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BRAND AUDIT: SECONDARY DATA ANALYSIS  
 
I. Introduction  
 
Through ethnic and cultural organizations and communities, the Chicago Cultural 
Alliance (CCA) will continue to build relationships and expand as it successfully begins 
its 10th year in Chicago. Throughout Chicago, CCA represents 35 cultural heritage 
centers and museums, 27 neighborhoods, and seven suburbs. This organization is a 
“501(c)3 non-for-profit organization with the mission to connect, promote, and support 
centers of cultural heritage for a more inclusive Chicago.”  
 
CCA actively connects with the community by standing as a resource for tours, 
collections, events, and exhibits. One of its most successful events is “Inherit Chicago”. 
“Inherit Chicago offers Chicagoans and visitors a cultural journey through all of its arts, 
conversation, and food in a month-long, multi-event festival, happening across 30 
neighborhood-based heritage museums and cultural centers”.   
 
By utilizing information from CCA’s competitive environment, social media statistics, 
email campaign reports, online media insights, and additional research, I intend on 
developing a marketing plan that will allow CCA to successfully promote and build 
awareness of CCA as a cultural venue to explore and engage with, specifically targeting 
millennials.  I will conduct interviews with millennials in the Chicago land area to 
analyze and contribute to the development of the CCA marketing plan.  
 
Through my research I will find data to support why CCA should implement the 
marketing plan I created in order to target millennials. I will also define how millennials 
delineate culture vs. heritage, a common subjective and personalized definition.  
 
II. Research Problem/ Challenge  
 
What strategies and content should the Chicago Cultural Alliance use to continue to 
promote and build awareness of CCA as a venue for millennials to explore and engage 
with?  
 
In order to answer this question, it is important to understand the target audience’s 
perception and knowledge of not only CCA but also of culture and heritage. By 
understanding the role of culture and heritage in millennials from Chicago, we will have 
a more firm foundation of the kind of content CCA should produce to effectively reach 
its target.  
 



The biggest challenge will be finding applicants to interview and connecting the findings 
to previous secondary research. (This part of my research will be conducted in the future 
as part of the final project.) 
 
CCA needs a communication approach to reach millennials in the Chicago land area. 
This will be a challenge for CCA because of their lack of brand awareness and follower 
engagement on their social channels.   
 
III. Research Method / Secondary Data Sources  
 
There are various secondary sources that I referenced during my research. First I 
reviewed the competitive environment list provided by CCA, which included the 
following organizations: Illinois Humanities, International Coalition of sites of 
Conscious, United Nations Alliance of Civilizations, and the Greater Philadelphia 
Cultural Alliance. I was surprised that they did not add the Chicago Cultural Center, since 
it is a local competitor, so I added it to the final list of competitors.  I then referenced 
Facebook and Instagram to track followers and likes of each of these platforms at the 
current date of January 31st.  
 
Next I reviewed CCA’s email campaign report from July 2017 through January 2018. 
Regarding social pages, I reviewed the number of likes from CCA’s Instagram account as 
well as the engagement on their Facebook page from January 2017 through December 
2017.  
 
I referenced CCA’s Facebook and saw that in September and October, CCA promoted 
Inherit Chicago. Inherit Chicago was the first intercultural citywide festival of its kind. 
Using the following key word searches “#inheritchicago”, “#inheritchicagofestival”, 
“Inherit Chicago” and “Chicago Cultural Alliance”, I did this search using Meltwater to 
analyze the social media exposure from July 2017 through December 2017.  
 
IV. Results of My Findings  
 
Competitors: Based on this list of competitors of CCA I put a table together (see below, 
Table 1A) that compares the follower statistics of CCA with its competitors. These 
findings indicate that the social presence of Chicago Cultural Alliance is most similar to 
its competitor, Illinois Humanities. The Illinois Humanities also does their own public 
programming.   
 
The Chicago Cultural Center offers “free music, dance and theater events, films, 
lectures, art exhibitions and family events” as does our client, The Chicago Cultural 
Alliance. However The Chicago Cultural Center has 15 times as many followers as CCA.  
 
 
 
 
 



 
Table 1A.  
 Facebook Likes Facebook 

Followers 
Instagram 
Followers 

Chicago Cultural 
Alliance  

3,929 3,921 615 

Chicago Cultural 
Center 

58,849 57,430 5,487 

Illinois Humanities 4,213 4,131 659 
International 
Coalition of sites of 
Conscious 

5,835 5,845 382 

Greater 
Philadelphia 
Cultural Alliance 

7,465 7,271 0 (no account 
found) 

United Nations 
Alliance of 
Civilizations 

103,571 103,331 2,646 

 
Email Analysis: According to mailchimp.com, one of the world’s leading marketing 
automation platforms, the average open rate of an email sent from a non-for profit 
organization is 24.98% and the average click rate is 2.76%. Based on the review of 
“Email Campaigns Report – July 2017 – January 2018” the Chicago Cultural Alliance 
has an open average of 33.07% and a average click rate of 10.34%. Both of these 
statistics represent that CCA is above the email average in open and click rates.  
 
Social Engagement:  
The “CCA-Facebook Insights Data Export – Chicago Cultural Alliance” indicates that 
the Facebook page likes and daily total reach increased the most during the months of 
September and October. According to my social search using Meltwater and key words 
associated with Inherit Chicago and Chicago Cultural Alliance, there is a clear peak in 
media exposure during the months of September and October (See below Table 1B). 
 
Table 1B 

 
 
 
 
 
 
 
 
 
 
 
 



 
According to the CCA Instagram statistics from January 2017 through December 2017, 
the average number of “likes” on a photo is 12. The CCA Instagram page has a following 
of 615. That means that 2% of their follower base is engaging with their content on 
Instagram. According to Omnicore Agency, “Instagram by the Numbers: Stats, 
Demographics & Fun Facts,” published on January 1, 2018, 59% of internet users who 
are millennials use Instagram.  !
 
V. Conclusion  
 
Based on the results from my research findings, it is clear to me that the two most 
powerful mediums with the highest consumer engagement CCA utilizes is their e-mail 
list and Facebook page.  
 
During Inherit Chicago the number of consumer engagement on Facebook during 
September and October reached an ultimate high in comparison to other months. Clearly 
events that are citywide bring the most traffic and awareness to CCA. It would be 
beneficial to have access to CCA’s Facebook account in order to review their insights 
regarding specific follower demographics.  
 
By putting a focus on promoting large citywide events through email blasts and Facebook 
posts, CCA will build awareness as a venue for millennials to explore and engage.  
 
I was surprised to find that the Chicago Cultural Center has such a large following on 
their Facebook in comparison to the Chicago Cultural Alliance. I would suggest further 
analyzing the content from their page as a point of reference to grow our consumer 
engagement.  
 
Although the statistics we reviewed from social media pages, analytics, competitor 
statistics, etc. provided this study with insight regarding consumer engagement, I believe 
it would also be beneficial to conduct interviews/ administer surveys.  Given the 
opportunity in my group for this study, I would like to further research interviews with 
millennials from Chicago to further analyze how they delineate culture with heritage. 
This will also guide how and what content CCA should produce.  
 
 
  


