore in creation which would include uncommon technology solutions to 
serve a local audience as well as adopt digital dissemination methods. These need to be fully considered, 
as investments are needed to create a compelling digital experience can be substantial. 
 
When considering digital technologies to broaden dissemination of a piece of theatre, a business model 
should be established to ensure that creators, actors, and others are properly remunerated for their 
work. This type of explorations and experimentation is beginning to take place in Canada with support 
from the Digital Strategy Fund (DSF) at Canada Council for the Arts. Nakai will consider opportunities to 
partner with other organizations interested in exploring these issues for the purposes of securing DSF 
funding. 
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End Notes 
i There is a strong segment of cultural tourists who elect to visit the Yukon. A 2012-2013 Yukon Tourism study showed 
that a segment called Cultural Explorers made up 19% of tourists but 29% of tourist spending in the Yukon. Authentic 
Experiencers, another natural target for certain arts and cultural experiences made up 29% of tourists and 31% of 
tourist spending. The third segment of interest to Nakai are Free Spirits, who make up 13% of the tourist market but 
only 8% of spending. In summary, out of the summer tourist group of 205,000 that crossed the border to enter the 
Yukon in July and August, 61% (125,000) can be considered a target market for Nakai Theatre. This figure is many 
times larger than the local population’s theatre market for Nakai. 
 
A concise summary of the two top segments characteristics, derived from Destination Canada’s EQ Traveler 
segmentation, shows the potential they represent for Nakai to develop artistic theatre experiences that can appeal 
to them as well as he local market. 
 Cultural Explorers  

 Love of constant travel and continuous opportunities to embrace, discover and immerse themselves in 
the culture, people and places they visit.  

 Personality traits 
 Open, accepting, non-traditional, enthusiastic, creative 

 Authentic Experiencers 
 Look for authentic, tangible engagement with destinations, with a particular interest in understanding 

the history of the places they visit.  
 Personality traits 

 Steadfast, understated, responsible, interested, rational 
 
Cultural Tourism has been identified by the Yukon Government as one of the biggest opportunities to grow visitation 
to the Territory. At present the Government is developing a Cultural Tourism strategy in consultation with the arts 
and cultural sectors. 
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